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No. 1200/7 
9 stone cluster, high center 





No. 4436/7, 
6 stones large high center 





No. 1645/7 
7 stones, black enamel cross 





In these exquisite rings we have preserved the 





true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 


manner as the originals, cast in one piece of 14K solid gold, 
3 - 
with unusually massive tops into which precious stones can 
be set with absolute safety and assurance against loss. “- i 


Pictured here are three of a large selection of styles in 


stock for immediate delivery. They may be purchased unset A S A U ER & Cc O 


as shown or, upon order, complete with stones to suit the 
customet’s taste-and price range. Earrings available to match. KONITE BUILDING 


Brochures showing 17 designs will be sent upon request. Cincinnati 2, Ohio 
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The cover design this month is 
to remind you that advance reg- 
istrations sent in now to the 
NACJ will save you the bother 
of waiting in line to register 
at the show. Pearl jewelry by 
Imperial Pearl Syndicate, N. Y. 
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Another trend-setting series of 


exquisite diamond-studded watches 






with that flair for elegance that 
typifies the talent of Marcé 







and the flawless craftsmanship 


identified by the WBO Symbol. 






WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W, NEW YORK 23, N. Y. 
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here’s no las or sags in Summer sales 
when vou feature Hamilton, the tine American 


watch. For Hamilton’s tradition of making 















only fine watches is backed by consistent, hard- 
hitting advertising in national Magazines... : READY 
advertising which increases customer demand. ROFIT 

To replace stocks which turn over rapidly, P 
there are 40 Hamilton restocking 
stations ready with overnight delivery service. 
Profits are 300d when you sell Hamiltons 
because Hamiltons sel| all vear ‘round. And you 
know Hamilton an are stable—just as YEAR ‘ROUND 

your most discriminating customers recognize 
SALES 


Hamilton’s traditional high quality and value. 






HAMILTON 


She tine hiarerctcaa Hatch 





For a look at the future, be sure to visit 


RAPID the Hamilton exhibits at the 1949 Jewelry 
aul ate ad: Trade Shows. 
NACJ ANRJA 
Hotel Stevens Waldorf-Astoria 
Chicago New York 
July 25, 26, 27, 28 August 15, 16, 17, 18 


You will see new miracles of American watch- 


STABLE 
VALUES 


making smartly cased to stimulate Fall sales. 
You will be welcomed by sales representatives 
of the company that has been famed for its 
O7 years of leadership in fine American jeweled 


watch manufacture. 





HAMILTON WATCH COMPANY , LANCASTER, PENNSYLVANIA 
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We are con- 

stantly adding 

new styles to 

our extensive 

line. A few of ee 
the newest additions are illustrated — 
here. Engagement ring mountings, 
weddingrrings, matched sets ... there's 
always a style to fill your need. , 
Available as finished ring mount- 
ings or as findings, in Yellow or 
White Gold, Palladium, 10%. 
lrid, Plat. and two-tone effects. 


AY & BLECHER, 


reat sand esgnersot evleat Hag ndiigs 
188 WEST FOUBTH STREET NEW YOBK, 4M. ¥ 


Wry. 


PAR aee ar O* 


> 


OX Pate: 


. ‘ 
o> oS? 
‘<4 


*~ 


- 


pas Sa 3 





RING FINDINGS 


FOR JULY, 





CON 





They've got the eye-appeal that sparks an impulse-to-buy . . . 


A few of the best sellers 


in the popular 1949 line They’ve got the durable, lasting beauty that invites your customers 
aneGieddaaaien to ““Come again!”’... That’s why Simmons Quality Gold Filled 
oie . Jewelry is favored by jewelers and customers alike . . . 
a ae ty Illustrated are a few of the fast-selling items in the Simmons 
4. rate nae eg pra Ladies Line. It’s a line you’ll stock, promote 


earrings set with 


fascinating colored stones. and push acne for profits 





today... and tomorrow! 


RES imond 


COMPANY, ATTLEBORO, MASS. 





MAKERS OF SIMMONS CHAINS +* SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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Bees =the lovely new 
pattern, ‘Evening Star’” 


This beautiful floral pattern is destined to share the popu- 
larity of all Community patterns, and to introduce new 
beauty, new depth of carving to your customers for fine 










silverware. 
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eg =the spectacular 
new ‘/Dream Chest” 


Different from any silverware chest you—or your cus- 
tomers—have ever seen! Molded of deep wine red plastic 
with crystal-clear feet and handle. 


vee 
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Al 
ex =a truly outstanding 
advertising campaign! 


All full pages, all full color, this introductory campaign for 
‘‘Evening Star”’ will appear in 13 national magazines, read by 
112,000,000 people. And by special arrangement, it will ap- 
pear on the outside back cover in 8 magazines—plus 3 
inside covers! 
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a Community makes sales for you—by making news 


with this 3-times-as-big promotion this fall! Display 
“Evening Star” and the excitingly different “Dream 
Chest” in your store! And tie in with Community’s coast- 
to-coast advertising campaign. See how your efforts can 


“pay off” in profitable sales when you 


COME ALONG WITH 
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For Your Protection... 





GENUINE BULOVA PARTS 
are packaged 
ONLY IN THESE 3 WAYS! 


Look for them always— accept no others! 


convenience and ease of handling 














When your Bulova parts come 


packaged in any of these three 
Ways, you are assured that each 
part is genuine—truly standard- 
ized, individually packaged and 
factory sealed. In addition, you get 


to make your repair work easier 
and faster. And, most important, 
these parts enable you to do a per- 
fect job always—a job that means 
customer good-will for you! 


AVAILABLE AT YOUR LOCAL BULOVA MATERIAL JOBBER 


has these cabinets available for imme- 
diate delivery. Ask to see them! 


Use the NEW Bulova material cabinets 
for stocking these parts. Your jobber 


BULOVA WATCH COMPANY, FIFTH AVENUE, NEW YORK 
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The Bristol Ring line ena- 
bles you to offer your cus- 
tomers large variety and 
fine quality at the right 
price...assuring you more 


profitable sales. 
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SOLD THROUGH WHOLESALERS 


RINGS ENLARGED 


BRISTOL SEAMLESS RING COMPANY « 71 NASSAU ST » NEW YORK 7. N.Y. 
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More News on the Swiss Campaign 
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Advertising—4 color ads like these work for you every month 
in the year, in Life, Look, Saturday Evening Post, Time, 
National Geographic, Country Gentleman, and Farm Journal. 


The Watchmakers of Switzerland 

sell quality features in every ad 

Quality features like the Swiss jeweled-lever movement are 
featured in every ad. And, again and again, in every ad your 


customers are told... 


In every watch, it’s the movement that counts — be sure the 
watch you buy has a quality Swiss jeweled-lever movement. 





Other quality points are important, too. Ads e When you buy a watch, rely on a jeweler in 
tell about the quality importance of fine bal- whom you have confidence—he’ll show you the 
ance wheels, pivots, hair-springs, jewels, wind- best jeweled-lever Swiss movements in your 
ing stems, and traditional Swiss craftsmanship. price range. 


And, to strengthen the quality drive even more, 


each ad lists these vital check points: And, to bring the customer into your store with 


confidence, every ad carries this slogan home to 
e Don’t be fooled by sc-called ‘‘watch bar- every reader... 
gains’’—you usually get just about what you 


pay for. For the Gifts You'll Give 


e A smart Swiss watch is a treasure of lasting With Pride Let You r 


pride—for you—or the fortunate one who re- 


_ceives it from you.. Jeweler Be Your Guide 
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o Help Sell Quality Watches— 


Quality watch sales mean— 


* More Profit 





* More Satisfied Customers 





* More Repeat Business 


HERE’S HOW YOU CAN USE THIS 
CAMPAIGN TO SELL MORE QUALITY WATCHES 


Follow through on advertising with a strong 
over-the-counter quality sales story. Jewelers 
are already finding these ads a big help in sell- 
ing up. Use them for outlining watch sales 
points to your assistants, and for direct selling 


to customers. 


Make full use of the merchandising promotions 
furnished you by The Watchmakers of Switzer- 
land. These point-ol-purchase displays tie-in 
with the nationally advertised quality story... 
act as silent salesmen in your store. Promotions 
for you are now scheduled for Watch Inspec- 
tion Lime (September 12-17), The Watch Pa- 
rade (October 24—November 7) and Christmas. 





See the Watchmakers of 
Switzerland exhibits at the 
N.A.C.J. and the A.N.R.J.A. 


conventions. 











The WATCHMAKERS OF 
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Build store traffic with your watch repair de- 
partment. Your ability to repair watches eco- 
nomically and promptly has been consistently 
pointed out in the advertising of “‘Vhe Watch- 
makers of Switzerland. The Official Swiss 
Watch Repair Parts Program plays an impor- 
tant part in helping you service the quality 
watches advertised in this campaign. 


This campaign of The Watchmakers of Switzer- 
land is your campaign—and it’s one of the big- 
gest quality watch drives ever launched. It’s a 
real profit opportunity, so join in, tie-in with 
the Swiss quality watch drive. It means more 
business, it means better business for your store! 


CONTEST NEWS 


ON NEXT PAGE! 





SWITZERLAND 











WIN A PRIZE AND INCREASE 


Enter the big “Watch Inspection Time” Contest — 
sponsored by The Watchmakers of Switzerland 





More than $1500 in prizes for 
winning repair displays and 
letters! 4 grand prizes—each a 
beautiful Neuchatel Clock, 
each a wonderful example of 
Swiss craftsmanship. PLUS 20 
awards of merit—each award 
an Official Cabinet for Swiss 
Watch Repair Parts, stocked 
with staffs and stems. 


HERE’S ALL YOU DO TO WIN: 


1. To enter, mail in the coupon to obtain contest 
rules and the free “Watch Inspection ‘Time’’ dis- 
play on the opposite page. One entry will be ac- 
cepted from the owner or manager of any retail 
jewelry store or department. 


2. Take a photo or snap shot of the display in your 
store window during “Watch Inspection Time”, 
September 12-17. 


3. Write a letter of 150 words or less on—“How I 
Made a Success of Watch Inspection ‘Time.” 











4. Mail the snap shot and the letter any time after 
midnight September 17, and before midnight 
October 12, to The Watchmakers of Switzerland, 
care of The Swiss Watch Repair Parts Information 
Bureau, Contest Department, 730 Fifth Ave., New 
York City 19, N. Y. 

5. Winners will be notified by mail on or about 
November 1. Contest results will be announced 
in the December trade magazines. Judges will 
be outstanding men in the jewelry field, and their 
decisions will be final. 


WIN A NEUCHATEL CLOCK, WIN A WELL-STOCKED OFFICIAL REPAIR CABINET!! 
MAKE “WATCH INSPECTION TIME. A SUCCESS—SEND COUPON TODAY! 








To: THE WATCHMAKERS OF SWITZERLAND 
c/o The Swiss Watch Repair Parts 
Information Bureau, Contest Department 
730 Fifth Ave., New York 19, N. Y. 


MY NAME IS iineseniag 


I want to enter the “Watch Inspection Time” 
Contest, sponsored by The Watchmakers of 
Switzerland. My store is cooperating in the Official 
Swiss Watch Repair Parts Program. I’m looking 
forward to receiving and using the free “Watch 
Inspection Time”’ display. 


THIS ENTRY IS FOR 


STORE ADDRESS 


SIGNATURE 








(PLEASE PRINT 





(GIVE STORE NAME) 
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‘| YOUR WATCH REPAIR BUSINESS 


Here’s your “Watch Inspection Time“ Contest Display 


~\ 


itr 


MRM GE SED 


MRUWHBI BG 





WE USE CENUIEK AWESS PERSIE FARTS 











T'S ““WATCH INSPECTION TIME” from Septem- 

ber 12—17. This big, beautiful, full color 
display piece ties in with the coming “Watch 
Inspection Time” advertisement of The Watch- 
makers of Switzerland featuring this same 
painting by Norman Rockwell. It will be sent 
to you when you enter the contest. It’s a dra- 
matic means of stimulating your watch repair 
business. And, the way in which you use it may 
win a valuable prize for you! 
Surveys show that watch repair accounts for as 
much as 24% of jewelry store sales volume! 
And, it’s a traffiic-builder—one of the best ways 
to bring new customers to your store. So—get 
started on your “Watch Inspection ‘Time” 
plans now! 











Yours to use—these Six Services of the 
Official Swiss Watch Repair Parts Program: 


1. The official Swiss Watch Repair Parts Informa- 
tion Bureau. Located at 730 Fifth Avenue, New 
York 19, N. Y.. to answer repair questions. 


2. The Official Catalogue of Swiss Watch Repair 
Parts (Part 1), Part II to be distributed later this 
year. 

3. Ihe Official Dictionary of Watch Parts. Recom- 
mended for large watch repair departments and 
highly skilled watchmakers. 

4. The Official Package for Swiss Watch Repair 
Parts. Now being used for staffs and stems of the 
most widely used Ebauches movements. 

5. [he Official Cabinet for Swiss Watch Repair 
Parts. New, efficient design that holds both pack- 
aged and unpackaged parts. Order from your 
supplier. 

6. A Speaker’s Kit—for talks on the Repair Pro- 
gram—includes display material, easel presenta- 
tions, slides and instructions. 





Remember It's “Watch Inspection Time’ from September 12 through 17 





The WATCHMAKERS OF :@@@, SWITZERLAND 
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It looks like the old game of tick-tack-toe. 
Actually, it’s the final step in refining a lot 
of high-value precious metal waste — the 
taking of a sample for assay. As you see, the 
sample is made up of specimens taken from 
every part after the lot has been reduced to 
a fine powder and scientifically mixed until 
it is as uniform in content as it can possibly 
be. This assures a sample that accurately 
represents the entire lot. 

Every step in Handy & Harman proce- 
dures for refining the various types of gold, 
silver and platinum scrap and waste, was 


developed by expert metallutgists to pro- 


IT’S A CRITICAL STEP IN THE SERIOUS BUSINESS OF REFINING / 


duce the highest possible degree of accuracy. 


Science takes the place of guesswork. That’s 
the big reason why you can be sure of a 
full-value return from every lot you send 


to Handy & Harman. 


If you have never 
used Handy & Harman Refining Service — 
try a sample. Send your next lot to our 
nearest plant. That’s the accurate way to 
find out the difference scientific refining can 


make in your returns. 


HANDY & HARMAN 
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TO OUR FRIENDS IN THE JEWELRY INDUSTRY, ALL OVER AMERICA 











SSN 
de . 


Call or write to our’ 
Wis 7am Meld ames ee ler-s— “ 
for further details. 


- 
A —_— ? » 
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A. EDWARD FISHER & CO. INC. 


Importers of Diamonds . . . Over 3) years of Service to the lrade 


580 FIFTH AVE. C#3 NEW YoRK 19 
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this beautiful two-color page of 














WHOLESALE JEWELERS: Bind this attractive clock page (supplied FREE) 


into your catalog. It will do a highly profitable selling job for YOU. 


Order Your Supply of Catalog Pages TODAY for Immediate Shipment 


SEMCA CLOCK COMPANY, INC. 


30 Irving Place, New York 3, N. Y. 


Manufacturers of Phinney Walker Clocks 


See Us at the Show! NACJ CONVENTION, Booths Nos. 50 and 51 
Hotel Stevens, Chicago, July 25-28 
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(A) No. 113 SMALL BOUDOIR ALARM CLOCK 
With smooth, modern lines, enriched by a 
gleaming gilt finish. Precision-made Swiss 
movement (one jewel). Lovely to look at—and 
dependable in performance. Size: 2% x 
2 ¥° Luminous dial. 





(B) No. 112 COMPACT TRAVELING ALARM CLOCK 
Slim, trim and small enough to fit readily into 
a handbag! Bright gilt finish bezel, distinctive 
luminous dial. One jewel Swiss movement. 
Brown, tan,.maroon, blue simulated leather. 
Size: 39 x3 ¥% x! 3g". To retail at $1245 plus tox 






No. 715 LOWEST PRICED 7 
JEWEL ONE-DAY SWISS TRAV- = : 
FLING ALARM CLOCK IN ie ——_ 
GENUINE LEATHER CASE if II 
Bright gilt finish bezel and 
numerals; luminous dots. 
Brown, pigskin, red and 
blue. Size: 334 x 3%. 

Toretailat...9]49 plus tax 


ee 


No. 713 A SENSATIONALLY 
PRICED 7 JEWEL ONE-DAY 
SWISS ALARM CLOCK 
With easel; a triumph in 
smart, modern styling. Bright 
gilt finish frame, new pyra- 
mid type design. Dial en- 
riched with embossed gilt fin- 
ish numerals and luminous 

dots. Size 4” x 4”. 
No. 712. Same as above in 
round frame. Size 4," x4Y¥,”. 


To retail at... ... 974% 
plus tax 


M1147 JEWEL ONE-DAY SWISS ALARM CLOCK 
Atreation of unique decorative charm. 
sparkling simulated rubies, sapphires 
and rhinestones, hand-set into exqui- 
ily fashioned gilt-finish frame. Dis- 
ry — din ieee "ay" 





To retail at 


$895 plus tax 


Smart round clock on streamlined 
base. Bright gilt finish; one jewel 
Swiss movement; luminous dial. 
34,” x 3”. 

To retail at. ..... $995 
plus tax 






















No. 115 SMALL SQUARE BOUDOIR ALARM CLOCK 
Bevelled crystal. Bright gilt finish. One 
jewel Swiss movement; distinctive lumi- 
nous dial, Size: 24%,” x 2%”. 

To retailat.... $995 plus tax 


No. 114 SMALL BOUDOIR ALARM CLOCK 


COMPLETE 






















Distinguished for smart styling, quiet 
operation and accurate time-keeping are 
these Swiss Alarm Clocks by SEMCA! 
Jeweled for smoother performance and 
longer wear, every SEMCA movement is 
precision-adjusted and electronically 
tested to assure dependable service. 

The tick is so soft that it will not disturb 
the lightest sleeper. The crystalline trill of 
the harmonious bell awakens the deepest 
sleeper surely but pleasantly. Luminous 


dials for night readability. 


3 SEPARATE PLATES 


CRYSTAL CLEAR BELL FOR EASY ACCESSIBILITY 







INTERCHANGEABILIT 
OF PARTS JEWELED MOVEMENT 
West Coast Prices Slightly Higher 


SEMCA CLOCKS 
NATIONALLY ADVERTISED ON THE AIR 





House i. aunond 


One Carat bo Pefly Carats, those who 

tnow diamonds, choose from the House 

Diamonds...one of the world's largest 
Merchandise ihiified on Memoaandum 
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gold filled jewelry 





Mr. Lovis Kestenman, Partner, 
KESTENMAN BROS. MFG. CO., says: 


“In the manufacture of watch bands, 
we have found a pure Nickel base 
to be the best for resistance to 
wear, stress, corrosion and 
discoloration. Watch bands are worn 
daily under all conditions, and 

are exposed to constant wear, 

body acids and a variety of other 
corrosive and tarnishing elements. 
Such an item needs the most durable 
metal obtainab/e.”’ 


EMBLEM f OF SERVICE 


TRACE MARE 





INTERNATIONAL NICKEL COMPANY, INC. > 
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Nickel 


cS 
... Your Wnseen rte aad 


has a 
pure Nickel 


foundation 





When you sell gold filled or rolled gold plate articles, 
you’re selling quality jewelry. 


And when that jewelry has the protection of a 

pure Nickel foundation beneath the gold, you’re 
selling top quality. 

The pure Nickel foundation gives your jewelry solid 
durability. For, like the layer of gold above, 

the nickel foundation resists corrosion by body acids. 
The Nickel will not discolor the gold ... and affords 
equal protection to the wearer’s skin. 


What about the gold filled jewelry you sell? 

Ask your manufacturer or supplier if it has the nickel 
foundation needed to make it quality jewelry 

all the way through. 


“THE GOLD IS FOR BEAUTY” — 






67 Wall Street, New York 5, N. Y. 
21 








DIAMON D RING SETS 


Ss 


- 27 Diamond 

ings enlarged 

to show detail Combination Set 
Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc’ feature. 
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Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
---no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme- 
fry of the Miracle rings. 


w 


The Diamond Engagement and Wedding 


rings so ingeniously designed that they 
can be bought separately or together... 
and worn separately or together. 


NONE GENUINE UNLESS STAMPED “MIRACLE” 


Miracle Sets priced from $20.00 up 


Styled to Sell - - Priced to Sell! 


WARNING: 

Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 
of the law. . 


The Miracle-Interloc’ clasp keeps the 
matched bridal ensemble perpetually — 
aligned...prevents awkward ring 
twisting and shifting, saving rings 
from costly wear! 


For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Interloc’. Besides, the diamond looks at least 
25% larger in the registered Miracle’ Diamond 
Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply. 
you, write us. 


*Patented and Reg. U. S. Pat. Off. & Patents Pending 


MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 


SHIMAN BROS. & CO., Inc. 


No connection with any other firm 


— 
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All the features that make Komfit the most strongly accepted men’s 
watch band... now in a slender ladies’ Komfit. Superbly designed 
for the many women who desire the famed Komfit flexibility, 


_ 


instant adjustment and thinner band. Stainless Steel lined, too. 








J. S. Patents 
2,015,308 
2,184,319 
2,333,048 








Look for this trade mark 





A tasteful Gift Box makes Komfit for ladies 
“the watch band for giving” 


In 1/20-12 Kt. Yellow or White Gold Filled. 








deepen ease Available Through Authorized Forstner Distributors 


FORSTNER CHAIN CORPORATION + IRVINGTON 11, NEW JERSEY 





WB325 
Retail (T.1.) $5.50 
Keystone, $4.25 








REGISTERED TRADE MARK 


ay 








f m\ Your wholesaler 


SYMBOL OF QUALITY 
AND CRAFTSMANSHIP 


A 





WB307 
Retail (T.1.) $6.50 
Keystone, $4.88 
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Ratchets have come, and ratchets have 
gone, but here is a new Marvel-designed 
ratchet* buckle that is not only mechanically 
perfect, but as simple and trouble-free ,. 
it is slim... New for Fall, too, is the MARLEDA 
series, a new, single-action expansion 
that stretches to more than double its origing| 
_ length. Yes, here at last, is an expansion 
that, combined with snake chain or mesh, 
will fit over your customer's hand. 


Wey 


WB301 
Retail (T.1.) $5.75 
Keystone, $4.38 
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WB304 WB} 
Retail (T.1.) $7.75 Retail (1 
Keystone, $5.63 Keystone 
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“Manlock* 


A od 


a NEW ratchet* 
SIMPLE © EASY * SURE. 








is now taking orders for these new lines 


“‘Marlock’”’ Series — 1/20 12K Gold Filled 
“Marleda” Series — 1/20 12K G.F. tops, stainless 


- 





. jin watch bracelets 








“RICH IN BEAUTY 
~~ QUALITY and 
PROFIT OPPORTUNITIES FOR YOU 


and note the 
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WB153 it WB150 » } WBI55 J WB156 
ee ee 7 ) = Retail (T.1.) $7.25 ,) — Retail (T.1.) $7.75 ¢ Retail (T.1.) $7.75 
Keystone, $5.25 7 , Keystone, $5.63 \ Keystone, $6.00 . Keystone, $6.00 
he ¥ j 


" Ns 


: Nb 
4 


PI ; f ty t; (J [ 
A Py a | 7. :; i 


Retail (T.1.) $7.75 [= 
} Keystone, $6.60 ap ota aie 


WB145 u 
Retail (T.1.) $7.75 
Keystone, $6.00 
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SERIES 
a NEW expansion 


STRETCHES MORE THAN DOUBLE 





Design Patent Pending 
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All snake chain numbers available in square, 


round or oval chain, either single or double. All * Patent Pending 


TF You w4 


Better QUALITY 
Better STYLE 


Better MARK-UP | 
dont pass up the NEW 
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SENSATIONAL NEW 


WATCH BAND DISPLAY UNIT 


Specially Designed for 


WATCH REPAIR DEPTS. 


8 Band Styles on Rotating Wheel + Uses | Sq. Ft. Space 


ABSOLUTELY FREE! \ 
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"Creators of the Unusual—As Usual” 


608 FIFTH AVENUE 
NEW YORK 20 











Cat July 25, 26, 27, 28, 


atthe STLV BINS HOTEL 


were quite anxious to 
meet our many friends 
personally. 
How about dropping 
in for a visit? Wed 
love to say “‘Hello’’! 





Faakees of distinctive ¥ mountings 
Aner & PAHS. | 
ashner & PIES. Inc 


21 WEST 46th tBIRees 
pat, Aang? s S tgs oo Soe B 
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Write for 
Latest 
Catalog. 





National Jewelry Fair ANRJA Convention 
Stevens Hotel, Chicago Waldorf Astoria, New York 
ROOM 551A BOOTH 311 JADE ROOM 


Leading Ring Stylist for More Than a 


whe 0 Ss e Quarter Century 
awd CO helt, Tuc. 37 W. 47th St., New York 19, N. Y. 
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[ 
Visit the Gothia 
Mmetwv 
ROYALE 
8 rubies me. 32 ~~ 3 
$125.00* retail ~ . $425.00* retail 
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RONALD 


$65.00* 
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invited, as well, to visit ay 
pur hospitality rooms at both hotels.” 









ham Watches 
Product of M"endortt Watch (0 INC , 20 W 47th STREET, 


A New MAUTNER Modernization Service For Jewelers 











Interior modernization needn’t cost a small fortune...if you 
call on Mautner. For over a half century, Mautner has been 
supplying jewelers with the finest in display material and 


Budget- Priced boxes at consistently low prices. Now Mautner does the 


complete job to modernize your store...at surprisingly small 

LI hoscoscoracomplee inatiaion "Se 
INTERIOR 

INSTALLATIONS 






If the high cost of modernizing has been holding you back, 
a Mautner estimate will reveal the low cost of a high quality 


installation. Why not talk it over with us, at no obligation? 
Convenient terms arranged. 


Bi 


PR ea 


Se 


pee 
eee ER 


A partial view of the smart, 


sibetatuenter ghaned EVERYTHING FROM ONE SOURCE 


and installed by Mautner For Less Than You Think Possible 
Specialists for the Clifford 


| INTERIOR STORE PLANNING * SHOWCASES © WALLCASES © COUNTERS 
Watters Corp., 16 Bast S0th PARTITIONS © FIXTURES © SHOWCASE TRAYS 
Street, New York City. 


INTERIOR DISPLAYS * WINDOW PLATFORMS ¢ BOXES 
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THE MAUTNER COMPANY, INC. 


20 West 47th St., New York 19, N. Y. 
FACTORIES: BUFFALO, N. Y. 





THE GREATEST NAME IN THE JEWELRY BOX AND DISPLAY INDUSTRY 
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Going out of business? 





No guesswork ae 
CASH 


-- and paying MORE cash, we buy more stores than any firm in the United States 





Planning to SELL? 


Do it the sure way, the quick way--Gordon Brothers, 
We size up a situation, make an offer you can count 
on, and have the cash ready that moment to complete 
the transaction. Years of experience are behind our 
way of doing business. Why not get the benefit of it? 








Planning to LIQGUIDATE? 


Do it the safe way, the guaranteed way. Not what you 
“hope” you'll net from your sale, but what you know 
you'll get, when we give you our estimate and back it 
with a cash deposit to the full amount. We’ve handled 
small modest stores and world-famous stores on Fifth 
Avenue. Get the benefit of our know-how! 





,, | 











ae 


veclon Glens 


SPECIALISTS IN BUYING JEWELRY 
STORES and STOCKS FOR CASH 


18 Province Street, Boston 8, Mass. CApitol 7-1728 - ; 
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National Jewelry Fair—July 24th to July 28th, 


oor, Private Rooms 1 & 2. 


~ANRJA Show—August 14th to August i6th, 
_ Waldorf-Astoria Hotel, 4th Floor, Parlors tam. 


S 
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a Jhe first 125 years 


Reed & Barton ...a century and a quarter devoted 
to progress and leadership in the field of silversmith- 
ing and the enrichment of human lives through 
beautiful silverware. 


Few can match this record, and we are proud of 
those whose faith in the company and its products 
have made it possible wanes employees, dealers, and 
the many families the world over who have Reed 
& Barton silverware in their homes. 


Behind every piece of silverware bearing this fa- 
mous name is a century and a quarter of integrity, 
master craftsmanship and reputation. 





‘ED ¢ BARTON 


Silversmiths for 125 Years 


Taunton, Mass. 
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have Dramuliall 
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of american women 


ve loth VF FERS YOU 


A PERMANENT PROFIT OPPORTUNITY 


Feature Lock moves fast! Customers prefer it to ordinary bridal sets. 
A simple 2-second demonstration and Feature Lock sells on sight. Sales prove it. 
Now is the time to tie in... take advantage of Feature Lock’s many “plus factors” 
... this is the new, different profit opportunity you’ve been waiting for. 


SELL EITHER RING...OR BOTH! 


The Feature Lock device completely 
disappears when not wanted; either ring 
can be worn separately. Sell the 
engagement ring, you’re certain of the 
wedding ring sale at the same time... 

or later . . . to match the design. 

An advantage? Certainly, compare! 


500 STYLES TO CHOOSE FROM 


Without a doubt, the biggest line 

in the world .. . each a beauty you can 
feature with pride and assurance. And each 
Feature Lock mounting comes to you in a 
gorgeous, self-selling display box. 








a 4“ 
EXCLUSIVE relate Plath 


Our famous ‘‘FEATURE FLASH” can be 
added to every ring mounting for enduring 
beauty. Master craftsmanship makes 

the diamond melee actually appear 

much greater in size. An amazing 

touch of glamour . . . a wonderful 

selling ‘‘extra."’ 


HARD-HITTING PROMOTION AIDS 


Feature Lock helps you sell through a 
proven program of carefully planned 
selling helps, eye-catching display units, 
powerful mats and smart, appealing boxes. 
A complete service carefully geared for you. 





GET READY NOW FOR BIG NATIONAL PROMOTION 


A tremendous Feature Lock national advertising program is now in the 
making .. . magazines, newspapers, direct mail, radio, television. 
Order your mountings now . . . be prepared to cash in when 
FEATURE LOCK’s advertising breaks . . . SOON. 


FEATURE LOCK IS PATENTED 
IN THE U.S. PAT. OFF. PAT. 
NOS. 2,029,464-2,127,766 
AND OTHER PATENTS PENDING. 
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ring mountings 





New, practical, profitable, Feature Lock is now 

an important “must” in jewelry merchandising ... 

a sparkling innovation in modern ring construction 
that beautifies matched bridal sets because... 





Feature Lock completely eliminates 
SHIFTING, TURNING and TILT- XQ 


ING of engagement and wedding 
rings. 


Feature Lock keeps both the wedding 
and engagement rings in perfect posi- 
tion... they stay together at all times 
... always displaying the full glamour 
of their original, matched design. 


Feature Lock device does not “pro- 
trude,” thus either the engagement or : a 
wedding ring can be bought and worn NX 


separately ... there is no sign of a 
lock at any time. 





OUR FIRST BIRTHDAY... 
AN IMPORTANT EVENT FOR YOU 


The enthusiastic reception accorded Feature have risen astonishingly, PROOF POSITIVE that 
Lock ring mountings by the trade and the con- Feature Lock is RIGHT; that it is wanted! If you 





sumer is eloquent testimony of the long-stand- haven‘t sold Feature Lock ring mountings, ACT 
ing need for a new, practical, different device NOW. For further information about the 
to keep rings together. In one full year, sales Feature Lock story, write today. 
SOLD ONLY THROUGH You are cordially invited to visit us at 
AUTHORIZED DISTRIBUTORS N.A.C.J. Convention A.N.R.J.A. Convention 
j Stevens Hotel Waldorf-Astoria Hotel 
(...be sure to see the Feature Lock line) Chicago New York City 
July 25-28 August 15-18 
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The Windsor 


CIGARETTE BOX 


to lead 
your fall 










Farrington’s handsome Windsor RM, 
Cigarette Box — bright new star in the famous te 
Farrington collection of all-metal Duroframe cases 
and boxes. Sleek in line . . . classic in design to add 
striking distinction to any decor; covered in brown fox, 
alligator or blonde TExoL bound in brass . . . lined in cork 
for cigarette freshness with pictorial or cork lid lining 
... sized to accommodate regular or king-size cigarettes. 
The Windsor will be a Summer and Fall sales leader for 
ARETT you to promote for hostess, wedding, anniversary gifts. 
CIG Merchandised to retail at the Fair Trade price of 3.95, 
fas hione¢ allowing for better than a 49% mark-up. 


farein LOT ofr orice 


Consumer Products Division: FARRINGTON MANUFACTURING CO. 
76 Atherton Street + Boston 30. Massachusetts + New York Show Room: 366 Fifth Avenue «+ Roem 404 


c BOXES 


\ 
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DIAMOND RINGS 


@ MORE Value than ever before! 
@ MORE consumer acceptance 
than ever before! 
@ MORE sales than ever before! 


@ MORE profits for you than ever before! 


You can’t miss with the Rhapsody 
prestige line — Rings of guaran- 


teed beauty, quality and value. 





Write today for information and prices 


M. SICKLES & SONS 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. 


WHOLESALE JEWELERS FOR NEARLY 100 YEARS 
* a 
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\ The Dictionary 
Ry ip ) , says: “MAGNIFY 
ie VP [/Y a. / |... to make to ap- 
I) E . _ pear larger or more 

’ significant.” Good- 
- ’ man and Company 
, ~ succeeds in doing 
this with its newly 
patented Magniset 
; setting ... SO con- 
trived that it adds to the magni- 
tude ‘of a small center diamond. 
Cleverly fashioned with a new 
-~ type reflector and a sparkling bor- 
der of flashing Rhodigem, the cen- 

ter diamond appears larger and 
solves the jeweler’s problem of 
properly setting a small diamond 
in a large top mounting. 


ee 


eratial 
U.S. PAT. OFF.... 4152469 


Goodman & Company 


Makes of Gine Jewelry Since 1904 


42 W. Washington St. —_— Indianapolis 4, Ind. 
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Manufactured EXCLUSIVELY 





for the wholesale and jabbing trades 


since 1910. 


ae me | 6A TT. CO S i. Ae 
Manufacturers of Gold and Platinum ‘Watch Cases 
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OMEGA 


Jime Does Ill! 


It’s the long run that counts... with watches, sustained accuracy... top performance your 
customers can believe in. You don’t get such accuracy without unusual quality. The remarkably 
high, consistent accuracy of Omega is the product of top quality materials, top Swiss skill. It 
was over a century ago that a group of the world’s finest watchmakers determined to create the 
most accurate watch human hands could achieve. Today, throughout the world, men and women 
consider Omega the finest watch they’ve ever owned. Leading jewelers have tremendous respect 
for it... their records show that Omega requires less servicing thaa any other watch in its ciass. 
Selling Omega is profitable business . . . satisfied customers are the basis for growing success. 





She Omega hil 


—the thinnest highly precise self-winding watch made today. Its superb 17-jewel movement 
enclosed in a case of distinguished design. Stores 36 hours reserve winding power. 14K gold- 


filled, $71.50 retail: other Omega Automatics to $450. Federal tax included. 


NORMAN N. MORRIS WATCH CORP. - 608 FIFTH AVENUE, NEW YORK 
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AG We Two SALES. .- instead of one! 
+ new 


\ / 
f 4 
\ .\ 
CA) il ” *PAT. PENDING 


LIFETIME 
GUARANTEE! 


Never a repair charge 
for service on 
mechanical defects. 




















Pes 





@ No Tools Required! 
® Anyone can “Klick” it on! 
® Sell a Wardrobe of Watch Bands! 


® Demonstrate on Customer’s Watch! 


pitas. So Ss 


This development will revolutionize the watch \&Z& | Nie 
band business! It will lift sales from a mere : 
replacement basis to a style basis. A simple 
spring-type back does the trick. “Klick” it on 
and it’s safely attached. We're dead serious 
when we say you'll now make multiple sales 
because your customer can now change bands 
from style to style with ease and speed. Get 
these on your counter quickly . . . with our 
beautiful, new velvet counter display. 


Richly packaged in a plastic unit for gift giving. 


JEWELRY MFG. CO. 


157 vie Ps STREET - PROVIDENCE 3, RHODE ISLAND 





Sold only through the wholesaler 


George Roufberg Fredric E. Warnecke Max J. Newman 
REPRESENTATIVES: 9 Maiden Lane 29 East Madison St. 57 Post St. 
nm. ¥. C., 0. V. Chicago, Illinois San Francisco. Cal. 


FOR JULY, 1949 43 




















the world’s only flexible balance wheel... 
unconditionally guaranteed 
against damage from shock... 


an exclusive feature for Wyler dealers only. 


VISIT Wyl er 


THE WYLER EXHIBITS 
at the Jewelers’ Conventions 





tncafle x 








in New York and Chicago 





WYLER WATCH AGENCY, INC. * New York: 630 Fifth Ave. * Chicago: 29 East Madison St. 
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No. 2115TD/11.. Shrine 
14K and plat. emblem set 
with 11 fine diamonds. 
Hard enameling. 











No. 2165 .. 32nd de- 
gree masonic 10K or 14K 
hard enameling. Take 
diamond % ct. to 2 ct. 








ee ia No. 2128A. .Elk 10K or 

— oe Soce By fo . 14K, hard enameling. 
gy site — rey iP eg.  . : i Available for 5 to 15 pt. 
pale rs hn cha P) oe = Sher 8 Ge ce : diamond instead of clock. 
Available for a diamond. 3 . of Co es 




















No. 2086P . . Knighi 
Templar 10K or 14K, hard 
enameling. Take diamond 
% ct. to % ct. Also plain. 


No. 2086K..4th degree 
Knights of Columbus 10K 
or 14K, hard enameling. 




















| No. 2128H..3rd degree 
—ti( Knights of Columbus 10K 
+ or 14K, hard enameling. 











Every LB article of jewelry is designed and manufactured with 
infinite care and precision. No wonder then that retailers who 
know quality and value select Leif Brothers as the source for 
fine platinum and gold diamond rings ... semi set mountings, 
platinum and gold wedding rings with and without diamonds. 
Also ladies and men’s stone rings, diamond watch attachments 
in platinum and gold, fraternal pins, rings, lapel buttons in 
platinum, palladium, 10K and 14K gold with and without 
_ diamonds. Ladies diamond wrist watches. 


SNL EO I IN 


were 
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SEE US AT BOOTH #47, NATIONAL JEWELRY FAIR, STEVENS HOTEL, CHICAGO, JULY 25-28 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking —sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in I4 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 








580 Fifth Avenue New York 19, N. Y. 
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As profit-producers and 
prestige-builders . , 












Carved matched wedding ring sets a BAREL BRIDA S 
are all original creations of Fred Barel. They arouse eager admiratioi a 


24 hour yield greater profits to the seller . . . give greate 
service on 
all special 
orders 


_ value to the customer. 


exclusively 
designed by 


Bridal Ring Co., Inc., 87 Nassau St., New York 7,N . r. | A 
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. . BAREL BRIDALS belong 
right at the head of the procession! Exquisitely Hand _ 


inspire unreserved recommendation . . . secure rapid sales. 
Sold directly to the retailer by the manufacturer, BAREL BRIDALS 
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INCABLOC 


THE ** FOOLPROOF’? 
SHOCK ABSORBER 


Ladies’ Watch 

17 jewel 

10 karat gold filled 
to retail at $29.75* 















Unprecedented news in the watchmaking industry 
. . . now a famous watch manufacturer equips his entire line 
of ladies’ and men’s watches with INCABLOC. Yes, Rulon 
uses INCABLOC exclusively in their 1949 Fall line. 


For fifteen solid years INCABLOC, 
the world’s most superior shock-resistant mechanism, 
has been solidly increasing watch sales. INCABLOC, 
the only fooi-proof shock-resistor, cushions the shock 
from every angle. Standard interchangeable parts 
available from your material dealer. 


Let INCABLOC sell your watches, too! Write today 
for valuable informative material and dealer helps. 


SA le 


Don’t delay. 


Statement by Mr. Fishbein, Rulon Watch Company Gentlemen’s Watch 
17 jewel 
10 karat gold filled 


to retail at $29.75* 


“From years of experience we know INCABLOC so 
reduces the level of repairs that we find it profitable 
to use INCABLOC in every watch we manufacture. 
INCABLOC-equipped watches mean more sales... 
more satisfied customers.” *other models to retail from $24.75 to $2500. 


| Ft 
THE AMERICAN INCABLOC COMPANY, 366 Fifth Avenue, New York © FACTORIES: LA-CHAUX DE FONDS, SWITZERLAND 











CUSHION THE SHOCK WITH INCABLOC 
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@ Now ... RULON gives you INCABLOC 
. «. to give you MORE SALES .. . MORE 
SATISFIED CUSTOMERS! This remarkable 
~ RULON equipped with the INCABLOC 
SYSTEM is the creation of one of the world’s 
most renowned watch engineers . .. comes 
with o 2-year guarantee against balance staff 
breakage... and RULON is the first to put 
_ this trouble-free feature into small, modern 
dress watches! Each superb RULON 
INCABLOC SYSTEM MOVEMENT has 17 
ruby jewels! Each style for men or women 





is executed in the very latest design. 
Priced to retail from $24.75 to $2500. 








521 
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_.. first to present 


Sua 


DRESS WATCHES 
fortified with the 


Diente 


SYSTEM 


See the Exciting 
RULON Exhibit 
at the 
NATIONAL JEWELRY FAIR 
Stevens Hotel, Chicago 
July 25th— 28th 

BOOTH 298 


As WATCH COMPANY 


FIFTH AVENUE « NEW YORK 17, WN. Y. 
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Ladies’ sports watch, 10K rolled 
gold plate bezel, natural pigskin 
strap. Retail 9.95. Dealer 6.63 


with sweep second hand. 


Retail 10.95. Dealer 7.30 


BR-21. 10K rolled gold plate bezel, black 
dial, radiolite hands and numer- 
als, natural pigskin strap. 


Retail 11.95. Dealer 7.97 
B-21. plain. Retail 10.95. Dealer 7.30 


BS-21. with sweep second hand. 
Retail 11.95. Dealer 7.97 


BSR-21. radiolite with sweep second hand. 
Retail 12.95. Dealer 8.63 


C-21. 10K rolled gold plate bezel, gold 
track with black numerals, cor- 
dovan color leather strap. 


7 hi Retail 9.95. Dealer 6.63 
» SP | in CS-21. with sweep second hand. 
Retail 10.95. Dealer 7.30 


smooth 


ha 
D-21. Modern design, 10K rolled gold 


sturdy . plate bezel, gold etched numerals, 


cordovan color leather strap. 


Retail 9.95. Dealer 6.63 


accurate 
Never before such value 


All Timex watches have stainless 
steel backs. All prices plus fed. tax. 
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the most sensational news 





im wrist watches 





Why is news? 
] watches are News because never before could such 


thin watches be obtained at such a low price. 


2. watches will meet every test of accuracy and dependability. 


watches have features never before found in inexpensive 
timepieces—temperature compensated hair spring, shock-proof 




















construction, three position adjustment. 
4. can be featured at unprecedented low prices, thanks to 
the enormous new manufacturing facilities of the U. S. Time 
Corporation. 
5. watches make News with the introduction of the lowest priced TIME 
really water-resistant and shock-proof all American-made watch. CORPORATION 











6. watches were submitted to exacting tests in 2 of America’s 
largest cities and users acclaimed their perfect performance 
under all conditions. 


r # watches are your opportunity for larger sales volume and profit. 


8. Over a million dollars was spent by U. S. Time in research and tooling 
for America’s smallest size low price timepiece. 








Steel bezel, water resistant (see 
illustration of 11 parts above), 
> shockproof, 12 numeral dial, grey 
i leather strap. 
- * Retail 9.95. Dealer 6.63 
FR-21. with radiolite. 

Retail 10.95 Dealer 7.30 
FSR-21. with radiolite and sweep second 
hand. Retail 11.95. Dealer 7.97 






E-21. Handsome curved crystal, 10K 
rolled gold plate bezel, cordovan 
color leather strap. 


Retail 9.95. Dealer 6.63 


All Timex watches have stainless 
steel backs. All prices plus fed. tax. 
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There's a distinctive air of quality about 
Seidman creations. It’s a matter of design, 
too. Has nothing to do with price. You 
sense it the moment you see Seidman styling. 


It explains the saleability of the line, the 


inl 


J 
F 
¥ J 
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APLTUy » earn quick turnover and the soundness in your 


m, 


choice of Seidman merchandise. 


SEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47th STREET 
\ NEW YORK 19, N. Y. 
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HELLER & SON, Inc. 411 Fifth 





Increase sales by getting these new L’Aiglon 
Bracelets on display where your cusfomers can 
see them. Their handsome styling and superior 
finish command attention. And L’Aigion quality 
follows through with lasting beauty, lasting wear 


and perfect fit. 


1/20 12 K gold filled in yellow, pink or white 
goid with stainless steel back .. . also stainless 
steel front and back. Scientifically designed 


fittings . . . non-corrosive stainless steel springs. 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


ge MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET © PROVIDENCE, RHODE ISLAND 


RerREGewepmerveS IN NEW -YORK * CHICAGO *° LOS ANGELES 
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Ad-Push for 








sh 
ubilee Je welry 






‘Jubilee’ has never lost its touch with the vast consumer market for rhinestone jewelry 
] that's styled right, made right, priced right! And this Fall, even more than ever, JUBILEE 
jewelers alert to the demand created by effective advertising in leading class and mass 
circulation magazines, will find this market worth cultivating. For JUBILEE ads will feature 
the newest of the new JUBILEE reproductions of classic diamond pieces—the kind that 


sell on sight, and sell profitably! Get set, now—with JUBILEE! 


All JUBILEE “pieces are sterling silver, rhodium finish, hand-set with expertly cut diamond-like rhinestones 
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NATIONALLY ADVERTISED 





119 WEST 24th STREET, NEW YORK 11, N. Y. 
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Fos steady volume, repeat sales, and increased *1/20 12 KT. GOLD FILLED 


profits, stock these new tassel bracelets by 
LeStage. Smartly styled, exquisitely fashioned of 
yellow gold* with handmade, hand-soldered tips 
and links, these new tassel bracelets by LeStage 


are superior quality and... quality always sells. 





Available singly or in sets with matching earrings. 


Ask your wholesaler about this fast-moving line. NORTH ATTLEBORO © MASSACHUSETTS 


NEW YORK CHICAGO MONROVIA, CALIF. 
9 Maiden Lane 29 E. Madison St. 110 El Nido St. 
A. H. Betz A. B. Pinero James F. Loveridge 


CHAINS * BRACELETS * LOCKETS © KNIVES * BABY JEWELRY ° IDENTIFICATION BRACELETS 
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"IN RHYME F wise WITH TIME” 


Y Natsona ly Advertised 
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J. H. STEGEMAN H. A. WADSWORTH 
Founders of 
Wadsworth Watch Case Co. 


J. H. Stegeman and H. A. Wadsworth founded 
the Wadsworth organization on the belief that 
a business can endure and prosper only by 
turning out products of highest quality. And 
. these two pioneer watch case manufacturers had 
the satisfaction of proving the soundness of their 
ideals in actual practice. Today the enviable 
reputation of Wadsworth products, based on 
quality of product, and kept alive down through 
60 years of close family ownership and interest 
in the business, stands as a monument to the 
high business ideals and creative imagination 
that these two Wadsworth founders brought to 
the manufacture of fine watch cases. 
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x the urge to buy 
starts with the eye 


WATCH CASES 
CIGARETTE CASES 
POWDER CASES 





For 60 Years 
THE MARK OF DISTINCTIVE 
BEAUTY AND LASTING 
PROTECTION 


THE WADSWORTH WATCH CASE COMPANY 
Dayton, Kentucky 





the Mark of Highest Quality 
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RINGS COSTUME JEWELRY OVELTIES * PLASTICS 


Los Angeles Office 
448 S. Hill Street ANUFACTURING COMPANY 


“America’s Largest Ring House’’ 
ew York Office PROVIDENCE, R.I., U. S.A. 
303 Fifth Avenue 


TRADE MARK 


STERLING GOLD FILLED ROLLED GOLD PLATE METAL e PLASTIC 
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Sold to Watch Importers Only 


|. D. WATCH CASE COMPANY, INC. 


General Offices and Factory: 137-11 9 | 
Creators of Watch Cases of Superiative Style, Beauty and Quality 






































































































To the feminine connoisseur . .. the name LUSTERN 
means Smart Selection . . . to the dealer, it denotes 
Sure Sales. 

A fascinating array of earrings in dainty modes... 
larger designs . . . drop styles . . . delicate genuine 
cameos ... those with pretend pearls . . . others with 
glittering baguettes and pear shapes . . . so varied, 
so original are these creations . . . they're bound to 
please the most exacting fashion expert. 

All 1/20 12Kt GOLD FILLED quality .. . all with 
hand set simulated stones . . . all beautifully gift 
packaged. 

Ask your wholesaler for LUSTERN. 


Cw tern company 


PHILADELPHIA * CHICAGO * PROVIDENCE «NEW YORK 
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DAM en agen 


 (1/20-12 Karat Gold Filled) 


HALL OF PROVIDENCE—Trode Mark. |. &. A. 


HALCO---Trade Mark, Canada 


THIS PAGE is reproduced from our New Complete Catalog which is now available . .. The ‘'Hall of Providence’ line of Lockets, Expansion 
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Proudly presents the 








THRILLING, ORIGINAL NEW PATTERNS that will 
capture worlds of new customers from the start 
... perfect in detail and craftsmanship. The 
first full expansion bands with the look and feel 
of custom-made bracelets. 


FOR THE LIC IME One Universal End 





Attachment that Fits 99% of All Ladies’ Watches 


Here, at last, is the end of your end-fitting problems . . . 
one end-attachment that fits just about every lady's watch 
ever made! With the revolutionary new END-O-MATIC 
END youll be able to make gift sales you never could 


make before. 


Attaching the END-O-MATIC END is so easy you 
can do it in seconds . . . or let the customer do it. And... 
if you dont attach the band yourself, you save time and 


pocket the end-attachment money as extra profit. 





ROYAL CROWN— (No 6070) 
ROYAL SEA SHELL - (No 6080) 
ROYAL HEART — (No 6090) 


MORE GOLD FOR MORE WEAR— Another big reason 
why JB is known as ‘Jewelers’ Best”... 1/15 
12-kt. gold-filled top shells on all full expan- 
sion bracelets ... 50% more gold than in 
other expansion bands of comparable price. 


Koyalty of Watch Bands . . . 


- 


All available tn 
Yellow, Pink, White. 


Retail $9 50 Fed. tax incl 


Open ! «@@ Snap ! =@@ Chat’s All! 
THE END-O-MATIC’ END 









fits 

small 

lugs 
fits = fits 
large et straight 
lugs . S : ends 














Thats all there is to fitting the END-O-MATIC 
END. No tools required. The customer can 


do it herself. Unique spring device holds the 


band securely... cant slip off or work loose. 


*Patent Pending 











the watch band field. JB even mgetes Z 
you with a full set of specially designed, * 
' die-cut, instant-adhesive initials . . . at no 
_ extra cost for either the cigarette box or 
the initials! 





From left to right) 


: box. Then, when the band is removed, it 


becomes a handsome Cigarette Box. . . 


ROYAL ARCHER —(No.7287) 
















THE tj f jj T ] as FOR HER Engraved Bronze Plastic 
FOR FOR HIM Engraved Silver Plastic 
A WATCR we OP ee : 


CUSTOMERS REALLY WANT 


jun 
Gale Boe 


“First, it’s a smartly styled presentation 





















el Se ey RO ere ee 


"personalized with any initial your cus-/ 
‘tomer may choose. . 


Theres never been anything like it in 


In Men’s Bands, too 
FEATURE 


TH E ROYALTY 


of 


WATCH BANDS 


Wg 


ROYAL VICEROY (No.6286) 
Yellow only. Retail $11.75 
Fed. tax incl. 


ROYAL BRIGADIER— (No.7284) 
Yellow, Pink, White. Retail $11.75 
Fed. tax incl. 


Yellow only. Retail $11.75 
Fed. tax incl. 


ROYAL CHEVRON— (No. 6285) 
Yellow, Pink, White. Retail $11.75 
| Fed. tax incl. 
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“DE TO DISPLAY 


THE POWERFUL NEW JB “ROYAL” 
COUNTER AND WINDOW SALESMAN 





MULTIPLY YOUR SALES with a display designed 


for selling. Needs very little counter or window 








space. Compact — comes set up — it's a gem 





in design and point-of-sale effectiveness. 








Extra Cigarette Box with facsimile cigar- 


ettes furnished with every display. 












“ROYAL 


SMALL INVESTMENT—FAST TURNOVER—EVERYTHING YOU 
NEED TO START MAKING ROYAL PROFITS RIGHT AWAY 


START WITH ONLY 9 BANDS 


2 Royal Crown Ladies’ Bands 

2 Royal Heart Ladies’ Bands YO U 

2 Royal Sea Shell Ladies’ Bands p AY 

1 Royal Archer Man’s Band 4, 00 
1 Royal Brigadier Man’s Band ON LY 36 


1 Royal Chevron Man’s Band 


l 























HURRY! THIS OFFER 
[S$ GOOD FOR A 
LIMITED TIME ONLY! 


WADE TODAY senotesau 


WIRE — PHONE - OR MAIL THIS COUPON 





YOU GET ALL THESE EXTRAS WITHOUT COST 


The JB “ROYAL” COUNTER AND WINDOW DISPLAY... Made 





Entire Deal will be shipped in One Carton 


of expensive luminous plastic...Magnificent full- (Please mail this Coupon to your Wholesaler 
color Crown with JB Medallion in relief... Genuine 

t f - , Inc. 
oak base. A $5.00 VALUE! . . . . . . . .,. NO CHARG and not to Jacoby-Bender, Inc.) 





EXTRA JB “ROYAL” CIGARETTE BOX with facsimile cigar- Please ship me JB “ROYAL” DEALS (Limit 

ettes for display purposes . . . . . . NO CH@RGE . P oy : ah 3) 
| 

PACKET OF 49 INITIALS for personalizing each Cigarette : - oun complete with extra display material and 

Box with any initial your customer may choose . _ NO ZHARGE initials. Bill me in the usual manner. 








$9925, FIRM NAME............ 


STREET 


Al P P CITY POSTAL ZONE STATE 


INDIVIDUAL 


TOTAL RETAIL SELLING PRICE 


Including Fed. Tax 


YOUR PRG $1470 Fed. Tax 











































THAT WILL HELP YOU SELL MORE 
WATCH BANDS THAN EVER BEFORE! 


the Leh truly different and 


original watch band styling in more 















than a decade! 


the LEA End Attachment that 


Steps up gift sales because it fits 
99% of all ladies’ watches. .Anybody 


can attach it in seconds! 








tne LA watch band box that 


becomes a handsome mono- 





srammed Cigarette Box when the Ti a A 





band is removed! 


it’s the Bh | 


in Watch Bands and it’s 





eginning 






JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 





HUW TO StLL MORE 
WATLH BANDS 


than you ever sold before 


If you’ve ever lost a watch band sale because 
the customer didn’t have the watch with her, 
you'll appreciate the revolutionary new JB 
End-O-Matic* End. It’s the first end-lock that 
fits 99% of all ladies’ watches easily and quickly 
. enables you to sell more watch bracelets 
with positive assurance that there will be no 
come-backs due to attachment, troubles. 


* Patent Pending 
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THRILLING CUSTOM LOOK is an outstanding fe 


9- 
ture of the new JB “Royal” Watch Bands. 
Each band is so expertly made, so precise in 
detail and finish that the new bands rival the 
finest hand-made watch bands in appearance. 
Truly the royalty of watch bands. 


ery Be: 


FOR BIRTHDAYS, GRADUATIONS, ANNIVERSARIES, 
or as a token of affection on any occasion, a 
JB “Royal” Watch Band with the End-O- 
Matic* End makes a perfect gift. No more 
end-fitting troubles. No tools required. Any- 
body can attach it in seconds! 


JACOBY-BENDER, INC. 
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Photographed in the Madison Avenue Store of Alfred H. Glasser; New York Jeweler 


EVERYBODY WANTS this handsome cigarette box mono- 
grammed with their own initial. Your customers can 
have it, without extra cost, with every JB “Royal” Watch 
Band—men’s or ladies’. It’s the first watch band box that 
customers really want—a big incentive to help you sell 
more watch bands than ever. 


Litho in USA 
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OTHER WAYS 
PACIFIC SILVER CLOTH 
HELPS THE DEALER: 


®@ Saves salespeople the job 


of polishing stock. 





¢ Preserves original luster 
of silver on display 
.. makes it more 


attractive to customers. 


e Speeds the sale of silver 
by overcoming objection 


to polishing. 


e Creates store traffic. 
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SILVERWARE CONTAINERS MADE with 


Pale 


REG. U.S. PAT. OFF. 


ABSOLUTELY PREVENT TARNISH! 





A silver chest is no longer just a fancy storage box. Chests and other silverware 
containers made with Pacific Silver Cloth are a real essential in the care of 
fine silver, and women are glad to pay to get them. Our extensive national 
advertising has told your customers over and over—and continues to tell 
them, with regular insertions in 8 leading magazines— of the various and very 
real advantages of Pacific Silver Cloth over every other “‘anti-tarnish”’ de- 
vice. Proclaim your store headquarters for Pacific Silver Cloth by tying in 
with our free mats, display cards, statement stuffers, etc. 


Every time you sell a piece of silverware, show your customer the appro- 
priate Pacific Silver Cloth container to go with it. You’ll reduce give-aways 
...1increase sales! Ask your distributor about chests, wraps, rolls, bags and 
packets made with Pacific Silver Cloth, or send us coupon below. 


PACIFIC MILLS, Department JC ” 
214 Church Street, New York 13, N. Y. 


Gentlemen: I am interested in [) wraps, (chests, [) hollow ware bags, [] place-settingrolls, (1) packets 
made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. 


NAME 9wcccccccceceec esse eee eee eee eee ese eee sees EESSSOHSEEEEHEHESESEES ESET EE ESESEEEEEES 
POSITION .cccceececeecssscecs eoccccccccs cocccccc ce eDEPT. cccccccccccccscsesseesseseses ves 
STORE .wcccsceeseeeseseessssssssesesesessssessesssesssesese Coe ee eeeeeeseseesseseses ceoeeces 
STREET ADDRESS 2... cece ccc sees eee eee eee eee eee OES E HEHEHE EEEEESHEEEEEEEEEHEEEEEE ER EES 
CITY .cccccccccceseccccccsceccc cs oLONBe cece ccssess eo eSTATE. ccc ccccccessesscessesesese see 
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WHO SAYS THE WATCH 





? 


HERE’S WHY OUR BUSINESS IS GOOD! 





1. FIRST WITH THE NEWEST 
BRINGS PROFITS TO YOUR STORE 

Wakmann gives you a constant 
flow of profitable, promotable 
- “firsts.” Watches like the first real 
dress waterproof for men. The 6x8 
ligne ladies’ waterproof. The new, 
startlingly low-priced calendar for 
women. And many, many more. 


4. A COMPREHENSIVE LINE THAT 
BRINGS PROFITS TO YOUR STORE 
You have a full range of styles, a 
full range of prices, in the Wak- 
mann line. Without excess inven- 
tory, without burdensome invest- 
ment, you can satisfy every 
customer need, every customer 

preference. 


SEND FOR A FREE WAKMANN CATALOGUE, 


2. ONE YEAR REPAIR POLICY THAT 
BRINGS PROFITS TO YOUR STORE 
Another Wakmann merchandising 
innovation — another Wakmann 
dealer sales success. For one solid 
year, your customer gets full pro- 
tection. Cost? Only $1.00, which 
you keep. Stronger than any guar- 

antee offered today! 


5S. DOWN-TO-EARTH PRICES THAT 

BRING PROFITS TO YOUR STORE 
The price is right in every group of 
the Wakmann line. You never have 
to hem and haw to clinch the sale. 
And, there’s plenty of margin for 
good, healthy profit—for you. 


3. SHOWCASE '49, THE CATALOGUE THAT 
BRINGS PROFITS TO YOUR STORE 
Successor to last year’s fabulous 
catalogue, the $20,000 SHOW- 
CASE. Gives you maximum sales 
on minimum inventory. Not just a 
printed exhibit, but a sales maker! 
Contains dozens and dozens of 

wanted watches. 


G. BEAUTY AND QUALITY THAT 
BRING PROFITS TO YOUR STORE 

Wakmann gives you outstanding 
designs and painstaking workman- 
ship. Add to this, prompt, efficient, 
courteous service and you have the 
reason why jewelers from coast to 
coast praise these selling advan- 
tages. 


THE EXCITING ’'49 VERSION OF OUR *20,000 SHOWCASE. 
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BUSINESS IS BAD? 
geting 


For a variety of reasons, many of our contemporaries are walking around with their heads 
in a cloud of gloom. The argument goes: the boom years couldn’t last forever, the dream is over. 








Actually, what’s happened? 


Nothing more nor less than this: business has returned to a competitive basis. Competitive 
not only between one brand of watch and another. But competitive between watches and 
men’s suits, watches and radios, watches and a score of other consumer needs. 


That’s straight-from-the-shoulder reasoning, isn’t it? 


Now consider this: there will always be a market for watches. The question for the retailer 
is: “How can I get my share of the available sales?” And the answer is: By getting back to 
merchandising brass tacks.’ 


For the Wakmann Watch Company, that merchandising know-how has been at work for a Iong, 
long time. And because it has, we know that what makes business good for us, makes business 
good for you the retailer, too. Here are the six positive steps that are helping make it so 


452 FIFTH AVENUE, NEW YORK 18, N. Y. 


FOR JULY, 1949 


WAKMANN WATCH COMPANY, INC. 
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STERLING SILVER 


hodiun Finish 
Priced for Quick Turnover 
















@ Heavily made for extra wear ® Individually and smartly boxed: - 
mounted on colorful velvet 





- . @ Hand tooled, finely polished 





@ Unconditionally guaranteed @ In stock; immediate delivery : 


S ® Sold only through wholesalers @ Free ad mats available 





Chicago: Harold Charmack, 36 South State St., Chicago, Ill. » Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
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* GEM OF WATCHES 
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APEX 








Proudly announces the completion 
of its new, modern plant in Green- 
wich, Connecticut...25,000 sa. ft., 
complete facilities under one roof. 





A quality resource jewelers 
can look to for the finest watch 
cases and watch attachments. 


REPRESENTED ON THE 
PACIFIC COAST BY: 


GEORGE DOLIN 


707 SOUTH BROADWAY 
LOS ANGELES, CAL. 


FOR JULY, 1949 








APEX 


Since 1920 . . . No Compromise With Quality 


rN > ES Or) | CO OP 


GREENWICH, CONNECTICUT 


Manufacturers of quality watch 
cases and watch attachments. 
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WHEN YOU THINK OF C peictel HIN OF JENKINS AND SONS 


Yes, when you think of merchandise 
for your customers and more profits 
for you — think of Jenkins & Sons, 
Inc. We have what you want when you 
want it. 


festa 


MAKES ANY 
TIMEPTIECE 
A SHOW PIECE 
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a. _ pre 4. oe 
SPEIDEL GOLDEN CHORD in rr eS eed —s Speiel Ban 
Yellow, Pink or White, is luxuri- a so FREE ELG GOO 

ously packaged in a lavish 
Empire Presentation Box ...a 
fitting case for a fashion first. 


Retail *$9.95 





Seite 


—— Golden Templar 


Is First with 
Fashion Firsts . . . 


is A — In ladies’ watch bracelets, 


in men’s watchbands. 
\ 






Phone 6-2124 ... wire or write 
No. D/750 Speipe, Micnon -~ Retail *$5.95 


. No. 790 Speine, GotpeN Cuorp — Retail *$9.95 
No. 350 Speine. Gotpen Knicut — Retail *$12.95 
No. 791 Fiesta Ladies Watch Bracelet — Retail *$13.50 
No. 370 Speipen. Goipen Tempcar — Retail *$12.95 
No. 361 Go_tpen Tempriar Comb.-w/Links — Retail *$12.95 





pn: 





Wholesale Jewelers—Electrical Distributors, 25 Y%. E. Adams, Jacksonville 2, Florida 





\ snd 

















7? THE JEWELERS’ CIRCULAR-KEYSTONE 
























JACKSON, MISSTSSIPPE: 














Hype panx is a watch you 
can give with complete confidence 
in its timekeeping dependability, its 
up-to-date beauty and distinction, 
its all-around value. As a matter of 
fact, America’s leading test pilots 

and active career women depend on 
their Hype PARK watches constantly. 
Scores of striking new styles and 
models to choose from—for everyone 
on your gift list. From $89.75 to 
$500.00, Federal tax inchided, 

at leading jewelers. 
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HYDE PARK WATCH VALUES 
ARE SECOND TO NONE? 


There is no getting around the fact that when it comes to genuine watch value 
—dependable quality at prices the public wants to pay—HYDE PARK 

watches simply can’t be beat! As proof, we point to the way these famous 
nationally advertised HYDE PARK watches have been selling in today’s 

watch market — selling easily, effortlessly, profitably. This Fall, 

feature HYDE PARK watches and watch your sales soar. We suggest 


that you place your order now for your Fall requirements. 


CONSULT YOUR WHOLESALER 


EMIL LEICHTER WATCH CO.|, Inc. / = 
551 FIFTH AVENUE, NEW YORK 17, N. Y. Sh 4 - 




















THE NAME THAT MEANS 


iant, feminine beau 
lable in either all r 
ones, or alternating r 
stones and colored stones 








If your jobber doesn’t have these items, write or wire us collect for the name of one who has. 


MANUFACTURERS OF BETTER GOLD AND GOLD FILLED JEWELRY 


ROVIDENCE STOCK COMPANY 


PROVIDENCE, RHODE ISLAND 





11 Maiden Lane 29 E. Madison St. LOS ANGELES 
NEW YORK CHICAGO 
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viSIT OUR EXHIBIT: NATIONAL JEWELRY FAIR — ROOM 658 STEVENS HOTEL, CHICAGO 


for complete information and prices, write: 


f Lp schuilg Cam 


8 West 48th Street e New York 19, N.Y. 
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precision multicolor 





‘ 


. Norma's sleek beauty 


. Natural result of Norma's 
and amazingly smooth performance are backed by these sales aids: 


THE JEWELERS’ CIRCULAR-KEYSTONE 


ONE NORMA SALE 
MAKES MANY OTHERS 


is breaking all sales records . 


, 


patented advantages—of Norma's recommendation by multitudes 
of satisfied users—of intensive national advertising directed to 


Across the nation, retailers report that Norma 


executives, professionals, and students . . 


pencil 
© Unconditional guarantee for mechanical perfection 


© Store-Tested Newspaper Ads and Radio Scripts 


© Impressive counter display units and trays 
© Full-Color window displays and mail pieces 
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NORMA PENCIL CORPORATION, Norma Building, 137 West 14th Street, New York 11, WN. Y. 
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from $4.50 up... 
Write for latest 
sales and mer- 
chandising data. 


Norma 4-Color 
Also 3-Color 


Models Retail 
Models $4... 
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solve your summer selling problem... 


promote the ““BOLD LOOK”’ the Glanavall way! 


Smart new styling in men's watches . . . the look that stimulates greater 
sales and merchandise turnover. Jewelers everywhere are reaping 
greater-than-ever profits with Stonewall's “‘Rippling Rhythm" set 

. . . the handsome, coordinated set that practically sells itself. 






: a J me Stonewall's 
eS {ae “Rippling Rhythm" 
bracelet G-26. 
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el 
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Totaling the smartest coordin- Master's 
ated merchandise plan for matching 
2 watch case 
style 1107, 






fos Ss ser hrs s 2 Awe 


because of the triple com- size 8% ligne. 










yi, you! Increased selling power 
3 bination. 


Play up the ‘‘Bold Look.” 
Ring up the sales of this 


OLY Va 


Swiss Radium's 
silver colored 
jo te Saati nec ket eee nee >>" 3 r aised r hinestone 

dial to match 
the case. 


Style RS-75. 







eminine 
CARRE Rees EeNeenenneEe 
VARI RRR RRMA OR OO AND 
| STONEWALL—A bright spot on the wrist and in your sales! 





COMPANY—INCORPORATED 
79 SEVENTH AVENUE at 15th STREET, NEW YORK 11, N. Y., WAtkins 9-4874 


S. GELLER, 29 East Madison St., Chicago, Ill. @® M. DIAMOND, 220 West 5th St., Los Angeles, Calif. 
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See Our Complete Fall and Holiday 
Display at 
THE NATIONAL JEWELRY FAIR 
NACJ CONVENTION 
The Stevens Hotel, Chicago 
July 25th to 28th, 1949 


BOOTH 139 and South Ballroom 


$5.00 and $7.50 


* & Popular Styles 

* Engine turned Designs 

* Floral Patterns 

* Jewelers’ Bronze Finish 

* Nylon Bristle Brushes 

* Beveled Glass Mirrors 

* All Sets Are Non-Taxable 


YOU SAVE $2.40 
BY BUYING ASSORTMENT 
OF 12 SETS 
{2 each of numbers illustrated) 


NOTE: Sets may be purchased individually. 
Specify number when ordering. 






Display Boxes for Above Sets 
Available .. . 
Satin Lined Carton Box.....:c.ccccsserceons2 SO 
Fancy Satin Lined Box............-..0s0s-856. 





L. Luria & Son, Inc. 
The Stluer frouse 


160 Fifth Avenue 400 S. W. Second Avenue 214 Pryor Street, 5. “ 
New York 10. N. Y. Miami 2A Fina halbentuis 


MARATHON 


introduces a marvelous new gift item 








automatic combination 
lighters 


Here’s a sure-fire seller ... Marathon’s new 
“Ladylite”, the combination every woman 
wants. Takes no more room than an ordinary 
compact, yet holds a full half-pack of cigarettes. 
Smart designs for daytime and evening 

in attractive yellow finish. 








Actual size 


Retails $12.50 and up (no tax) 
ORDER THROUGH YOUR 
WHOLESALER TODAY 





the perfect 


automatic lighter-and- 
cigarette case combination 


The perfect action and handsome 
styling make this the most wanted 
case on the market. Designs for 
men and women, in yellow or white 
finishes. Holds 14 cigarettes. 


Retails $12.50 and up (no tax) 


enone One een., 
ati Ov 


makers of 


MARATHON COMPANY, Attleboro, Mass. 


Manufacturers of the finest jewelry and case goods for over half a centur 
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THE NEWEST, MOST ORIGINAL IDEA IN LIGHTERS 
DESIGNED WITH EYE APPEAL AND PRICE APPEAL 
TO BRING YOU MORE BUSINESS AND MORE PROFITS 
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1) le Bry i ™ ‘We're proud to introduce the NEW 
Nae . _ A‘S‘R HERITAGE Table Lighter... 





e 5 , : oe The latest inspiration of America’s most 
a | Va q distinguished lighter designers. 


Platinum group—Rhodium finish—cannot tarnisn 
—can be engraved. Handle of Satin-finish ebony 
tenite .. . famous A‘S‘R precision mechanism. 


"See-thru” gift box. 
50 
$4 No Fed. tax 






gQwihio N 






y, * = ) , Retails at 
Neil ©) 
/N : ce 
A i a AN Ni og _ 
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HERITAGE 3-PIECE SET 

A complete matching set-A-S-R HERITAGE 
LIGHTER, Tray and Cigarette Server—All 
Rhodium finish. A treasured gift, beautifully 
packed in “See-thru” box. Another 

AS:R "Fashion First.” 


Retails at $25 00 


No Fed. tax 





You re Invited lo See SOLD BY FRANCHISED JEWELRY JOBBERS 


THE COSTLIEST—MOST LUXURIOUS TABLE LIGHTER Lighter Division A-S7R CORP., Brooklyn, N. > 
EVER MADE.... RETAIL VALUE $5000.00 ‘ yu, IN. +. 


Ruby and Diamond Studded “Heritage” in 


14-kt Gold with Ivory Handle...Created by | 
Cartier of New York and Paris ... At the Nationally OC ivaginya In 


NACJ CONVENTION LIFE » AMERICAN WEEKLY « VOGUE 
SULY 25-26 BOOTHS 46-58-59 And 19 Major City Sunday Supplements 
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“Admiral une oF WATCH BRACELETS 


TRADEMARK 


NATIONALLY 
ADVERTISED 


Over 256 Radio 
Stations from 
Coast to Coast 















eB Se 


Ask Y our W holesaler or Jobber | 


- ; 


.G. WATCH BAND COMPANY, INC. 






STREET, NEW YORK CITY 


ative: Irving Seltz. 29 £. Madison St. Chicaon iti Factern Rantatantethus Wisnn Bucs” 
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1)24 PAGE FULL COLOR ROTOGRAVURE 
Christmas Catalegs 


AT MAGNETIC PRICES 


24 PAGES OF SHEER BEAUTY 
24 PAGES OF EFFECTIVE MERCHANDISE 
24 PAGE CATALOGS AT THE LOWEST PRICES 








We proudly present our 23rd annual Christmas 
Catalog. 


Over one-half million has already been sold. Be- 
cause of this tremendous volume we are able to 


give you the greatest value ever. 


Only 250 printed samples will be available the end 
of July. A sample will be sent on request only. 


Please write for it today. 


16 PAGE FULL COLOR CATALOG 


We will also have a less costly 16 page catalog. It will be in full 
color and samples will be ready in time for the jewelers’ convention. 


Visit us at the 
National Jewelry 
Fair, Chicago, 
Booth No. 262, 


where both cata- 


J. SUR CO. ae j 


» < yd 


370 7th AVENUE, NEW YORK 1,N.Y. silks ae 
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for PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with beau- 
tiful colors of velvets. 


Bees; MT tunterrrenre il 


Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 





NDARD NOVELTY BOX CO., INC. 
(385 Gerard Avenue, New York 51, N. Y. 


_ Chicago Office: 29 East Madison St., H. A. BREDEL, Representative 


‘Los ‘Angeles Office: 448 So. Hill St., A. B. Paulsen, Representative 
VISIT OUR BOOTH 288 AT N.A.C.J. "JEWELRY FAIR,'' CHICAGO, JULY 25-28 
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WAIT 


1949 
WIESEN-HART 


DATE 


CHRISTMAS CATALOG 











aos 


@ ONLY ONE ADDRESSING NEEDED! 


Whether the Catalog is used as a self-mailer, or with a Courtesy Card 
in window envelope, only one addressing is needed! Saves time and 
money! 


@5 SALESMEN POINT OUT YOUR MERCHANDISE 
ON EVERY SPREAD! 
Just one of many new, novel features. Santa Claus and a typical family 
swing along through the book, selling your merchandise. Your customers 
eens will love it! 








- ® CUSTOM MADE TO YOUR ORDER! 
Visit Our Booths at Merchandise, prices and credit terms can be changed on many pages. 
NATIONAL JEWELRY FAIR Catalog is imprinted throughout with your store name. Specials of your 
Chicago July 25 to 28 choice can be featured. And remember — we carry plenty of premiums! 


Me : ING IDEA 
New 2 REVOLUTIONARY MERCHANDIS 


Belmont Plaza Hotel, N. Y. Aug. 16-19 © 
Your o« oun It looks like a magazine, reads like a magazine, 
but it sells your merchandise! Jewelers who have 
seen advance proofs of this new Magazine- 


gi* AGA. Catalog say it is the “‘most sales-stimulating 
Size! oe CATALOG idea in the jewelry field.” It’s your own store 
a ow o > 

















© 










magazine, showing your merchandise and prices, 

| and carrying your imprint. Editorial matter sells 

hare your merchandise. Big emphasis on lay-away. 
=... Your customers will read it and keep it. 





Color on 
Every 
Page! 


WIESEN-HART = Cincinnati 6, Ohio 
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“WE ARE LESS CONVINCED BY WHAT WE HEAR 


THAN BY WHAT WE SEE.” — Herodotus, 430 B. C. 





These wise words are just as true today as they were 


23 centuries ago. So we won't talk about the new 


NATIONALLY ADVERTISED 





We'll ask that you make it a point to see them 
at the 


NACJ Convention, July 25th through 28th 
STEVENS HOTEL 


Consult official directory or telephone information for suite number 


A VISIT TO LOUIS MEANS PROFITS FOR YOU 


LOUIS WATCH CO., INC. 


580 FIFTH AVENUE 
NEW YORK, NEW YORK 
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THE 20-PAK 
‘able in rhodium 
golden metal finish 
— gift boxed 
retail $10.00 tax free. 





... AMERICA’S BEsT © 








ee 
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i! J A NEW 20-PAK 


The finest combination automatic 
_ lighter and cigarette case at any price— 
, A holding king or regular size 
cigarettes — will be introduced to 
the public September 1949 through 
4-color and black and white 





ads in. 
F PLUS 
: extensive coast to 
: coast radio and tele- 


vision coverage. 






KING SIZE 
WiTH FLAP 





REGULAR SIZE 
WITH FLAP 









King or regular — exclusive Evans 
adjustable flap takes either or both. 


Beautifully gift boxed — the streamlined, jeweler- 
crafted new Evans 20-Pak is a display in itself adding 
to any window or counter — adding to sales. There 
isn’t a combination automatic lighter and cigarette case 
that can touch it for looks or price — and, as for 
quality, it is made by Evans, made the silversmith way. 
Come September people are going to be asking for the new 
Evans ‘*20-Pak.’’ Order today from your wholesaler and 


cash in on Evans’ expanded consumer campaigns. Le. /. 


Another sure-fire September sales hit is the new Evans 
Cosmopolitan — attractively gift boxed automatic 
pocket lighter, that adds eye and sales appeal to your 
counter and window display — a $4.00 retail 
automatic lighter that actually is double the value at 
half the price. Stock up today and count up sales in THE COSMOPOLITAN 
September — order your Evans products through in durable nickel finish 


. ift boxed retail $4.00 
the wholesaler, the economical way. Ps ‘ ~a seaaiiie a 


finish —gift boxed retail 
$5.00, tax free. 


ORDER FROM YOUR WHOLESALER — the economical way! 
EVANS CASE COMPANY e North Attleboro, Mass. 


CREATORS OF FAMOUS EVANS FITTED HANDBAGS, POWDER BOXES, CIGARETTE CASES 


FOR JULY, 1949 87 











The Sporting Motif 
in Men’s Jewelry 


ny DALLUL 








Sere 


Crystal Links 
with the famous 


swivel snap 








Tie Slides 


in a wide range of 
attractive designs 


Sports Jewelry in 4 
Sterling Silver — Gold Filled — 10K & 14K Gold Yayo 


ia ct tte 


Every item beautifully gift ee 
boxed. A complete line of _———— a 

other matching pieces, for - . ~~" =. 
jewelers who demand superior a 


finish, style, and quality. 


See the BALLOU Line 
Booth Nos. 312 - 313 - 314 


ANRJA 


Annual Convention & Trade Show 
Jade Room — Waldorf-Astoria 


Makers of Fine Jewelry for Over 80 Years 


B. A. HALLUL & CO., INC. PROVIDENCE, R. I. 
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Jewelers! GET YOUR FREE COPY 


‘OF THE MOST TALKED ABOUT BOOKLET IN AMERICA! 





“HOW ANY JEWELER 
CAN RE-OPEN 
14% to 27% 


OF HIS 


PAID-UP ACCOUNTS!” 
SEE HOW ONE JEWELER RE-OPENED 5400 ACCOUNTS 
— 00 























IN 1 WEEK LAST NOVEMBER ... SEE THE 














GREATEST 4-MONTH PROMOTIONAL PROGRAM 
IN AMERICA! SEE THE HOTTEST XMAS 24 PAGE 











july qarh 10 28 \ ROTO CATALOGS AT AMERICA'S LOWEST PRICES! 
Floor 
second 


BROWN & GRAVENSON, INC, 4dsersiscus 
RICHIE PREMIUM CORP., romotioual Udse. 





101 W. 31st STREET * NEW YORK (1), N. Y¥. * 10th FLOOR! 
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, BENRUS 
Citation 


















...1s fast becoming the 








most successful! 
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When we launched the magnificent Citation Watch last 
J anuary we were confident that it couldn’t miss. 





i 
) 


And we were right... it was a smash- 
ing success right from the start! 





The Citation is one of those “naturals.” It’s a watch line 
fi that captures the .public’s imagination, favor . . . and 
gi , patronage. That’s why we're putting all our steam behind 
jis it—radio, television, displays, newspaper mats, everything 
—and we won't stop till it has hit the top! 


i Ht But YOU'VE got to tie in to cash in 


aD 7 The record proves that Citation is fast becoming the big- 
gest thing in the watch business. 

Get behind it. . . feature it. . . push it—and watch those 
big, beautiful dollars pile up and up and up! 


re) Or See us at the NATIONAL ASSO- See us at the AMERICAN Na- 
, igre CIATION of CREDIT JEWELERS’ TIONAL RETAIL JEWELERS’ AS- 
HALF ql CONVENTION, Stevens Hotel, SOCIATION CONVENTION, Wal- 


Chicago. Benrus Booths Nos. dorf Astoria, August 15th thru 
37 thru 41, July 25th thru 28th. August 19th. 


BENRUS 


Today, more than ever before. BENRUS MEANS MORE BUSINESS! , | 
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THE COMPLETELY INVISIBLE LOCKING 
DEVICE FOR RING SETS — WITH THE 


EXCLUSIVE QUICK CLICH FEATURE 





Place wedding band 
close to side of clip 
(as illus.) 











Here is a 14K ring clip that works so perfectly ...so 
smoothly ...so simply ...it sells-on sight whenever 


se 


% 


shown! Your customer doesn’t have to be a mechanic to use 
*MAGICLIP. The fool-proof Quick Click feature, exclusive 
with *MAGICLIP, is simple as pie for any customer. 


2, 
‘.. Se 


*. 
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*MAGICLIP means EASY sales... MORE sales... ed \, 
plus.a SUBSTANTIAL mark-up to the retailer! ‘a t\\b - 


*MAGICLIP is individually packaged with a show-how 
leaflet enclosed—and is displayed in a FREE, 
attractive, colorful counter card. *MAGICLIP is 


» 






» 
#® 


Place solitaire next to 
wedding band— snap 
down with thumb. 







available in a range of sizes to fit all rings. 


ONLY Maoillip! OFFERS ALL THESE ADVANTAGES! 


Rings cannot separate from each other — cannot shift out of position. , 


@ SIMPLEST OF ALL LOCKING DEVICES ‘ 
@ FITS ANY SHAPE SHANK... ROUND, SQUARE OR KNIFE EDGE 
@ PREVENTS WEAR BECAUSE RINGS ARE LOCKED TIGHT 
@ ONE PIECE CONSTRUCTION — NO SEAMS | 
@ SMOOTH FINISH — CANNOT CATCH 

@ COMPLETELY INVISIBLE 

® FINGER SIZE REMAINS UNCHANGED 

@ SIZES TO FIT ALL RINGS 






To open—twist rings 
apart in opposite di- 
rections. 










Attractive, colorful 
counter display to 
help you sell 


Wagilig! 


*PATENT PENDING 


SOLD THROUGH JOBBERS 
Write today 
for name of your nearest jobber 


a product of 


SEE US AT THE CONVENTIONS 


WHITE ROSE JEWELRY MFG. CO., INC. National Jewelry Fair A.N.R.J.A. 
Booth 270—Stevens Hotel—Chicago Jade Room August 15-18 
45 Rose Street, New York 7, N.Y. Grand Ballroom July 25-28 Booth 321 — Waldorf Astoria — New York 
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SELLS THE HARDEST-TO-SELL 


PARCO RHINESTONE jewelry is 
designed to please. The stones are 
set by hand, free from the acid that 
causes inferior rhinestone jewelry 
to darken and dull. Settings have 
tarnish-proof Rhodium finish to 
assure lasting brightness. And the 
stones themselves are the finest 
obtainable... anywhere! 








WHOLESALE ONLY, IN A WIDE RANGE OF STYLES AND PRICES 


REPRESENTATIVES 
Leo Bach Max J. Newman Charles Parisi 


( : CO 1265 Broadway 57 Post Street 861 Broad Street 
MFG. INC. New York, N. Y. San Francisco, Calif. Providence, R. I. 
PROVIDENCE RHODE ISLAND 
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BABE RUTH WRIST WATCH 















‘| the Greatest Promotion Ever”! 


Check “hese Features 
that make the 


BABE RUTH WRIST WATCH 
OUTSTANDING! 


Guaranteed Watch Movement (not Clock Type) 





Stainless Steel Expansion Bard, Made in U. S. A. 





Luminous Dial, Hands and Sweep Second 


Dial with Babe Ruth’s picture in four colors and 


Here in a single item is autograph 


the IDEAL GIFT for 
birthday, grade promo- 
tion and graduation! 


Packaged in autographed Plastic Baseball 
Unbreakable Crystal 
Endorsed by Joe DiMaggio 


Ketatls Pe 4 ee 


+ + + + H HF HF 


The product is RIGHT and it is strongly supported by national advertising and an 
outstanding merchandising plan that makes for continuous selling. Jewelers all 
over the country are looking right now for a promotion that combines popular 
appeal, store traffic turnover and volume sales. 


The 
BABE RUTH 
WRIST WATCH 


is exactly what they’re 


looking for! 





Sold exclusively to retail jewel- 


ers and department stores 





through your wholesaler. 


Manufactured by 


EXACTA TIME CORPORATION 
17 W. 45th Street, New York 19, N. Y. 
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DANIELS 
New Life 
WATCH oo 
CLEANING! 
SOLUTION; — 
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QUARTS 85¢ , fo 


GALLONS | we DD 5 . m 7 : 4 
¢3.00 Kept Constantly Improved Reg. u Wi p e”’ Pp ro ae uc ts 


By Continuous Research : 
é Lightning Fast 











lers Who Use DANIELS Know | JEWELRY CLEANER 


: eans your diamond 


: . es oh Is The Most Efficient eye tienen lehtnin _ iewelry and 
- : q wipe. COLLOID FREE. _ dip and 











a many times More oils Wipe 
DANIELS NEW LIFE . . . Since 1923 the best watch me Promote jewelry sales, tong” 
cleaning solution in the world! Ideal for machine and 
hand use. Widely imitated but never equaled, Daniels Liquid 








New Life has been continuously recognized by watch- SIL VER P 
OLISH 


makers of note. You cannot afford to be without this qual- 


ity product in your watch repair department. Cleans The easiest way + . 
watches like new! Free-flowing, © brighten silver, 


results with’ minimum avee® °xcellent 

DANIELS RINSE AND DRYER. . .. the safest type of armful - Contains 
rinse. and dryer that can be had anywhere. Cannot harm 
the finest of watches. Daniels is a straight distillation and 





s 
Ubstance Or abrasive 


Je 
welry Cleaner € Silver Polish Prices 










does not contain any poisonous substances. Always ‘’film DOZENS _ 
free’. . . ideal for machine or hand use. ’GRoss § °° $ 3.25 
, GROss. At $18.99 
Sold by Leading Supply Houses hk GALLONS F $36.00 
GALLONS St $ 2.00 





HAMMEL, RIGLANDER & CO., INC. 


Exclusive Wholesale Distributors 
395 Fourth Ave., New York 16, New York 


'- Qt $ 3.59 


FREE Ap ; — = 
MATS Order Direct From Your J bb 
Obber 
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THE AUST OF WALTHAM’S NEW “‘NATIONAL DEFENSE SERIES’’ 


Saluting the 14,000,000 service men and women 
of World War II, WALTHAM .. . on Memorial 
Day .. . dedicated TO THE VETERAN the first 
models of its 1950 ‘‘National Defense Series’. 

Newspapers in key cities carried the announce- 
ment in a tribute to the American veteran. 

Army... Navy... Marines.. 
each service is honored by one of the four models 
in this brilliant new WALTHAM 
series . fittingly named the 
ARVET, the NAVET, the MAR- 
VET, and the AIRVET. 


. Air Force... 





Styled, designed, and produced by precision 
craftsmen in an all-American plant, the National 
Defense Series is a superlative example of American 
watchmaking genius. 

These watches are beautifully cased, with 17 jewel 
movements which are the finest expression of the 
accuracy and dependability for which WALTHAM 
is world-famous. 

WALTHAM is proud to present the National 
Defense Series . . . not only as a tribute to our 
fighting forces, but to mark the rounding out of 


its first century of American watchmaking. 


ORDERS ARE NOW BEING TAKEN FOR THE NATIONAL DEFENSE SERIES 





Made by Americans —— for Americans — in an American plant 
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WANTED 
TO BUY! 


Your Stock of New Watches, 
Diamonds, Jewelry, and 


Nationally Advertised Silverplate 


ALSO ALL NATIONALLY ADVERTISED MERCHANDISE SOLD IN 





JEWELRY STORES, SUCH AS CLOCKS, CAMERAS, TYPEWRITERS, 
SHAVERS, PEN AND PENCILS, TOASTERS, MIXERS, AND 


OTHER ELECTRICAL APPLIANCES. 


Or 


Complete Jewelry Stores, 
Including Lease, Merchandise, 
Accounts Receivable. ete. 





ADDRESS ALL CORRESPONDENCE, WHICH 
WILL BE HELD IN STRICT CONFIDENCE. TO 
MR. RAYMOND GINZBERG 


MARKSON BROS. 


210 SOUTH STREET. BOSTON IT, MASS. 
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SEE IMPERIAL 


AT THE 


ANRJA 
CONVENTION 
BOOTH 320 
Waldorf-Astoria 
New York 
August 15-18 











@ Effectively displays 
12 Imperial 
Watches including 
3 Gift Boxes 
(on individual 
platforms) 

@ Size: 13%,” x 184”. 
Base: 544” wide. 


® This colorful (gold, red and green) dramatic display will UP your sales 
of IMPERIAL WATCHES... nationally advertised in leading magazines and on the air. 


RETAIL JEWELERS: Contact your Imperial distributor for your free Imperial 
Watch Display or write for name of nearest distributor to: 





Oe 


Manufacturers and Importers of Watches 
IMPERIAL e GLYCINE e NICOLET e ULYSSE NARDIN e HARVARD TIMERS 


Sold Through Wholesalers Only 


IMPERIAL WATCH BLDG., 11 EAST 48th ST., NEW YORK 17, N. Y. 
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J. R. WOOD & SONS, INC., 210 KE. 45TH STREET, NEW YORK 17, NEW YORK 


BULKING 


MEMBER 
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name my diamond ring customers know! 











rtcarve 


That’s why | stock 








Outstanding national advertising has made Artcarved quality 





familiar to millions of prospective customers. That’s why it 
pays you to display Artcarved diamond and wedding rings— 
and to feature them in your local advertising. 


At every price level—Artcarved rings are the best buy you 
can offer your customers. Artcarved diamonds meet an un- 
varying high standard of quality, have never before been worn, 





and are guaranteed on not one, but all four factors of value 
color, clarity, cut and carat weight. This high value is made 
possible because the complete manufacturing independence of 
America’s oldest and largest ring-maker governs every step in 
the making of an Artcarved ring, from the rough diamond and 
molten gold to the finished ring. 


The economy of this operation results in savings to your 
customers—and profits for you! 


Artca r ved BELOVED BY BRIDES FOR 99 YEARS (1850-1949) 
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y Berween the covers of 


10 OAD EY Eng, 


the Benj. Allen & Company 


catalog are found the best in 


aiieiatintnataedadineces eo Oe 





jewelry store products and 
supplies. Here are your top 
profit makers and your quick- 


est moving items. 


For 76 years the Benj. Allen & 
Company has offered compe- 
tent service by displaying the 
best merchandise from the 
finest manufacturers in handy 


form to serve the needs of 


busy jewelry stores. 


A look at the index pages will guide you quickly to the merchandise you need. 
You will find each item illustrated, described and priced. It affords you a 


complete sales-service. 


Put this book to work for you. It will save you time and worry and will help 
avoid disappointments and delays to your customers. Order what you need 


directly from the catalog. It will be sent to you promptly. 


CATALOG AVAILABLE TO ALL RECOGNIZED JEWELERS 


BENJ. ALLEN & CO., ING. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
10 So. Wabash Avenue—PHONE CENTRAL 6-2447—CHICAGO 3, ILLINOIS 


JEWELERS ATTENDING NATIONAL JEWELRY FAIR CORDIALLY INVITED TO VISIT WITH US AND INSPECT OUR PREMISES 
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THE JEWELER S' 


Now were back to insects again. 
Actually, bugs seem to be the 
jewelers’ biggest headache. 

A woman returned an electric 
clock to Michaels Jewelry Store, New 
Britain, Conn., complaining that it 
didn’t run although she had only 
bought it a month before. She left 
the clock for inspection and after her 
departure a salesman opened it up 
te try to find the source of the trouble. 
To his surprise, several dozen large 
roaches leaped out and scurried away, 
and a dozen dead ones remained in 
the mechanism. First and most 
urgent action, of course, involved 
spraying that section of the store. 
Afterwards, the complete clock was 
dumped into the ash barrel. When 
the customer called for her clock she 
was given a new one at no extra 
charge. And to avoid a return, she 
was told exactly why her old clock 
failed to operate. She was last seen 
leaving the store, shaking her head in 
utter disbelief. 


> © 


He’ SAFE is a railway station 
locker? 

“Pretty safe,” you say? 

Not at all! According to the Jewel- 
ers’ Security Alliance, railway station 
lockers are a very poor place to leave 
anything—particularly jewelry. For 
anyone who knows the ropes they’re 
a cinch to open. 

According to the Alliance, any en- 
terprising crook can gain entry to 
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such a locker through the simple ex- 
pedient of depositing a dime, securing 
the key, then having a duplicate made. 
When the original key is returned no 
one is the wiser and the crook is able 
to get in any time he chooses. 

Permitting our normally vivid 
imagination to race a bit we can 
readily see how an unscrupulous per- 
son could actually steer a jeweler or 
traveling salesman to the very locker 
for which he held a duplicate key. All 
he would have to do, actually, would 
be put dimes in all the other lockers, 
then remove their keys. Presto! Only 
one locker available (and that by no 
means secure). 

Best place for a traveling jeweler 





Something to Think About 


BANK DEPOSITS wn rie v. s. 
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to store his merchandise is in a safe— 
either that of a hotel, or a bank, or 
some similar place with strong pro- 
tective devices: If there are no such 
places in town, enlist the aid of the 
police. You'd be surprised at the 
number of jewelers who have left 
their cases in the police station all 
night. There’s nothing like being sure! 


© © 


PEAKING of salesmen, precau- 

tions with jewelry, and all that, 
we ve heard an interesting tale about 
one man who, for reasons which 
should become obvious, shall be 
nameless in these columns. 

Seems the fellow took a Pullman 
overnight and, in order to protect the 
diamonds which he was carrying, 
tucked them under the pillow in his 
berth. Next morning he overslept 
and, arriving at his destination as he 
awoke, he just barely had time to 
jump into his clothes and get off the 
train. Not until the train pulled out 
did it dawn on him that a case con- 
taining several papers of diamonds 
remained under the Pullman pillow. 

Thinking quickly the salesman in- 
formed railroad officials of his plight 
and in one way or another he was 
rushed back to the train. Racing 
through, he found the berth he had 
occupied, and reached under the pil- 
low. Eureka! The case was still there! 

The payoff, however, is the oddest 
part of the tale. Although examina- 
tion of the case revealed that there 
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A" sold 489 
=  —@ PARKER ‘51's 


in 2% months" 


oF President, Gerson’s, Inc. 
A Detroit 
, nl 
















Profit by the GERSON PLAN 
Right Now... 


You can hit a new high in New PARKER “‘51”’ sales 















Netionally Advertised 





@ Advertise the New Parker ‘'51’’ every week 
7 e * h P-; : 
@ Increase your ad results with a mail order $ nee cheney, 2°88 cary F1 
é @Ccount f, 
coupon W350 — a most wonted ii 
x 2 2" i 
@ Keep a dozen New Parker ‘'51’s'’ in your window | Siig ae or gift J | 
sti have } 
c + 
@ Show the New Parker “51” to everyone e ote anit selection of cop. fF | 
~ Points FE | 
@ Sell the New Parker ‘'51” as a gift for every pp cote se pete gt, + Sele ag | | 
also in rmance . +. th : j 
matched me peren lke: the Ps 
Come in 2 










occasion 

@ Feature the New Parker ‘51’ in every mailing toe end : asi" sine Pes 

GERSON’S are TYPICAL JEWELERS... ! $1975 GCRbp 22 
Not The Biggest—Not The Smallest! Pic ERSON 9 
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THE PARKER PEN COMPANY «+ JANESVILLE, 
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were, indeed, several papers of dia- 
monds in it, the salesman swore up 
and down that there had been more 

apers of diamonds inside when he 
had retired the night before. Why in 
the world anyone would take onl) 
half the contents of the case is any- 
one’s guess and a whale of a hard 
thing for the salesman to explain. He 
just claims that was what happened 
and says he’s out several papers of 
diamonds. 

About the only safe conclusion to 
the tale is that the salesman will prob- 
ably choose a better hiding-place for 
his diamonds in the future. 


oe NAMES are becoming quite 
commonplace to Simon H. Ulman. 
proprietor of a Fredricksburg, W. 
Va., jewelry store. One day recently 
a lady left a watch for repair and. 
when asked her name, said “Mrs. 
Roosevelt.” The following day a man 
brought in a watch and _ identified 
himself as “Mr. Churchill” (John C.., 
of Dahlgren, Va.) With such a build- 
up, Mr. Ulman shouldn’t have been at 
all surprised if his next repair cus- 
tomer turned out to be Louis XIV 
or even Aly Khan. 


DIAMONDS 











aS EY 





iy Is NOW POssIBLE for Milady to 

wear eyeglasses in frames mount- 
ed with the same precious or semi- 
precious stones as those in her neck- 
lace or other jewelry. The idea is a 
fairly new one, having been first in- 
troduced last Summer, but since it 
seems to be gradually achieving a 
certain amount of acceptance through- 
out the country, we feel that our read- 
ers should be apprised of it. 
all, if Mrs. Giltedge develops a yen 
lor diamond-studded specs to match 
her necklace and tiara, she'll prob- 
ably ask you, her jeweler, for them. 

The development of stone-studded 
eyeglass frames can probably _ be 
credited to the introduction, during 
the past few years, of massive frames 
with wide bows. These fairly cried 
out for some sort of decoration and 
it was only a question of time until 
someone would think of mounting 
them with stones. This couldn’t be 
done _ satisfactorily with _ plastic 
frames (the stones kept falling out) 
but those made of a special aluminum 
alloy proved ideal for the purpose. 
Stones can be mounted in them as 
firmly as in a ring or bracelet. 

One New York manufacturer of 
the frames is currently exhibiting a 





"It comes in three sizes: small, medium and bull." 
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specially made job mounted with 
oriental pearls. It is insured for $50,- 
000. Others, using semi-precious or 
synthetic stones, can be produced for 
as little as $40. Any stones can be 
used, of course (to match any 
jewelry) and it’s pretty much the cost 
of the stones which determines the 
price of the frames. 

Perhaps, if the idea achieves wide- 
spread acceptance, the lines of an old 
song may have to be altered. Some- 
thing like “I’m looking at the world 


through sapphire-studded glasses.” 
Who knows? Stranger things have 
happened. 


o © 


an of the unusual situations con- 
stantly confronting retail jewelers 
are illustrated by two recent happen- 
ings in Cincinnati, Ohio. 

A convention visitor was shopping 
in a large downtown store for a dia- 
mond ring, and when he found one 
that suited him he offered the jeweler 
about two-thirds of the list price. The 
jeweler thanked him for coming in, 
declined to sell the ring at the offered 
price, and the customer left the store. 
Half an hour later, the jeweler was 
called from a nearby hotel and in- 
vited to “come on over for a drink 
and we'll talk some more about that 
ring.” Naturally, he declined. 

At another store, a woman cus- 
tomer wanted to purchase a mantel 
clock priced at about $25. After con- 
siderable conversation, she asked the 
jeweler if he would accept her old 
clock in partial trade. He agreed to 
allow her $2, sight unseen, for the 
old clock. The following dav she 
entered the store with four old clocks, 
on each of which she expected to get 
a $2 allowance. Through tact, the 
jeweler finally concluded the sale 
with an allowance of only $2 for the 
four old clocks. 

© © 

ane which arrived recently 

asked for information about 
jewelry salesmanship, the manner in 
which various firms sell, etc. This, 
in itself, was not unusual—we re- 
ceive many such letters regularly. 
However, the source of the query 
startled us. Stating “we have several 
men enrolled in a class in salesman- 
ship and some of them are think- 
ing in terms of selling jewelry,” the 
writer identified himself as_ the 
Warden at the United States Peniten- 
tiary, Atlanta, Ga. 
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Suburban Store: 


Ss Se 





Desisned lor Merchandising Teamwork 


I, AN ATMOSPHERE designed to encourage 
customers to “browse” while shopping, Arthur A. Everts 
Co., Dallas, Texas, jewelers, opened a suburban outlet 
earlier this year after 51 years of single-store operation. 
Located in Highland Park Village, a suburban shopping 
center surrounded by an exclusive residential district, the 
new store was opened with the express purpose of “mak- 
ing it easier for the customer to buy.” 

Already well-intrenched in the wedding gift line, firm 
officials based their move on three factors: (1) Lack of 
space in which to expand in the main Dallas business sec- 
tion; (2) Traffic congestion which clogs downtown streets, 
and (3) A desire to provide better service for the big 
brides’ business which the store conducts. 

Besides the trend toward development of neighbor- 
hood stores, the Village was the most exclusive and best 
pre-planned suburban shopping center in Dallas. It had 
been under development for 20 years and was not just 
a group of stores on the main road. Complete shopping 
facilities were available and zoning regulations were high 
and well-enforced. 


The absence of a competitor made the move imperative 
before a rival firm sensed the possibilities and made in- 
roads on the Everts’ gift trade. Most of the more exclu- 
sive downtown stores, which cater to the upper bracket 
customers, have established branches in the Village. 

Since most of the customers who come to the Village 
are women, Everts’ whole merchandising plans are aimed 
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their way. With the knowledge that women come to the 
shopping center several times each week to do their house- 
hold buying, the branch store carries such a representative 
stock to interest these customers and in the event she 
doesn’t find what she wants, will complete her selection 
in the downtown store. By transferring some of the busi- 
ness from the long-established store to the neighborhood 
branch, both the parent establishment and the branch 
store, with the added business the latter would naturally 
pick up, would be doing a greater merchandising job by 
working together. 


Another convenience for the customer which goes a 
long way in making it easier for her to buy, is the great 
facility for parking. The Village is laid out in a circle 
and has a group of shops in the center of the circle with 
a very wide street surrounding this group. The street 
is wide enough for angled parking at the curb on both 
sides of the street. Then, too, there is two-hour parking 
and no parking meters. 


Robert L. Akins, veteran of 13 years service with the 
Everts firm, was placed in charge. He took full ad- 
vantage of the facilities offered by the layout. Maximum 
use was made of windows, display rooms, counters and 
lights in an effort to give the store a leisurely and in- 
formal atmosphere. 

The new shop is cone-shaped and takes on the appear- 
ance of a huge show case. One side and the rear wall 


(Please turn to page 151) 
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After 51 years of single-store operation, Arthur A. Everts Co., Dallas, Texas, 
adds a new suburban outlet with the idea that by carrying the business to the 


customer, the two stores could do a better merchandising job working together. 


Everts’ new suburban store, 
at left, is designed to per- 
mit ease in shopping in line 
with neighborhood atmosphere 
of this residential district. 


ee ees 
at . ee. 


Novel arrangement of framed 
shelving permits showing 20 
dinnerware patterns with a 
matching cup and saucer on 
shelf before each. Méirror 
backed shelf above displays 
glassware in sparkling array. 


Silver is shown in a separate 
room in new store, displayed 
on glass shelves against sky- 
blue backgrounds. Dinner set- 
tings are assembled on tables 
for the customer's selection. 
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REMEMBRANCE 


This year...more women wil buy these 4. patterns 
than any other silverplate in America ! 


Why ??? Because... 


1. For years now (102 years, if you want to go back that one penny while other brands climbed steadily. 

far) 1847 Rogers Bros. has been the best-selling silver- 5. 1847 Rogers Bros. has always been first in advertis- 
plate of all! ing.. . both in radio and mass magazines. (Why shouldn't 
2. Last year was the biggest year we and you ever had— more women know about it, love it, and own it than any 
this year 1847 Rogers Bros. is ahead of *48! other brand ? ) 

3. Beautiful 1847 Rogers Bros. patterns are unmatched So... sell the silverplate that’s easiest to sell. Promote 
in the silverplate field. and display these 4. beautiful patterns. 
4. Since 1945. prices on 1847 Rogers Bros. haven't risen You ll find it pays off... handsomely. 


1847 ROGERS BROS. for [02 years Americas Finest Silverplate 


THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONNECTICUT 
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Effects of the Change 


In the Canadian Jewelry Tax 


Personal and unofficial views expressed 


by F. B. McFARREN 


President, Canadian Jewelers Association 


Editor's Note: During a recent trip to Canada one of 
your JC-K editors interviewed several retailers with par- 
ticular interest in the effect of the repeal of the Canadian 
25 per cent Jewelry Purchase Tax and the concurrent en- 
actment of the 10 per cent jewelry manufacturers’ tax. 

The results of this qualified victory in the Canadian 
jewelry trade’s fight against the “wartime” excise tax on 
jewelry, appeared to our editor, to be at best “mixed.” 

In order to bring our readers a picture of the Canadian 
results of this partial removal of wartime jewelry excise 
taxes, we obtained through the good services of Edwin W. 
Gordon, Editor of The Trader & Canadian Jeweller, the 
accompanying review of the present trade situation as it 
has been affected by the new regulations released from 
Ottawa. We acknowledge our appreciation of the cooper- 
ation given us in supplying this material which is also 
appearing in the July 1949 issue of The Trader & Cana- 
dian Jeweller. 


Wren the 25 per cent Retail Purchase Tax 
was first imposed on the jewelry industry, it was distinctly 
stated that this was a special tax—not for revenue, but 
to discourage operations in general in this line during 
the War period. During the War, jewelers accepted 
this handicap gracefully, and on March 22nd of this year 
relief came from this tax in the form of repeal of the 
25 per cent retail level tax. Unfortunately, however, the 
Minister of Finance apparently thought the jewelry indus- 
try was one which he could continue to tap as a source 
of revenue by imposing a 10 per cent tax on jewelry at 
the manufacturers’ level, although many other lines of 
merchandise which would appear qualified for tax to a 
much greater extent than jewelry and watches (if luxury 
is the measure of taxability) are left free of any excise 
tax. 


It is not necessary here to elaborate on the evils of hid- 
den taxes and the way in which they pyramid by the 
time the consumer makes his purchase. This has been 
recognized in connection with our long-standing 8 per 
cent sales tax (actually a manufacturers’ excise tax by 
U. S. standards) and there is grave danger that a tax of 
this sort, which is not right out in the open, will be 
continued indefinitely. 
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On March 22nd. 1949, the Minister of Finance made 
his Budget speech, in which he stated: “We face now ... 
the need to adapt the form and nature of our tax on goods 
and service . . . to make them efficient, fair and flexible 
sources of revenue, causing as little harm and irritation 
as possible for each dollar of revenue we must derive 
from them.” 

Later, the Minister of Finance again refers to the Pur- 
chase Tax on Jewelry and Related Articles, and he says: 
“It is proposed that the tax be moved back from the retail 
level to the manufacturers’ level, and that the rate be 
reduced to 10 per cent effective immediately.” He pro- 
poses “That the Retail Purchase Tax be repealed and 
replaced by an Excise Tax of 10 per cent payable by the 
manufacturer or importer on all articles now subject to 
the Retail Purchase Tax.” It would seem to be clear that 
there is no intention that an importer should be changed 
by Government edict into a manufacturer. Manufacturers 
and importers are both mentioned, as distinct, one from 
the other. 

No base or time of payment is set forth, but as the tax 
is payable by an importer, it follows naturally that the 
tax should be paid at the time of import, and on the im- 
port level. This was the interpretation made by the Excise 
Division, on the day following the Budget, and was effec- 
tive until the date mentioned in Circular No. 906-C, viz. 
May 2, 1949. [Circular 906-C is the instrument which 
defines manufacturers for the purpose of the new 10 per 
cent tax at the manufacturing level. | 


The effect of Circular No. 906-C is to convert watch 
importers into watch manufacturers, excepting where they 
import a complete, cased watch. Many importers bring 
in watches complete with case, and also, in the same ship- 
ment, import movements only, to be placed in Canadian- 
made cases. On. complete watches, the tax is imposed at 
the point of entry. Watches placed in Canadian cases 
are under a further handicap, as they are considered to 
be “manufactured” by the importer. The difference in 
revenue to the Government is comparatively small, as a 
discount is allowed from the tax when importers are clas- 
sified as manufacturers. The bookkeeping and confusion 
involved is expensive, and annoying. It means that two 
sets of invoices must be made, when watches classified dif- 


(Please turn to page 182) 
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Independence Day... 


Based upon a talk given 
by JOE MEEK, 


Executive Secretary Illinois Federation 

of Retail Associations, before members 

and guests of the National Wholesale 
Jewelers Association Convention in Chicago. 


Editor's Note: This refreshing and heart- 
ening piece is not an exact transcript of 
an address given by Joe Meek because it 
is almost impossible to listen to this 
speaker and not find yourself more in- 
terested in the subject than in your notes. 
The essence, however, is here and we 
have attempted, as much as cold type is 
capable of conveying it, to bring you 
something of the enthusiasm with which 
Joe Meek presented his beliefs. He en- 
joyed his subject because he believed in 
it. In that he is just like a lot of other 
Joes, meek or otherwise, who love, re- 
spect and will fight to preserve the sys- 
tem which has rewarded their efforts and 
industry with a full life. It was our good 
fortune to hear this talk. It is our priv- 
ilege and pleasant duty to transmit it to 
you. 
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... for Your 


Hh vine established what Free Enterprise 
is and defined it (as outlined in the column at right), 
what do we do about it? Let’s look upon it as citizens 
blessed with it and businessmen who have the opportunity 
to benefit from it. We not only have to work with it but 
we have to work for it, because like any other worth- 
while blessing, we only get from it in direct ratio to 
what we put into it. 

At present we are all analyzing our businesses and 
seeking the advice and help of everyone within our 
reach—our attorney, our store executive, our comptrol- 
ler, our financial wizard, our advertising counsellor, our 
tax expert, and our sales genius, whether the latter be 
our wholesaler, one of our manufacturers, one of our 
trade association men, or the man next door. Yet, today, 
when we are as mueh concerned with the preservation of 
basic principles as we are with the immediate problems 
of our business, the seven most important men to us 
are not the seven people mentioned above, but our two 
U. S. Senators, our Congressman, our State Senator, and 
our three Representatives. 


You can utilize your own expert’s advice to your 
heart’s content, you can improve your selling, increase 
the productivity of your salespeople, better your prod- 
uct, cut your transportation costs, tighten up on your 
controls and cut legal corners, but after all, each and 
everyone of these savings which you have gained by 
much effort can be wiped out by the stroke of a pen 
in the hands of either the President of the United States 
or your state’s Governor. 

There is today a very uncertain situation which has 
been created in the minds of businessmen as the result 
of the cannibalistic tendency on the part of our local, 
state and Federal government. 

This has manifested itself in the Government reduc- 
ing individuals to a part of the state rather than the 
state being an agency for the individuals. 

The Government has become an employer so that 
today one out of every 70 people in the country lives 
entirely from it, and one out of every six is by one means 
or another having his income augmented by Government 
grants. 

Thus, the internal problems of the jewelry industry 
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which involve a thousand different things may be under 
control by the individual businessman, but the external 
problem of outside pressures is too frequently over- 
looked. Most businessmen will think hard, pay well and 
travel far to learn how to better themselves as mer- 
chants, wholesalers or manufacturers, yet they will not 
walk across the street to cast their vote in order to show 
those in control of the Government that they the citizens 
are opposed to the increasing number of hurdles which 
the Government is setting up. These hurdles are not 
only represented by needless extravagance in the opera- 
tion of the Government but also Government policies 
which make it even more difficult for the businessman 
to keep up the demands necessary to maintain high 
Government payrolls. 

If you do not feel that the Congress and your re- 
spective legislatures can wipe out what you do as a 
sound businessman, consider what will happen, psy- 
chologically, if the Taft-Hartley Act is wiped out. What 
about confidence then? And what will happen if Con- 
gress reenacts excess profits taxes? What about plant 
expansion; jobs? And what if Congress should enact 
the complete Administration health program at a cost 
of nearly 20 billion dollars or near thirty per cent of 
the total taxable payroll of this country? Is this a fixed 
expense that can be shrugged off? Or how about the 
20 per cent excise taxes? Do they not constitute a grave 
sales deterrent to you? Are they not grossly unfair 
to those who are employed in factories making the things 
upon which the excise taxes bear the most heavily? Do 
not these regressive taxes do more to hurt business than 
a hundred internal aids could do to improve it? And 
how can the problem be righted? 

The answer is, by two fisted, down-to-earth precinct 
politics right in the neighborhood where you live. 

And what about such problems as consumer coopera- 
tives? Here the Government is supporting an un-Ameri- 
can type of retailing even to the point of refusing to 
tax this source on the same basis as free and competing 
businesses. All this while private business is being sorely 
pressed by an ever-growing tax burden. 

Why should not the cooperatives pay taxes on their 
undivided patronage dividends? The answer to this pro- 

(Please turn to page 152) 








FREE ENTERPRISE...has nothing to do 
with politics..nor wealth..nor class. 
It is a way of living in which you 
&S en individual are important. 
Little things make up this way of 
living...but think what you would 
lose if you ever surrendered it. 


FREE ENTERPRISE is the right to open 
a gas station...grocery store...or 
buy a farm, if you want to be your 
own boss, or change your job if you 
don't like the man you work for. 


It is the right to 1 
sta. gh Ock your door at 


The right to argue. 

be we ye to save money if you want, or 
on a good time if 

seen that is what 


FREE ENTERPRISE is looking on a police- 
man as someone to protect you...on a 
judge as a friend to help you. 


It is the right to raise 
ur 
as you think best. = — 


It is the right to speak fre 
el 
anything you wish. — 


FREE ENTERPRISE has nothing to do with 
how much money you have..or don't have.. 
nor what your job is or is not. Free 
enterprise means the right to be yourself 
instead of some nameless number if a 
horde bossed by a few despots. Free 
enterprise is the sum of many little 
things - but how miserable you'd be if 
Someone stole it from you. 


The greatness of Ame 
rica comes from 
this philosophy. The despair of Europe 
en — agnosticism and state power of 
ari Marx. One is religion -— 
The other is NOT. an 
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Departmentized . . . 


To Promote Selective Selling 


fonsenn’s JEWELERS opened a new store in 
Providence, R. L., recently, replacing the 8-year old store 
located a few steps away on the same street. Actual dol- 
lar volume: for the first six weeks rose between 25 and 
30 per cent, and 5,000 people attended the opening days. 
Of advanced design, the store extends 100 feet in 
length, is twice as large as the old location, has two floors, 
and is completely air conditioned. All fixtures are cus- 
tom built and display cases are so spacious as to allow 
a recession for order-writing equipment. Fronts of both 
floors are full length glass with stainless steel. The sec- 
ond floor front is recessed at a slight angle to allow for 
outdoor decorative window boxes with small green shrubs. 
The store is located on the city’s main shopping street 
in the downtown area and is near three large department 
stores. The bulk of the city’s motor and pedestrian traf- 
fic pass there every day and, for this reason, consider- 
able emphasis is thus placed on display windows. These 
are so built that they continue directly inside the store. 
carrying the window shopper right along with them. Win- 
dows are designed to show different types of merchandise, 
one being one foot from the street level for showing 
gifts, radios, small electric appliances and bulky mer- 
chandise, the other elbow high for jewelry and silver- 
ware. The background of the jewelry window has three 
shadow boxes, indirectly spotlighted, featuring three 
framed posters with such themes as “Gerber’s for Spark- 
ling Diamonds” and “Gerber’s for Nationally Known 
Watches.” These signs are intended to do a long range. 
institutional selling job. 


Dinnerware, small appliances and radios are displayed 
on left side, rear, of store's second floor department. 


The jewelry window is uniquely designed, the display 
space being entirely separate from the lighting system, 
Instead of having lights inside the display window, spot. 
lights are built entirely separate and above the window 
in a metal overhang that resembles wood. This provides 
a softer lighting and keeps the merchandise at a lower 
temperature. 

Inside is a terrazzo floor which harmonizes well with 
two-toned walnut wood. Extending the entire length of 
both sides is walnut wood about one foot in width, so 
cured and processed as to curve slightly upward. This at- 
tractively separates the display fixtures from the wall 
and ceiling, and makes for a warmer, more hospitable 
appearance. 

Display cases have an inside trim of wood to match 
and are fitted with locking devices operated instantly 
without keys. On rear wall cases are two rows of stock 
drawers so constructed as to conceal their practical use. 
Without exterior hardware, these give a decorative ap- 
pearance. All display cases are constructed at a slight 
angle, bringing the tops inward toward the store, giving 
a receptive atmosphere to the layout. 

There are four sets of lighting: indirect for display 
cases, indirect over the wall cases, fluorescent with metal 
covering extending the entire length of the store, plus 
a system of spotlights above the display cases. 


The store is designed to stress departmentization and 
to promote selective selling. The street floor houses all 
jewelry and silverware, with merchandise groupings to 


(Please turn to page 160) 


Island display fixtures are used in center of appliance 
section on second floor. Major appliances are at right. 
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ond floor show window is unusua 
a of all-glass front of the new Gerber 
store. Lamps are regularly featured here 
and are illuminated every night until II. 























Greater ease of selection afforded 





customers in new Gerber store in 





Providence, R. I., by departmental 





setup, speeds up selling and makes 


for greater customer satisfaction. 


by MILDRED SULLIVAN 











First floor of the new store is 
devoted exclusively to jewelry 
and silver. Fluorescent, indi- 
rect lighting, and _ spotlights 
over the cases provide the store 
with good over-all illumination. 




























White and Gold Accents to Glamorize 


| S.. AND SUN fashions for this year have left shoulders, arms and necklines 
so bare that summer jewelry has taken on a brand new importance. Hair is cropped close 
to the head leaving eartips begging for bigger and better earrings . . . especially dangling 

| ones. 

Z Necklines, slashed to the danger point and shoulder lines .. . in many instances com- 
pletely bare . . . call for something special in jewelry, no matter how swanlike the lady’s 
neck may be. 

Chalk white ropes of beads, especially flattering to sunbrowned complexions, and 
matching sets of gold earrings, necklaces and bracelets are proving especially popular. 
Where the average smartly dressed woman wore perhaps one bracelet in seasons past, she 
feels the need of several this year to fill the gap between her brief sleeve, cropped close 
to the shoulder and the “shortie” glove which stops short at her wrist. 

Plain gold bangle bracelets are smart mixers with any and all types of summer jew- 
elry and are particularly fetching when worn in pairs, two on each arm. Romany ropes 
of gold links intermingled with crystal or colored stones are popular and are as likely to 
double as a bracelet, looped again and again around the wrist as they are to fill in the 
new plunging neckline. 

Combined with the influence of shorn locks, bare arms and plunging necklines, there 
is also a definite trend toward the ultra-feminine in summer clothes. Transparent little day- 
time dresses of chiffon, organdy and batiste call for feminine touches such as only smart 
jewelry can supply. 

Scatter pins continue to bid for top place in the popularity poll. They are smart 
when scattered under the brim of a large picture hat, across the front of a skirt or even 
worn shoe-buckle fashion on the pastel linen pumps which seem to be the shoe news of the 
season. 










































by MARTHA PERCILLA 


Fashion Director, 
Jewelry Industry Council 
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Cameos, a fashion favorite in Mother's 
youth, are news all over again. Shown 
here are cameos trimmed with tiny pearls 
in matching brooch, eardrops and brace- 
let. Ring has a pearl set in two golden 
half moons. All by Shiman Mfg. Company. 
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A chalk white beaded twist necklace with 
a nosegay of tiny pink rosebuds, match- 
ing earrings and a touch of white at the 
wrists furnish a bright contrast for sum- 
mer tans. Necklace and earrings by Coro. 


Wreaths of golden flowers with 
matching circlets for wrist and 
throat and a single flower for 
each ear, add glow to sunbrown 
complexions. Jewelry by Trifari. 


Matching loops of brown and chalk white 
beads for the neck, wrist and ears flat- 
ter fashion-bare arms and shoulders. For 
the other arm, shining gold bracelets. 
Beaded jewelry by Coro; gold from Shiman. 


Intricately patterned laced gold matching 
necklace, bracelet, earring ensemble for 
summer accents by Trifari. Gold ring set” 
with opals is from Shiman Mfg. Company. 
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Table Settings... 


!heme for Warm Weather Displays 











by VIRGINIA DIXON 


For the larger windows it is possible to 
show a complete table setting such as this 
suggested display. Here, setting is grouped 
around centerpiece such as shown at left. 
In background, china patterns are displayed, 
framed with colored ribbons or a facil tape. 








Ox: AXIOM of display presentation is that 
merchandise sells most readily when it is shown in a 
setting approximating its customary usage. This makes 
the most effective presentation of silverware, china and 
crystal. And it is comparatively simple to set up a dining 
table—in your window, or in your store or both. If 
space and furniture do not permit of an entire table, 
individual place settings can also do a good job! 

The “comparative simplicity” of setting a table, re- 
ferred to above, refers of course to the basic funda- 
mental rules which govern this phase of hospitality. 
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Naturally the variations are almost infinite—a family 
supper, a dinette setting for two, a festive tea table, a 
bridge luncheon setting, big or small buffet, formal 
dinner—all the way up to an elaborate bridal breakfast 
setting complete with tiered wedding cake. The type of 
table settings which you will find most effective for dis- 
play purposes in your own store will depend on the 
type of customer to whom you chiefly cater. The size 
of the table depends entirely of course on the physical 
space available and the emphasis which you wish to 
place on this line of merchandise. The style and origi- 
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nality of the decorations will depend somewhat on your 





display budget, but even more on your own ingenuily MATERIALS NEEDED TO A 
in contriving attractive arrangements. SSEMBLE THESE DISPLAYS 

Such accessories as you do not stock—linens, flowers. TABLE SETTING DISPLAY 
decorative knick-knacks and so forth can usually be bor- Material Source 
rowed or over a period of time you can collect an assort- Plastic # ve 

| callie . ; astic flowers — orchids, roses or Norton Centerpieces, Inc. 

ment of these things which can be varied sufficiently in Dainty Bess" from .50¢ a spray 119 West 24th Street 
combination so that they do not become monotonous. New York 
If you do not stock china and crystal, these will also have Plastic butterflies—about 25¢ ea. 

alll ee alieed fi ' : monn Molded glass bowl—about $2.00 or 
to be borrowe¢ or pure anne or a table setting has little Triple cornucopia centerpiece about 
or no attention value unless it is complete to the last detail $5.00 

_. and don’t forget candles in the candleholders and Wire spring plate hangers under Reutter Displays 

; - ar $4.00 a dozen 147 Summer Street 

hon-bons in the candy dishes! Raate: 6M Diaien 

Since your chief concern in featuring a table setting — or Facil Tape for Frames and Department Store or 
at all is to promote the sale of your own merchandise— a Claptey Sepeny Henne 
table linens should in general be the unobtrusive type 
which are simply flattering background for your mer- ORCHID DISPLAY 

ndise. Colored linens, novel , : , 
— ee Ss, > <_ rayon weaves, or Plastic orchids about $1.50 each Norton Centerpieces, Inc. 
gandies, s, woven cellophane mats are all good. 119 West 24th Street 
Lace cloths and vividly patterned cloths should usually Aauafler (without 4 New York 

: ; : as ; ona quatioriums {without flowers N i 

be avoided as too distracting unless they are so strikingly 5" to 8" in diameter ) wie igi 


attractive that their value as eye-catchers and conversa- from $9.00 to $27.00 per dozen 


tion pieces overcomes other considerations. 

Centerpiece decorations are no longer confined to a 
simple bowl of flowers. They can be composed—literally 
—of almost anything as long as the elements are pleasing 
and harmonious in color, texture and form with the essen- 
tial silver, china and crystal. Flowers are still the most 

(Please turn to page 159) 





In windows where o full-size table setting 
is not possible, individual place settings 
are used, each showing a different pattern. 
Background theme is carried out with the 
"“Aquafloriums" shown at right with actual 
flowers submerged in water in crystal ball. 
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Martha Percilla, Fashion 
Director for the Jewelry 
Industry Council, will speak 
at the NACJ Convention 
session on the topic "Fashion 
is a Salesman." 
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VICE PRESIDENT ALBEN W. BARKLEY 
Banquet Speaker 











R. M. Severa, Managing 
Director of the Retail 
Credit Bureau of Greater 
New York and former in- 
stallment chief of Macy's 
will speak on the subject 
"Credits and Collections.” 





NACYJ 


Convention sessions scheduled 
for only one day, July 26; 
Vice-President Alben W. Barkley 


to be speaker at annual banquet. 


| the National Jewelry Fair and 
National Association of Credit Jewelers convention at the 
Hotel Stevens, Chicago, are scheduled for a four day 
period (July 25th through 28th) there should be no har- 
ried shuttling back and forth between exhibits and con- 
vention sessions during that time. Seeking to provide 
those attending with maximum time for visiting exhibits, 
the NACJ convention committee has wisely confined the 
entire convention program to a single day—Tuesday 
July 26th. Separate sessions on this day will be devoted 
to such vital topics as jewelry store management and 
merchandising, watch repairing, promotions and credits 
and collections. Well-known experts in each field will 
conduct the separate forums and will welcome questions 
and suggestions from those attending. 

The one-day session scheduled for July 26th will open 
at 9:45 a.m. with a jewelry store management and mer- 
chandising forum conducted by Dean Charles M. Ed- 
wards of the School of Retailing, New York University. 
Dean Edwards will summarize the work of the special 
two-weeks jewelry store merchandising course conducted 
by New York University in cooperation with the Joseph 
Bulova School of Watchmaking. He will be assisted by 
some of the students who have taken the course, and fol- 
lowing their comments, discussion on the part of retailers 
attending will be welcomed. 

A forum on watch repairing conducted by the Horo- 
logical Institute of America will follow Dean Edwards’ 
merchandising and management session. Howard L. 
Beehler, past president of the HIA, and Alfred S. Rowe 
and George J. Wild, incumbent HIA president and vice 
president, respectively, will participate in what is planned 
as a highly informative and stimulating panel discussion. 
The purpose of the forum will be to demonstrate the 
effectiveness of the HIA’s efforts to improve the skill and 

(Please turn to page 146) 


THE JEWELERS’ CIRCULAR-KEYSTONE 











‘Meets in Chicago July 25-28 


List of Exhibitors 


EX H.B.—EXHIBITION HALL BOOTHS, LOWER LEVEL LOBBY 2ND FL. B.—SECOND FLOOR BOOTHS (GRAND BALLROOM, 
P.D.R—PRIVATE DINING ROOMS, EITHER THIRD OR NORMANDIE LOUNGE) 
FOURTH FLOOR, AS MARKED FIFTH AND SIXTH FLOOR ROOMS AS MARKED 
BALLROOMS—AS MARKED SUITES—AS MARKED 
A American Safety Razor Corp., Brooklyn, N. Y.—Ex. H. B. 46, 
58, 59. 
Abbey Silver Co., Inc., New York, N. Y.—Ex. H. B. 48. American Time Products, New York, N. Y.—Ex. H. B. 137, 138 
Adels, M., Company. New York, N. Y.—Room 609A. —P. D. R. 19 (4th Floor). 
Rilion, Jack, New York, N. Y.—2nd FI. B. 212. Apollo Electric Company, Chicago, Ill.—2nd Fl. B. 245. 
Aisenstein, Louis & Brothers, Inc., New York, N. Y.—Room Arnstein Bros. & Co., New York, N. Y.—Suite. 
539A. Ascherman, Charles & Co., Inc., Cleveland, Ohio—Room 
Altheimer & Baer, Inc., Chicago, IIl.—2nd Fl. B. 267, 268, 269. 507A. 
Allcraft Novelty Company, Inc., New York, N. Y.—2nd FI. ~— Novelty Co. of Chicago, Inc., Chicago, Ill._—2nd Fl. B. 
B. 226. . 
American Jewelry Distributors, Inc., New York, N. Y.—Ex. Axel Brothers, Inc., Long Island City, N. Y.—Ex. H. B. 150, 151. 
H. B. 78. (Next page, please) 
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David Field, editor of the 
Jewelers’ News Letter will 
be moderator of the con- 
vention session devoted to 
"Jewelry Store Promotion." 





B 


B & O Chain Co., Providence, R. I.—2nd Fl. B. 312. 
Babroff, Emanuel, Chicago, IIl.—2nd Fl. B. 293. 
Bardach Brothers, Inc., Indianapolis, Ind.—Room 556. 


Barnett, Charles Co., Inc., New York, N. Y.—2nd Fl. B. 215. 
Barnett Davis, Inc., Pittsburgh, Pa.—Ex. H. B. 154, P. D. R. 3, 


4 (3rd Floor) 


Bass-Luckoff of Hollywood, Los Angeles, Calif.—2nd Fl. B. 


247, 248. 
Bates, C. J. & Son, Chester, Conn.—Room 604. 


Bell Lamp Manufacturing Corp., Chicago, Ill.—2nd. Fl. B. 243. 
Benrus Watch Company, New York, N. Y.—Ex. H. B. 37, 38, 


39, 40, 41. 
Bertaux, John J., Oak Park, Ill.—2nd FI. B. 206. 
Bieler-Levine Co., Chicago, Ill.—2nd Fl. B. 263-264. 
- Diamond Co., Newark, N. J.—2nd Fl. B. 203, Rooms 618, 
19. 
Brown & Gravenson, Inc., New York, N. Y.—2nd FI. B. 277. 
Bruner-Ritter, Inc., New York, N. Y.—Ex. H. B. 119, 120. 
— Jewelry Case Company, Inc., Buffalo, N. Y.—Room 
A. 


In addition to Exhibition 
Hall (previous page) many 
exhibits will be located 
in the Grand Ballroom and 
Foyer of the Hotel Stevens. 





— ee 
Ix ‘50d 301 | 302 303 A 
i 
297 
1296 
295) 
i 

194 
1293 
2792 
1298 

























Bulova Watch Company, New York, N. Y.—Ex. H. B. ], 3 
4, 5, 134, 158, 159, 160, 161. 

Busch, S&S. J., Inc., New York, N. Y.—2nd Fl. B. 237. 

Buss-Linthicum-Thorson, Inc., Chicago, Ill.—Room 534, 


C 


Camfield Manufacturing Co., Grand Haven, Mich.—2nd F, 
B. 307, 308. 

Caplen Jewelry Displays, Buffalo, N. Y.—2nd Fl. B. 281, 299 

Cohen, A. & Sons Corp., New York, N. Y.—Ex. H. B, 94 
P. D. R. 1, 2, 5 (3rd Floor). 

Cramer-Tobias-Meyer, Inc., New York, N. Y.—2nd Fl. B. 304. 

Cranley Silver Mfg. Co., Rockville Centre, N. Y.—2nd Fi, 3 
275. 

Crawford Watch Corporation, New York, N. Y.—Ex. H. B. 14g, 

Crest Novelty Company, Chicago, Ill.—2nd Fl. B. 271. 

Cyma Watch Company, Inc., New York, N. Y.—Ex. H. B, 119 


D 


Davidson & Sons Jewelry Co., Inc., New York, N. Y.—Ex. H, 8. 
75, 76. 

Denberg, J. J.. New York, N. Y.—2nd FI. B. 261. 

Dennison Mig. Company, Framingham, Mass.—Ex. H. B. 6, 7, 

Doxa Watch Agency, Inc., New York, N. Y.—2nd Fl. B. 272. 


E 


Edwards, Lawrence Company, Chicago, IIl.—2nd Fl. B. 213, 

Electric City Box Company, Buffalo, N. Y.—Ex. H. B. 25. 

Elgin American, Elgin, IIl.—Room 542A, 544A, 548A, Ex. H. B. 
66, 67, 86, 87. 

Elgin National Watch Company, Elgin, Ill.—Ex. H. B. 92, 93, 
104, 105. 

Eversharp, Inc., Chicago, IIl.—Ex. H. B. 112, 113. 


F 


Fantasy of Jewels, New York, N. Y.—2nd Fl. B. 226. 
Farber Brothers, New York, N. Y.—Ex. H. B. 19, 20. 
Farber, S. W., Inc.. New York, N. Y.—Ex. H. B. 44, 61. 
Farber & Shlevin, Inc., Brooklyn, N. Y.—2nd Fl. B. 218. 
Feature Ring Company, Inc., New York, N. Y.—Suite. 


(Please turn to page 147) 
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ns 














Exhibits will also be 
located in the Stevens’ 
Normandie Lounge on 
the second floor level. 
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Television in key cities. 
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Magazine Date of Issue On Sale 
New Yorker - a 271, 700 July 16 July 14 
life | 21,852,000 =| duly 18 july 15 
Saturday Evening Post 12,946,000 Aug. 6 Aug. 3 
_% True, The Man's Magozine 2,425,622 Sept. Aug. 20 








This summer campaign will be followed by full page, full color 
Ronson ads through Fall in these and other magazines. 





Radio and Television Too! Every week millions hear Ronson messages on 
2 coast-to-coast network radio shows—and on television in key cities. perfect 
To help you clinch the lighter sales that whirl your way— windproof 
Ronson will send you, free, window displays, newspaper mats and 
mailing enclosures. Write for information today! 
And here’s a plus profit! With every lighter. make an easy 
extra profit by selling Ronson Redskin Flints and Wicks 
and Ronsonol Fuel... best for any lighter. 





every month’s a selling month for you with 





WORLD'S GREATEST LIGHTER 
Ronson Art Metal Works, Inc., Newark 2, N. J. 





Visit Ronson at Booths 126-27, National Jewelry Fair, July 26-28, Stevens Hotel, Chicago, Ill. 
Beoth 65, American National Retail Jewelers Ass’n, Aug. 15-18, Waldorf-Astoria, New York City 
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Size or Quality 





Visual Aids Developed by Chicago Jeweler 


Educate Public to Diamond Appreciation 


Diamond customers at the 
Kosinski store in Chicago 
receive a full course in 
diamonds via a series of 
original visual aids. The 
page open on the counter 
(at right) is reproduced 
in more detail below. 





—-THE DELICATE JOB OF FACETING BEGINS IT TAKES 
A LIFETIME TO BECOME AN EXPERT AND THE SKILL 
IS PASSED FROM FATHER TO SON. 

















@ FIETY-EIGHT FACETS, ALL HAND CUT. JUDGED BY Eyre 
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by LYNN C. WIMMER 


W acs Roman Kosinski, Jr., manager of 
Roman Kosinski Jewelers, 1039 North Milwaukee Ave., 
Chicago, IIl., first became aware of the fact that news- 
paper advertising had influenced his diamond customers 
to seek size rather than quality, he decided something 
should be done about it. 

Using the best of the educational techniques he had 
mastered as a member of a special instruction crew for 
the Second Army Headquarters, he prepared an attrac- 
tive visual aid for use in counter sales. The aid pic- 
torially explained all about diamonds—where they come 
from, how they’re cut, what to look for in selecting a 
stone. The emphasis throughout the aid was quality 
rather than size—in conformity with the store’s policy of 
quality merchandising. 

As a result, when a customer now enters the store to 
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Advertising Advances the Diamond Engagement Ring Tradition 


THE most important role of the diamond, as the 
token of love and marriage, is explained and drama- 
tized in diamond advertising in leading magazines. 


In Life, Look, The Saturday Evening Post and 
Collier’s this advertising is directed to young people 
planning marriage. It links the tradition of the 
engagement diamond with another important tra- 
dition —the honeymoon. The advertisements are 
in full color, and a famous, familiar honeymoon 
spot, painted by a well-known artist, is illustrated 
in each. 


The importance of seeking the advice of a 
trusted jeweler is always stressed in diamond adver- 
tising, and helpful price information is also given. 
It contains a diamond promotional phrase — “a 
diamond is forever”... which you are invited to use. 


This advertising is stimulating interest in dia- 
monds, It is an important selling tool for you. 








Diamond promotion promotes your business 




















YOUR diamond promotion includes . . . 


ADVERTISING supporting the engagement ring tra- 
dition—in leading national magazines . . . stress- 
ing the fashion significance of diamonds—in 
outstanding fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES— “The Eternal Gem” —to show in your town. 
For details on how you may acquire this film at 
no cost, write to Association Films, 347 Madison 
Ave., New York 17, N. Y. 


LECTURES throughout the country. 


e All are designed to help you sell more diamonds. 





De Beers Consolidated Mines, Ltd. 
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inquire about diamonds, he gets an education in diamonds 
and their costs—with or without his purchase. 

“He may not always buy from us,” Kosinski admitted, 
“but when he leaves the store he knows more about 
quality in diamonds than he knew when he walked in.” 

An informal check of sales, based on eight months use 


of the visual aid, has Roman convinced that most custom- 


ers seeking diamonds at Kosinski Jewelers do buy and 
when they do, they buy for quality, not size. Kosinski’s 
missionary work in “re-educating the customer to a dif- 
ferent level of buying” has paid off impressively. 

According to Kosinski, the customer returns “because 
of the interest shown in him, the psychological effect of 
this particular sales method and the additional knowledge 
he gained from the special ‘short-course’ in diamonds.” 

What is in this booklet that has, magically, not only 
boosted the sales of quality diamonds but, equally im- 
portant, inspired the confidence of customers? 

Actually, the visual aid prepared by Roman Kosinsk) 
is surprisingly simple. It is, however, at the same time 
both straightforward and appealing. The explanatory 
copy, easily readable, is neatly hand-lettered. Accompany- 
ing graphs and charts are carefully drawn. Illustrative 
photographs, gleaned from technical journals and publi- 


cations in the jewelry field, are dramatic, well-chosen and 
tell a story. 

Here are the contents of this 11 in. x 15 in. counter 
sales aid, page by page: 

The first and introductory page explains where dia. 
monds come from and also contains a map showing their 
principal sources. 

The second, third and fourth pages are devoted almog 
exclusively to photographs of the processing of the rough, 7 
There is a recurring reminder, however, at the bottom of — 
each page, which suggests, in large, bold letters: “Buy 
quality first, then size.” ; 

Page two shows the technical work of “marking” and 
“splitting.” “Sawing” and “lapping” are illustrated op 
page three, while page four shows how “faceting” jg ~ 
accomplished. 7 

The re-education of the customer in terms of quality 7 
diamonds begins on page five. This page of the booklet ~ 
illustrates, by diagrams, proper cutting of the stone with 
reasonable utilization of the rough. Two pictures have 
been drawn by Kosinski to illustrate this. One shows an 
example of maximum utilization of the rough with an 
improper cutting of the stone. The other illustration 

(Please turn to page 153) 








A GEM SHOULD BE 




















FREE FROM 
IMPERFECTION 








Subjects covered in Kosinski's visual aid 
range from actual diamond mining to the 
proper method of cutting in order to 
insure maximum brilliance. Particular 
attention is paid to the four ‘musts’ 
which are illustrated in this page from 
the booklet which Kosinski originated. 




















PROPERLY] [OF GOOD] [OF A SIZE TO 
CUT COLOR | FIT YOUR 
| __ PURSE 






































THE JEWELERS’ CIRCULAR-KEYSTONE 













* 
. 








&, * 
ok 
mad 
& 5. 
SH aye 
ke 
* & 
az & oe 
a 3 os 
Be 24 & 
9.4974 : ed 
Fe 
A 
e 2 
oy 
ee 
‘¢ .* 


Ne Tee 
er “~; 
Wg esd, 


¥ 


< 





ee a 
j 4 —- ” BS 8 xo ee << & ¢ @ 
r Ws me oy, SEP 4 eats 2 * oy | 
y i Be. bet as we 728 
1 Ae © €eg sag 2e* acters ,_ AVES 


IN JEWELS 


Available on consignment for your special 
requirements. Platinum and gold Jewelry~ 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


W-2039 551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 

















Jewelry, On Stage 


“Chinese Fantasy’’ was the setting 
for this display of men's jewelry. 
Old Chinese actors were represent- 
ed by several costumed dolls picked 
up in San Francisco's Chinatown. 


by ADELE BUESCHER 


To offset the vacant appearance of their windows at night, W. M. 


Anderson, Mermod-Jaccard-King display manager, devised a series of 


stage windows which retained their interest unaided by merchandise. 


— jewelers to the fifth 
generation of St. Louis families, recently cued a series of 
windows to “Jewelry, On Stage” —a theatrical display idea 
which can be employed by even the smaller retail jewelry 
stores whose staffs do not include display specialists. 

Discouraged by the “blanked-out” appearance of their 
jewelry windows at night when all precious merchandise 
had been removed to the safe, W. M. Anderson, display 
manager, accepted this condition as a display challenge 
and devised a series of stage windows. These provided 
a striking setting for the display of merchandise yet re- 
tained an arresting quality on their own theatrical merit 
when the jewelry was put in the vault for the night. 

“To use an old display bromide about the windows 
being the eyes of a store,” says the personable, young 
originator of these novel windows, “I thought our four 
diamond windows facing Locust Street (which are just 
off the diamond-room) registered ‘visibility, zero!’ in the 
after-five hours.” 

This window vacancy and Jaccard’s loss of the evening 


(Please turn to page 156) 
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“Ballerina” was the title of this stage setting which 
was used as a background for display of diamond rings. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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= We have a large stock of Precious 
- Stones — mounted and unmounted from 
~~ which ‘to make your selection. Let us. 


cooperate with you on yout special calls. 
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Synthetic Rutile... 
A New Jewelry Stone 


Developed over a year ago, this brilliant gem material is now making 


its appearance in the market. Popularly called “Titania,” it is 


actually a synthetic reproduction of the naturally-occurring rutile. 


Titania or synthetic rutile 
boules with cut stones. The 
two stones on the dark panel 
are a ‘white’ (top) which 
approximates the color of a 
light cape diamond; bottom 
stone is a yellow. The smaller 
of the stones on the light 
panel is a rich blue color; 
others are a greenish-yellow. 


= JEWELRY TRADE has been slow to accept 
the new and amazing material first shown in transparent 
form over a year ago, under the name of “titania night 
stones.” The first public announcement of this synthetic 
rutile appeared shortly after the publicity of the Linde 
synthetic star stones and was given out by the National 
Lead Company, which had been working on the material 
for some time. Simultaneously, and independently, the 
Linde Air Products Company was making the same sub- 
stance, but neither had any definite plans for the market- 
ing of jewelry stones, and the future industrial uses of 
“titania” are still uncertain. 
The name “titania” actually can be considered a chemi- 
cal term, meaning titanium oxide, or, more specifically, 
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by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 


American Museum of Natural History 


titanium dioxide, for its formula is TiO,. In this respect 
it is like silica, the oxide of silicon, SiOz, and alumina, 
the oxide of aluminum, Al,O3. The term rutile is more 
exact. for there are two other minerals that have an iden- 
tical composition. They are anatase (also known as 
octahedrite) and brookite. These are different minerals, 
even though they are the same chemically, because they 
have a different crystal structure and the arrangement of 
the molecules inside is different. Brookite and anatase 


both commonly alter to rutile, and it is obvious that spe- 
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Wedgewood. 


A signature no other china craftsman can copy 
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[he diamond with the signature no other can copy 


... because the Circle of Light, 
and ONLY the Circle of Light has 
perfected the art of polishing 

the diamond in its entirety. Even 
the rim of this priceless gem blazes 
with new beauty, new fire. 

These are the EXTRAS in the Circle 
of Light Diamond that add to the 
VALUE... not to the COST! 


Write for your sample copy of the 
interesting, informative booklet, 
“The Story of the Cikcte 
af , - tiGHT 
Circle of Light 







Los A ngeles Office. . 
62 WEST 47th STREET, NEW YORK CITY, N. Y. 


220 West 5th S 
est 50h St. Brothers, Ine. 
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Melee Plant: Diamond Tool Research Co., 304 East 45th Street. N. Y. C. 


305 East 45th Street, N. Y. C. 
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cial conditions are required for them to form. They are 
both much rarer than rutile. The experience of the 
manufacturers of the new gem material shows that only 
rutile forms by the fusion method, hence, when we talk 
of synthetic rutile we are speaking of a specific substance 
and distinguishing that substance from the other two, 
chemically similar, species. 

Rutile is a naturally occurring titanium oxide, but the 
crystals found in nature are almost always black. Thin 
splinters are deep red-brown, and hair-like crystals show 
the same color. Many jewelers are familiar with the lat- 
ter in the form of rutilated quartz (also known as “Venus’ 
hair stone” or “Fléches d'Amour”) which is a quartz 
penetrated by thin needles of rutile. Rutile is a valuable 
commercial mineral recovered as a source of titanium or 
titanium oxide; the latter is used as a coating on welding 
rods to improve the metal bond. Artificially prepared 
rutile in the form of a microscopically fine powder is 
used in paints, its stability as a compound and its high 
refractive index make it more permanent and effective 
as a white paint pigment than the traditional white 
lead. The National Lead Company’s original intent 
was to learn as much as possible about rutile to help 
in the production of a better pigment, hence, under 
Dr. Charles H. Moore the laboratory began making 
large crystals by fusion. The method developed at the 
Perth Amboy, N. J., laboratories was essentially the 
same as that already found successful by the manu- 
facturers of synthetic sapphire and ruby boules, even 
to the basic preparation of the titaniom dioxide pow- 
der by the evaporation of a solution. Desired impuri- 
ties can be introduced in the same manner as in the 
calcined alum used in corundum synthesis, in a liquid 
form, assuring their even distribution through the fine 
powder. 


HEAT TREATMENT REDUCES COLOR 


The regular Linde method is about the same as that 
developed at Perth Amboy, that of dropping the titanium 
oxide powder through the oxyhydrogen flame, just as with 
the ruby and sapphire raw material, to build up on a base 
the inverted pear shape, known as a boule. Unlike that 
material however, both manufacturers have found that 
further treatment is necessary. The boule formed in this 
fashion is black and rather brittle. Further heat treat- 
ment and annealing is required to reduce the color and 
make the boule transparent, and at the same time to elimi- 
nate some of the strain. 

The figures on the heat treatment are rather surprising 
for they suggest that the heating of the finished boules to 
a temperature well below the fusion point for a period 
of a few hours in an atmosphere of oxygen is enough to 
completely change their color. This corroborates the old 
story which has been so hard to believe, that zircons had 
to be heated in a reducing atmosphere to bring about the 
desired change. It is hard to realize that such an exchange 
can completely pervade a solid crystal in such a short 
time. 

Presumably the goal of the National Lead Company’s 
original work, to find out the natural color of large rutile 
masses has been attained, and possibly whiter pigments 
will result from what has been learned about the complete 
oxidation of the original material. In any case, synthetic 
rutile has turned out to be a substance with remarkable 
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properties and one upon which the jeweler should seize 
for the creation of startling pieces; if he can stop think. 
ing of it as a substitute for or imitation of a diamond, 

The “titania” stones now being turned out may repre. 
sent only the beginning of an interesting series. They 
come in boules weighing 100 to 200 carats, general, 
smaller than the best of the corundums, and Linde has 
made some experiments in its production in rod form, 
Though black before a second treatment, they end up, 
when pure and fully oxidized, a pale straw color; approxi. 
mately the color of light cape or cape diamonds. This 
is the commonest type of material seen, and as would be 
expected there is a tendency to compare it with and sell 
it as a more brilliant imitation of a diamond. This jg 
unfortunate, for it has much more fire than a diamond has 
ever shown, and yet the comparison with diamond nat. 
urally comes to mind on seeing stones of this color. The 
almost white stones are, however, not quite white enough 
to closely resemble good quality diamond, and this js 
probably the reason that the material has not met with a 
more ready acceptance in the trade. 

A slightly different treatment (or the introduction of 
impurities to bring it about) makes rutile a stone of sey. 
eral colors. The National Lead Company now has two 
variants on the market, a lovely rich blue and a rich 
orange brown. The first hue resembles no other stone; 
the latter have the color of the best of the unheated Ceylon 


Spectrum from 
common glass. 








Spectrum from 
diamond. 








+ Spectrum from 
rutile. 














Diagram showing great dispersion of rutile prism as 
compared to common glass and diamond. Glass length 
equals |; diamond, 2, and rutile, 7. 


zircons. A combination of the blue and yellow gives a 
greenish stone. Overtreatment has been found to make 
a brown stone, but it is a brown which cannot be removed 
by further heat treatment. 

The remarkable properties of this material from the 
jeweler’s standpoint are two: first, it has a very high 
refractive index, and second, it has tremendous disper- 
sion. In reference to the first property, it should be re- 
called that it makes little difference (except for a slight 
change in the cutting angles), that its refractive index is 
higher than that of diamond, between 2.62 and 2.90; in 
comparison to diamond’s 2.42. In other words, both can 
be cut so that, if completely clear, both reflect practically 

(Please turn to page 158) 
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A.N.R. J. A. CONVENTION 
The Waldorf-Astoria, New York 
August 15, 16, 17, 18 
IMPERIAL PEARL SYNDICATE 

Booths 41 and 42 














OFFICES IN CONVENTION CITIES: 


CHICAGO: 5 No. Wabash Avenue ... Dearborn 2-2844 
NEW YORK: 607 Fifth Avenue... PLaza 5-6387 
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The Sky's the Limit 


WITH THIS PROMOTION 


by ARNOLD LANG 


A thousand balloons 
released one fine day 
brought fame (and 
customers!) to Roy’s, 


of Gastonia, N. C. 


Alfred Fried, manager of Roy’s, 
poses with some of the balloons 
which the firm released as a 
promotion stunt. Some were re- 
turned from towns 75 miles away. 


Ever HEAR of a jeweler using jnflation to 
gain good will? 

Not inflated currency, of course. Inflated balloons. 
Well—that was the technique of Alfred Fried, of Roy’s, 
Inc., Gastonia, N. C., and it succeeded in bringing the 
firm’s name before virtually every inhabitant of the town 
and resulted in much desirable publicity. 

The starting point of the promotion was the acquisi- 
tion of 1,000 balloons which had been printed with Roy’s 
name and slogan. In addition, Mr. Fried secured a tank 
of helium gas. 1.000 shipping tags and a supply of 
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string. On the tag was mimeographed the following 
message: “Present this tag within 60 days and receive 
your gift without any charge or obligation. Gift (writ- 
ten in here). Roy’s, Inc., Gastonia’s Largest Credit Jewel- 
ers.” 

Several days before the date set for the promotion 
small teaser ads began to appear in the local newspaper. 
These carefully avoided mentioning Roy’s and were de- 
signed to create a maximum of curiosity. Such phrases 


as “Gastonians, Be Alert! Watch the Sky! It’s Coming!” 


(Please turn to page 155) 
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Sorry Madam... 


there are no bargains in diamonds! 
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Sometimes quality merchandise goes on sale... along 


with the left-overs. But there is never a bargain price for 
diamonds. When you buy a diamond you get exactly what you 
pay for. Size alone is not the gauge. A fine diamond 

... like a Cardinal Bonded Diamond .. . can be 

worth twice the price of a poor stone. 


Because of their fine cut, color, brilliance and flawlessness, 
you will be proud to display ... and your customer will 

be proud to own, a Cardinal Diamond Ring. Actually 
bonded to guarantee its quality, workmanship and value. 
Cardinal Diamonds are ALWAYS fine diamonds. 





© Selling aids like these help you tell the ‘e 
Cardinal Bonded Diamond Ring story: - 


1. RADIO SPOT ANNOUNCEMENTS _ 
2. NATIONAL ADVERTISING — 
. 3. COUNTER DISPLAYS 7 
h : . *, 4. NEWSPAPER ADS — 
onded diamond rings > ae a 
“e 6. MAILING PIECES » 
“*-7. AD MATS .* 
CARDINAL DIAMOND SYNDICATE . — 
Bauman-Massa Jewelry Company, St. Louis . m) 
J. M. Bennett Company, Minneapolis “8 . 
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Old and New= 
A Traffie Building 


Combination 





I. IS POSSIBLE to produce a tasteful, attrac- 
tive jewelry store without spending a small fortune on 
architects, mahogany fixtures, five-thousand dollar elec- 
trical installations and the dozens of other items which 
have become near-““musts” in the past few years. As a 
matter of fact, Jere Beery, Orlando, Fla., jeweler, has 





done just that. Starting on practically a shoestring, he ' ' 

: : oa Exterior of Jere Beery's new store on the main 
has developed a highly attractive shop principally be- street of Orlando, Fla. Prior to move the shop 
cause both he and his wife possess and exercise good was located in an arcade on little-used street. 


taste. 
A long-time resident of Orlando (both he and his 
wife attended school there) Jere decided, upon leaving 
the Navy in 1945, to look around for a business which 
he could buy. His reconnaissance led him to a small by WALTER MOREY 


jewelry repair shop, located deep in the heart of an 


Interior of the Beery 
store. Merchandise is 
displayed in  conjunc- 
tion with the antiques, 
and, in many instances, 
antiques actually serve 
as display fixtures. 
Talented Mrs. Beery 
was responsible for 
tasteful arrangement. 
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SINCE 1877 


Like the Dependable 





Your Reliable Wholesaler .. Always 


CHICAGO: 55 East Washington St. 
DETROIT: 220 Bagley Ave. 
DENVER: 829 Fifteenth St. 


BLUEBIRD DIAMONDS AND CULTURED AND SIMULATED PEARLS. 
HAMILTON (ZONE 11, 12, 13, 14) RIBAUX AND REVERE WATCHES. 
NATIONALLY FAMOUS LINES OF JEWELRY, SILVER, CLOCKS AND 
ELECTRIC APPLIANCES. 
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arcade. Both Beery and his wife agreed that the ven- 
ture appeared to have possibilities, so they took it over 
and found themselves in business. 

The location, they found, was far from advantageous. 
Practically no one ever passed through the arcade on a 
clear day—only when it rained. Even then people rushed 
through, intent mainly on staying dry. But storms did 
bring traffic. For a while, at the beginning of their busi- 
ness career, the Beerys gloried in foul weather and on 
fine days anxiously scanned the skies for possible storm 
clouds. 

Although the other tenants in the arcade were such 
prosaic enterprises as warehouses, real estate offices and 
dressmakers, Mrs. Beery felt that the shop had possibili- 
ties. And although it was essentially only a repair shop. 
the couple began to stock a variety of gift items. As 
time went on. and customers did come in, it became ap- 
parent that they were mainly interested in old pieces. 
Instead of asking for modern giftwares customers would 
invariably ask to see some old piece of silver or china 
tucked away at the bottom of a shelf or behind a pack- 
ing case. Gradually, as this happened time and time again, 
the Beerys realized that although their location was hope- 
less for modern wares, it was excellent for antiques. 
Slowly but surely, as a stock of fine old pieces of china. 
silver, antique jewelry, etc., was acquired, the store de- 
veloped an exclusive atmosphere and—what was more 
important—an exclusive clientele. 

Both the Beerys had a working knowledge of antiques 
through treating the subject as a hobby. And when an- 
tiques suddenly became their business they attacked the 
matter in earnest. For months they read, absorbed, 
searched, peered and groped. In short, they crammed 
their heads with virtually every fact they could learn 
about antiques of almost every description. And as they 
inquired and added to their stock, their shop fast be- 
came a sort of “collector’s center.” In order to keep 
things straight it was necessary to resort to card in- 
dexes—both on antiques and on the collectors of an- 
tiques. The couple discovered, not at all to their sur- 


Another view of the interior of 
the Jere Beery store. An _ extra- 
ordinary amount of attention is 
paid to the display of each item. 
every piece being arranged in a 
setting which will give it the 
maximum amount of prestige. Note 
use of flowers throughout store. 
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prise, that fine jewelry and fine antiques do mix—one 
enhancing the other. With this in mind, and with , 
planned objective, they started to increase both thei; 
jewelry and antique stocks. 

Although Jere Beery had, from the outset, learned g 
considerable amount about jewelry repair, and wag 
studying, together with his wife, virtually everything pos. 
sible about antiques, he felt that he should be much bet. 
ter informed about gems and jewelry. Consequently, he 
enrolled in the correspondence course offered by the 
Gemological Institute of America, under the G. J. Bil) 
This, together with his other activities, left him very 
little free time. He was literally “living” his business, | 

Although the arcade location was proving splendid fo; 
the antique jewelry, silverware and china business, and 
was not by any means overcrowded, an opportunity for 
a “‘better” location suddenly presented itself and was too 
attractive for the Beerys to resist. A store had become 
available on the main street of Orlando and the couple 
reasoned that it would be more advantageous. Although 
their established clientele was content to hunt them down 
in the arcade as in some sort of a game, it seemed prob. 
ably that new customers would be easier to get in a more 
central location. 

Although the Beery’s business had been steadily pros. 
pering, it had, after all, developed from a tiny repair 
business. There was no large amount of capital on hand 
to make elaborate changes in the new store. It was strict- 
ly a case of operating on a shoestring. 

The arcade shop had boasted only two display cases. 
The Beerys decided that they would be enough. Substi- 
tuting taste for capital, they designed and built simple 
wall shelves for the new store, and set up additional dis- 
plays by employing their collection of antique furniture. 
Their one “luxury” was the purchase of rich velvets, in 
unusual colors, for display windows and other locations 
throughout the store. 

Perhaps the most impressive aspect of the Beery’s 
store is the extraordinary amount of attention devoted 


(Please turn to page 150) 
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With Railroads stretching in every 
direction over-night service’ may be 
had in practically any city or town 
within a radius of 1000 miles. 

Because of our additional Service 
Branches at Detroit, Nashville, Denver 
and Dallas, the A. C. Becken Co. with its 
big lines, is in a better position to serve 
you than any wholesale jeweler in America. 

“Buy from Becken—and get the best’ 
in service, as well as merchandise at 











fair prices. 


6. Beckon, G0 
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Massed Watch Display 
Equalizes Turnover On All Lines 





Concentrated display helps develop customer watch-consciousness at Merrill's. 


, 

ih HROUGH changing from standardized watch 
display methods to another on which watches “sell on 
their own merit” we have found that we can equalize 
turnover more equably among the many lines carried. 
as well as increasing sales on the entire inventory. 

We are operating on the theory that the general public 
is not too greatly brand-conscious when it comes to 
watches, and that 90 per cent of the watches sold nowa- 
days not only as gifts, but for the customer’s own use, 
are selected on appearance, plus the store’s guarantee 
that they will give excellent service. For this reason, we 
have de-emphasized the brand factor in all watch dis- 
plays, and instead, have set up a potent “mass display” 
which has shown excellent results. 

When our watch inventory returned to normal pre- 
war standards, we made a survey of all display space in 
the store, in order to determine whether too much space 
was being given to any item, in relation to its profit to 
the store. This determined almost immediately that too 
small amount of case and wall display case, space was 
being given to watches, whereas the costume jewelry 
department, with its much smaller overall profit, con- 
sisted of one large 6-foot case on the right side of the 
store. The natural change to make here was inferential; 
therefore, what was formerly the costume jewelry case 
is now devoted entirely to a large display of men’s and 
women’s watches. 

When we elected to thus transform the case into a 
watch department, we found it necessary at the same time 


136 


by T. E. LILLY 
Merrill’s, Portland, Me. 


to develop a new form of watch tray, which would pro- 
vide more visibility than the former flat-plane variety. 
These, we believe, have little or no display value unless 
the customer is standing directly over the watch case, 
and looking down. Therefore, our next step was to en- 
large the display capacity of the case, while at the same 
tyme producing some type of tray which would give 
more visibility to watch faces from some distance away. 

This we accomplished with the type of tray shown 
in the accompanying photograph. All of the trays, ex- 
cept those intended for pocket watches, bands, lapel 
watches and other styles, consist of double rows of gray 
fabric-covered ridges, each resembling a “hummock” 
with the long, sloping side, facing toward the front of 
the case. Slits are provided at the bottom of each ridge 
which makes it possible to slip the watchband in, and 
to give the watch the same appearance as if on the cus- 
tomer’s wrist. 

The case is divided into two mass display sections, 
with three tiers of permanent platforms in the center, 
which are the only parts of the display changed regu- 
larly on a weekly basis. All “high-style” women’s watches 
are shown here, as are new designs, as rapidly as they 
are received, deluxe watch bands, and accessories. On 
the right side of this unit are ten trays devoted entirely 

(Please turn to page 186) 
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“Refreshing new Universal Geneve designs 


inspired by nature herself” 
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in the Bois de Boulogne % 
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, Inspired by the graceful pattern 
. of the rippling sands at Cannes 
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Shown in Geneva, at ““Montres et Bijoux” 
and introduced in the United States 

at Washington’s foremost fashion show, 
“The Fashion Party,” by 

AUSTINE 


and MRS. GLADSTONE WILLIAMS. 


UNIVERSAL 


GENEVE 


This fall, Universal Genéve will present 
many original and extremely beautiful 
_ designs to add new verve to milady’s costume. 
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Winter scenes, such as these, are particularly attractive to Christmas card customers 
who buy in midsummer. These include (left to right) ‘Forest Cathedral" by Eyvind Earle 
(irene Dash Greeting Card Co.); "Winter Covey" by William J. Schaldasch (American Artists 
Group) and “Homecoming Sleigh" by John O'Hare Cosgrave II (Designers & Illustrators). 





Nell Christmas Cards in July ¢ 


Why Not? The Market's There 


I. CREATING extra traffic and adding new 
customers to your lists are among your chief reasons 
for featuring Christmas cards after mid-September, why 
not do the same thing—with the same results—during 
the summer weeks when jewelry and gift sales especially 
need a livening influence? Actually, there is no reason 
why your store should not enjoy two holiday seasons in- 
stead of only one! Since virtually everybody sends 
Christmas cards, and selecting one’s personalized greet- 
ing is generally the first item on the holiday shopping 
list, a dramatic advance promotion of this universally 
appealing commodity will help put your customers in the 
mood to start making major purchases of Christmas gifts 
early, to the profit of your entire store. 

The jeweler who wants to make his Christmas card 
operation really count for something should ask himself 
three questions: 

1. Is he presenting the quality of cards best suited 
to attract the type of trade he wishes to cultivate and to 
produce profitable unit sales? 

2. Is his manner of presentation and promotion suf- 
ficiently dramatic to yield the best returns in sales, traf- 
fic, and publicity? and 

3. Is he starting his Christmas card promotion early 
enough to gain the largest possible volume of sales (direct 
and indirect) and to insure the highest quality of service? 

The class of customer who buys in your store prob- 
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For those who prefer the more sophis- 
ticated type of Yuletide greeting, 
cards by Lucille Corcos (Irene Dash 
Greeting Card Co.) fill the bill neatly. 
This one is "Christmas Promenade." 
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Another MELE triumph .. . for you! 


The THORENS Swiss Musical Movement, 
celebrated for more than a century, ts now an 
integral part of each Mele Musical Jewel Box 


retailing from $6.95. 


The Thorens Musical Movement is world- 


renowned for its pure, symphonic-like tones 





and recognized dependability. This is another 


reason why jewelry stores everywhere will be STYLE 54 Musical Jewel Box. Genuine 
even prouder to sell Mele Musical Jewel Boxes. Leather. Aniline-Dyed. Suggested Retail: $9.95. 
On Exhibit at THE EXPOSITION, Write for new, complete, fall 
Belmont Plaza, Booth 79, August 16-19. Mele Jewel Box Catalogue. 


MELE MANUFACTURING CO. INC. 
366 Fifth Avenue, New York 1, N. Y. Established 1912 
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ably spends anywhere from $20.00 to $100.00 each year 
for personalized holiday greetings. If you keep the 
level of your operation too low, or make only half-hearted 
efforts to play up the beauty and distinction of the fine 
cards you carry, many of your customers will spend this 
money elsewhere. Besides this, you will lose the unique 
opportunity an ideally effective Christmas card display 
provides to acquaint the widest possible audience with 
the fact that you have beautiful merchandise at reason- 
able prices, sold with superior service. Many people 
you would like to have as regular customers may hesitate 
to visit a fine jewelry store except on the rare occasions 
when they have precious jewelry or expensive silverware 
to buy. You can get them into the store and make 
them feel at home thereby inviting them to see an at- 
tractive exhibition of new Christmas cards originated by 
foremost American artists and representing outstanding 
value. 

This year, for the first time, several leading Christmas 
card publishers are not only making their personal greet- 
ing books available to the jeweler in July, but are also 
offering, as an added implement for early promotion, 
fascinating assortments of cards, handsomely packaged 
as “home preview collections.”  Attractively printed 
double mailing cards have been prepared by these pub- 
lishers for the jewelers’ use in announcing the home se- 
lection privilege to his customers, particularly those who 
either live at a distance or are spending the summer out 
of town. These cards enable the merchant to secure 
their customer’s authorization to send the preview 
collections along to them. 

There is a growing trend toward the earlier selection 
of holiday greetings. (This is recognized by the house- 
to-house canvassers who usually start their solicitations 
in July.) The discriminating public has found through 
experience that it is unwise to wait until the last minute 
to choose cards to be imprinted with the sender’s name. 
Often the particular design the late purchaser would pre- 
fer has already been sold out, and service, in the rush 
weeks just preceding Christmas, has proved disappoint- 
ing. Your customers will appreciate your giving them 
an opportunity for leisurely selection from full assort- 

(Please turn to page 183) 





In the traditional vein, with a modern touch, are (left to right) 
"Romantic Sleighride" by Eyvind Earle (Irene Dash); “Couple 
Skating" by Elmer Jacobs (Designers and Illustrators), and 
"Through a Victorian Window" by Dorothy Simmons, publisher. 














Another whimsical greeting card by 
Lucille Corcos (Irene Dash) is en- 
titled "Tobogganing With Santa.” 


Unusual Christmas card designs by noted American artists are 
“Cherub Greetings" by Cecelia Staples and "Chiming Bells" by 
Eyvind Earle (both from Irene Dash). More traditional in mood 
is “Holiday Eve" by John Whorf (from American Artists Group). 
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The Only System Completely Without Friction. 





ERISMANN-SCHINZ, S. A., Fabrique du Grenier, 
LA NEUVEVILLE, SWITZERLAND 
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ard System of Gem Identification 


Designed to facilitate the identification of gemstones, this 


punch card system, given the known properties of a stone under 


question, eliminates the need of constant reference to tables. 





No: many decades ago the identification 
of gem stones was a problem the skilled expert alone 
felt qualified to solve. Even he frequently made mistakes 
by relying too much on the general appearance of the 
stone and not enough on scientific tests. Now. however. 
instruments are available which enable the average 
jeweler to make his own tests for gem identification. 
With a small amount of training he can become proficient 
in their use and identify gem stones more rapidly and 
with greater precision than the expert of a century ago. 


A few tests usually suffice for identification. They are 
the refractive index, obtained with the refractometer: 
the determination on a polariscope as to whether the 
stone is isotropic or anisotropic (singly or doubly re- 
fractive) ; the color; and the specific gravity. If the stone 
can be scratched the hardness is a valuable property. 
On a few, unusual features such as opalescence, play of 
colors, or asterism will be observed and may be im- 
portant as identifying criteria. The advanced student 
using a polarizing microscope can determine whether a 
stone is uniaxial or biaxial and optically positive or 
negative. 

If each of these properties has been carefully observed, 
the worker has all the necessary information at hand for 
identification. With the first three he can determine most 
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by CORNELIUS S. HURLBUT, Jr. 


Harvard University, Cambridge, Mass, 


Fig. |. The card representing a certain 
stone has notches cut to the edge under 
the particular properties of that stone. 


Fig. 2. Metal rod is pushed through the 
stacked cards in the hole representing 
the property to be considered. Raising 
rod allows all notched cards to fall out. 





of the stones he is likely to encounter. Some rarer stones 
will require the determination of further properties. The 
jeweler then usually turns to tables of the various proper- 
ties to make the final determination. This is sometimes 
a tedious job and the Gem Identification Cards described 


(Please turn to page 162) 
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TRAYS 


e>s THAT MEANS mol vortars IN YOUR CASH REGISTER 


Maybe it’s because the beautiful simulated wood finish of Hasko Trays 
is sO attractive! 
Maybe it’s because one woman tells another how useful Hasko Trays 
are for serving and entertaining! 
Undoubtedly national advertising in five great magazines with a 
total circulation of over 24,000,000 has a lot to do with it! 
. But whatever the reason, the fact remains that a lot of 
women buy Hasko Trays and matching accessories .. . 
NEW DESIGNS! NEW ITEMS! See us and the Hasko Tray dealer turns a neat net profit. 
at Booth 440 . . . Atlantic City 


Is your cash regi ingi 
Mueummasen thew . . . dite CAS your cash register ringing the merry music of Hasko 
Tray sales? It can, you know. 





Write Today for the Complete New Hasko Catalog. 





HASKELITE MANUFACTURING CORPORATION, Dept.JC Grand Rapids 2, Mich. 


Sales Representative in: New York, Chicago, Philadelphia, Detroit, 
St. Louis, Dallas, Atlanta, Los Angeles and Portland, Oregon 


Beautiful Hasko Trays are produced in a wide variety of sizes, pine cag and bebe sets with nan gta os selling ———_ 1 

i TT rg ' f set com- matching designs are the newest 1askO napkins in matching e- 
finishes and designs. They are packed in a number of se idea in smart serving. Sets include signs, conveniently packed in 
binations, priced to sell at from $1.79 to $3.95. Illustrated is four trays and four or eight clear smart, plastic-covered boxes. Lunch- 
‘Flying Ducks’’ design. shell tumblers. Retail from $3.50 eon or cocktail sizes, retail at 


to $5.95. Hunt Scene illlustrated. $1.00. 


Eye-Catching displays for tray sets and tray and tumbler sets 


DISPLAY AND ADVERTISING MATERIAL supplied free! Designed to take small counter space . . . do a 


big selling job. Also newspaper advertising mats. Full informa- 
tion with your catalog. 
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“STOCK RECORD CAMERF 


‘‘Answer to a 


25-Year Need’~ 


James G. Donavan 
Vice President of 
Donavan & Seaman's 
Los Angeles, Calif. 


Useful to all Jewelers to 
@ COMPLETE STOCK RECORDS 


— Maintain accurate stock registration system 
with this useful camera. 


* RECORD SALES — Photo of merchandise 
permanently filed with customer name, pur- 
chase date. Valuable also for added protec- 
tion with appraisal and insurance papers. 

e SHOW DESIGNS — When customer can- 


not find what he wants in stock, help him 
choose something in your store by showing 
other merchandise designs which you know, 
and can quickly obtain. 






Cu Cort ze 
Left: Actual photo of ~ " 
stock taken during test 
period at Donavan & 
Seaman's retail store 


in Los Angeles. 


Rend 


” 
me: 


. He 

ee 

‘ ; eee 
3S Sass 


Total price, ,. 3 Se 
complete a = 
with velvet =‘ 
covered 


pad $85.00 
Foolproof... Easy to Use... Inexpensive 


Ready for instant use — automatically focused built-in light 
source. To operate, simply place merchandise in box on pro- 
vided tray, press cable, hold 4 seconds, release. Uses standard 
120 film; 8 exposures. Prints made inexpensively at your corner 
drug store; enlarging costs nominal. 6 fo 8 pieces economically 
photographed at once. Camera itself fraction of cost of avail- 
able similar custom-made equipment. Complete, $85.00 
ORDER YOURS TODAY. FOR QUICK DELIVERY, USE COUPON. 
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[] Send me one Stock Record Camera, complete, at $85.00. 


[] Check for $ enclosed. [_] Send C.O.D. (plus 
shipping costs). 


[] Send me folder describing all G.1.A. gem-testing instruments. 


FIRM 





NAME 

















STREET CITY ZONE___STATE 


GEMOLOGICAL INSTITUTE OF AMERICA 
541 S. Alexandria Ave., Los Angeles 5 





| be answered in this department each month by 
| Dixon, one of America’s topnotch display experts whose talents 
| have been brought to a focus on the jewelry field. 
| already well known to JC-K readers as the author of many 
| Stand-out articles on jewelry store display. 














| Can You Help Me? 


My Display Problem |, 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display wil] 
Miss Virginig 


Miss Dixon is 


bree can | obtain some sort of display fixture fo; 

showing three-piece dresser sets to good advantage? 
We have a number of sets in both silver and enamel which 
we would like to push, but it seems very difficult to dis. 
play them well. Also would like to get some attractive 
fixtures for showing individual necklaces and pin and 
earring sets.—F’. S. T. 


A nswer—tThe most practical unit for showing dresser 
sets that I have seen is one designed and manufactured 
by Reutter Displays, 147 Summer Street, Boston 10, Mass, 
This unit, velvet covered, holds the three pieces in an 
upright position with inconspicuous velvet covered clips. 
It is available both with a backing extending to the top 
of the mirror or just high enough to adequately support 
the pieces. If you want to do a real promotion on dresser 
sets, why not set up a small dressing table top in the 
window (raised from the window floor about five or six 
inches), covered in some attractive fabric—chintz or 
dotted swiss or taffeta—hang a dressing table mirror be- 
hind it and flank it with a number of the display stands 
featuring as many sets as you wish to show. Show your 
most attractive set on the dressing. table with perfume 
bottles, a small vase of flowers, a jewel box spilling its 
contents and any other items which will add to the human 
interest effect. 

Reutter Displays also have an excellent selection of 
necklace, bracelet, brooch and earring stands . . . mostly 
velvet covered, some with lucite clips and stands. An 
earring stand of three concentric circles of velvet is a 
nice change from the fence type earring stand. For fine 
handbags, choice silver pieces, compacts, and so forth. 
they have a selection of velvet covered easels which would 
enhance the merchandise as well as protect it from 
scratches and mars. 


Bay you tell me a good source for mannikin forms. 


I would like to get a head and shoulders form or 


| possibly one extending to the waist. It seems to me the 


combination of jewelry with the form and lengths of 
dress fabrics should make for a dramatic display which 
could be varied sufficiently with changes in colors and 
kinds of fabric used to “dress” the figure.—M. T. 


Answer—tThis is an excellent idea and should give 
you a most dramatic display. Really good mannikin 
forms are rather expensive, but any used in a jewelry 


window should be of the best. The head and shoulder 


| forms—millinery fixtures really—would be less costly 
| and if well modeled would be very effective. A half-figure 


| 
| 


with arms—if you have the space—would of course be 
very wonderful—but they are costly and would require 


_ very careful dressing or draping. Two of the best manni- 


_ kin houses are the Greneker Corp., 250 West 54th Street, 
| and D. G. Williams, Inc., 498 Seventh Avenue, both New 


K7 i. 
” York. 
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Write to them for further information. They may have apply it smoothly and evenly without streaks or join 


some special composition figures which would be even marks. It dries in twenty minutes and washes like por- 
better than the purely realistic model. Something rather celain and its fourteen colors are fade-proof. Wonderful 
stylized in treatment would, I believe, be most effective for store and window decoration where time is such a 
for jewelry display and less tiresome if it is to be used factor. 
almost constantly. A simple little plastic card holder just put on the 
market has the euphonious name of “Weasel Easel.” In 
SHOPPING NOTES two sizes—3 in. x 4 in., to hold cards up to 14 in. in 
Laverne Originals, 225 Fifth Avenue, New York 10, height, and 1 in. x 14 in. to hold cards up to 4 in. in 


whose Marbalia 


such wide use in both decorating and display, now have 
fabrics in coordinated designs to these and their other 
lovely patterns. They will send a complete brochure and 
samples on request. Their designs are very unusual and 
come in an absolutely amazing array of colors and color 
combinations. They have the character and charm needed 
for jewelry display. 

If you want some humorous little settings for golf, 
hunting or fishing motifs—or circus clowns—look into 


height. The holders are quite inexpensive and should be 
handy for keeping display signs neat and trim. These 
are from Plastic Fabricators Company, 440 Sansome 
Street, San Francisco 11, Calif. 

Something new that your display supply house should 
have is Expanded Paper—a sort of lacy-like openwork 
effect described as a three dimensional surfaced material. 
Can be used “as is” for screens, panel mountings or cut in 
ribbons for bows, or to make foilage effects. It is flame- 
proofed and available in five colors. Manufactured by 


and Wood Exotic papers have found 


the little figurines of the North Side Statuary Company, Research Products Corporation, 1015 E. Washington 
1316 Clyborn Ave., Chicago 10, Ill. Figures are about Avenue, Madison 10, Wis., who also offer an expanded 
8 inches high, hand-painted and have turnable and inter- aluminum foil. 


changeable heads to achieve a variety of expressions. The 





firm will send a circular showing their complete line on 


request. 


One of the world’s most famous gems, the Florentine 


They keep doing more and more wonderful things diamond (1391 carats) was lost by Charles the Bold 
with paint. Now, the Glidden Company of Cleveland, in the battle of Morat in 1476. It was found by a Swiss 


Ohio, announce their Spred-Satin, the result of some ten peasant who thought it was a piece of glass and sold it 
years of experiment and research. The paint is said to for the equivalent of 40 cents. It is valued today at one 
flow and knit so evenly that the veriest amateur can million dollars. 
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NACJ Convention 


(From page 116) 


workmanship of watch repairers and raise the standards 
of the watchmaking and watch repairing profession. 

The afternoon session of NACJ’s one-day convention 
program will begin at 1:45 p.m. with a symposium on 
jewelry store promotions. David Field, Editor of The 
Jewelers’ News-Letter, recognized for his well rounded ex- 
perience in the jewelry business, especially in sales, adver- 
tising and promotion, will act as moderator. Others who 
will participate in the forum, presenting five-minute talks, 
will be: Leonard L. Simons of Simons-Michelson Co.: 
Ken Matsumoto. Ken Matsumoto & Co.; Martin Surnamer 
of S. J. Surnamer Co.; Philip R. Kahn of Metro Associ- 
ated Services. Inc.; Edwin Freed of Edwin Freed, Inc.: 
Leon S. Wayburn of Luckoff Wayburn and Frankel, and 
M. A. Shickman of Victoria Advertising Co. 

Martha Percilla, fashion director for the Jewelry In- 
dustry Council, is scheduled to speak at the afternoon 
session on the topic “Fashion as a Salesman.” She will 
outline the success of the Council’s efforts in promoting 
jewelry fashions through a variety of media and tell of 
the plans now in progress to develop style as a sales force 
in the jewelry field. 

The final session of the afternoon will be devoted to a 
topic of major importance to every credit jeweler—credits 
and collections. The speaker will be R. M. Sevea, mana- 
ger of the Retail Credit Bureau of Greater New York, 


formerly in charge of installment selling for R. H. Macy 
& Co. . 

Although the formal NACJ convention program calls 
for only one day of concentrated forums and talks, those 
jewelers faced with specific business problems will haye 
an opportunity, throughout the entire four-day period. 
to confer with experts in a number of important fields 
Special NACJ “Retailer Clinics.” successfully introduced 
two years ago, will again be available, and jewelers regis. 
tered for the convention will be given the opportunity to 
confer privately with men who know the answers about 
many important aspects of jewelry retailing and store 
operation. Carl W. Peterson, one of the recognized au- 
thorities in the U. S. on jewelry store design. will answer 
any and all questions relating to store modernization and 
design; Dr. Richard M. Clewett of the marketing and 
retailing department at Northwestern University will 
stand ready to help retailers iron out problems connected 
with the merchandising aspect of their businesses, and 
Major Dana C. Beatty of the NACJ staff will be available 
for consultation on problems encountered in connection 
with leases and store occupancy. 

The annual banquet of the National Association of 
Credit Jewelers will be held on Wednesday evening, 
July 27th, at the Palmer House. Departing from its usual 
no-speaker custom, the organization announces that Vice 
President Alben W. Barkley will be guest of honor and 
deliver an address. 

From advance indications, attendance at the 1949 Na- 
tional Jewelry Fair should be excellent. Early in May 
advance registration blanks were mailed to NACJ mem- 





18 West 56th Street 





CULTURED PEARL NECKLACES 


AND ALL SIZES OF LOOSE 
PEARLS FOR MOUNTINGS 


L. BORRELLI Corp. 
Direct Importers of Finest Quality Cultured Pearls 


Selections Sent on Approval 


Tel. CIrcle 5-4267 


New York 19, N. Y. 








Sean . 
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bers and others and, in addition, advance registration 
blanks were provided in quantity to all exhibitors who 
requested them. Imprinted with the exhibitor s name, 
these were sent to all retailer accounts. By mid-June 
several thousand applications for advance registration 
badges had been received by William Wagner, NACJ 
executive secretary. At that time it was estimated that a 
creater number of retailers and retailers’ representatives 
would attend than did last year when nearly, 4300 were 
checked into the exhibit areas. 

National Jewelry Fair exhibits will be open longer than 
in the past—in addition to the Monday-through-Thursday 
period a special Sunday preview is scheduled for July 24th 
from 4:00 p.m. to 9:00 p.m. Exhibit areas will be open 
to all registered jewelers and buyers in attendance be- 
tween these hours on Sunday, from 9:00 a.m. to 9:00 
p.m. on Monday and Tuesday, from 9:00 a.m. to 6:00 
p.m. on Wednesday (because of the banquet), and from 
9:00 a.m. until noon on Thursday. Another departure 
from previous practice is that exhibit areas will remain 
open continuously from opening hours until the evening, 
with no closing between noon time and 2:30 as in the 
past. 

The floor plans and list of exhibitors accompanying 
this article provide detailed information on the location 
of all exhibitors at the National Jewelry Fair. Exhibits 
will be located in the main Exhibition Hall (basement). 
the Normandie Lounge and Grand Ballroom (second 
floor). and on the fifth and sixth floors of the Stevens. 
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OLD MINERS 


Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries. inc. 
DIAMOND CUTTERS & IMPORTERS 


535 FIFTH AVENUE 
NEW YORK 17, N. Y. 


ANTIQUE JEWELRY RE-PURCHASED JEWELRY 


NACJ Exhibitors 


(From page 118) 


Federation of Swiss Watch Manufacturers, New York. N. Y.— 
2nd Fi. B. 265, 266, 273, 274. 

Fiddelman, J. & Son, Inc., New York, N. Y.—Suite. 

Firman Leather Goods Corp., New York, N. Y.—2nd FI. B. 231. 

Fisher, A. Edward & Company, Inc., New York, N. Y.—Ex. 
H. B. 98, 99. 

Flex-Let Corporation, New York, N. Y.—Ex. H. B. 143, 144. 

Forever Yours Ring Co., New York. N. Y.—2nd Fi. B. 279, 
Room 546A. 

Forman Family, Inc., Brooklyn, N. Y.—Ex. H. B. 147, 148. 

Freed, Edwin, Inc., New York, N. Y.—2nd Fl. B. 223, 224, 225. 

Freed, Edwin Advertising, New York, N. Y.—2nd Fl. B. 222. 

Freedman, Marvin J., Inc., Buffalo, N. Y.—Ex. H. B. 9. 


G 


Gailstyn Company, Inc., The, New York, N. Y.—2nd FI. B. 238. 

Garne Jewelry Company, New York, N. Y.—Ex. H. B. 141, 142, 
Room 504A. 

Gay Bee Jewelry Company, Chicago, IIl.—2nd Fl. B. 205, 
Rooms 528A, 530A. 

Gay-Fad Studios, Inc., Lancaster, Ohio—Room 657. 

General Electric Company (Appliance Dept.) Bridgeport. 
Conn.—Ex. H. B. 121. 

General Electric Company (Electronics Dept.) Syracuse, N. Y. 
—Ex. H. B. 122. 

Goodman & Company, Indianapolis, Ind.—Ex. H. B. 24. 

Gorman Company, The, Providence, R. I.—Suite. 

Griffon Cutlery Works, Inc., New York, N. Y.—2nd FI. B. 204. 

Gross, J. H. & Company, Cleveland, Ohio—Rooms 533A 534A. 


H 


Haas-Jordan Co., Toledo, Ohio—2nd Fi. B. 219. 
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Hamilton Ross Industries, Chicago, Ill.—2nd Fl. B. 253, 254. 

Hamilton Watch Company, Lancaster, Penn.—Ex. H. B. 114, 
131. 

Hampden Chain Co., Providence, R. I.—Room 537A. 

Helbros Watch Company, Inc., New York, N. Y.—Ex. H. B. 
71, 72, 81, 82. 

Heller, L., & Son, Inc.. New York, N. Y.—Ex. H. B. 79. 

Hirsch, A., Company, Chicago, IIl.—Ex. H. B. 21. 


I 


Imperial Lamp and Shade Company, Philadelphia, Pa.—2nd 
Fl. B. 252. 

Imperial Pearl Syndicate, Inc., Chicago, IIll.—Ex. H. B. 90, 107. 

International Silver Company, The, Meriden, Conn.—Royal 
Skyway Suite (23rd Floor) 

Iskin Manufacturing Co., Inc., Philadelphia, Pa.—Ex. H. B. 18. 


J 


Jacques Kreisler Mfg. Corp., North Bergen, N. J.—Ex. H. B. 
88, 89, 108, 109, Rooms 505, 507. 
Jewelers’ Circular-Keystone, New York, N. Y.—Ex. H. B. 64. 


K 


Kagan, J. J. & Company, Los Angeles, Calif.—2nd Fl. B. 211. 

Kahn, L. & M., Co., New York, N. Y.—Suite. 

Karp, David Company, Inc., New York, N. Y.—Room 509A. 

Karpeles Rosary Company, Lid., Providence, R. I.—Ex. H. B. 
22. 

Katz, Frank M., Inc., New York, N. Y.—2nd FI. B. 214. 

Kaufman, Bert L. Company, New York, N. Y.—2nd FI. B. 305. 

Kaufman, Jack L., Inc., New York, N. Y.—P. D. R. 21 (4th 
Floor) 

Kaylan Cutlery Company. Syracuse, N. Y.—2nd Fl. B. 220. 

Keen Displays, Cincinnati, Ohio—2nd FI. B. 257. 

Keg-O Products Corp., New York, N. Y.—2nd Fl. B. 235. 

Ken Matsumoto & Co., Cincinnati, Ohio—2nd Fl. B. 306. 

Keystone Silver, Inc., New York, N. Y.—2nd Fl. B. 249, 250. 

Kingston Watch Company, New York, N. Y.—Ex. H. B. 145. 

Kinsley Jewelry Mig. Co., St. Louis, Mo.—2nd FI. B. 227. 


Korn, William & Company, Buffalo, N. Y—2nd FI. B. 309, 30] 
302, 303. 

Kramer Jewelry Company. New York, N. Y.—Ex. H. B, 149 
Rooms 560A, 561A. 

Kushner & Pines, Inc., New York, N. Y.—Rooms 601, 602. 


L 


Lackner Company, Inc., The, Cincinnati, Ohio—Ex. H. B, 14 

Lampl, Walier, Inc., New York, N. Y.—Room 611A. 

Landau, Max & Company, New York, N. Y.—Room 553A, 

Landeker Company, St. Louis, Mo.—2nd FI. B. 201. 

Lehman Brothers Silverware Corp., New York, N. Y.—E, 
H. B. 123, 124. 

Leif Brothers, New York, N. Y.—Ex. H. B. 47. 

Life Magazine, New York, N. Y.—2nd Fl. B. 200. 

Lifton, Harold Co., Inc.,. New York, N. Y.—2nd FI. B. 251. 

Linde Air Products Company, The, New York, N. Y.—E,. 
H. B. 55, 56. 

Lipschutz, J. & Co., Inc., New York, N. Y.—Room 658. 

L. M. D. Jewelry Mfg. Corp., New York, N. Y.—2nd FI. B. 246. 

Longines-Wittnauer Watch Co., New York, N. Y.—Ex. H. B. 42, 
43, 62, 63. 

Louis Watch Company, Inc., New York, N. Y.—Suite. 

Luckoff, Wayburn & Frankel, Detroit, Mich.—2nd Fl. B. 247, 
248. 

Luria, L. & Son, Inc., New York, N. Y.—Ex. H. B. 139, South 
Ballroom (3rd Floor). 


‘ye 


M 


Mahan, Harry B. Company, Indianapolis, Ind.—2nd FI. B, 295, 
296. 

Manchester Silver Company, Chicago, Ill.—2nd Fl. B. 230. 

Manhattan Novelty Corp., New York, N. Y.—Room 502, 504. 

Manheimer Watch Company, Chicago, IIll.—Ex. H. B. 125. 

Mautner Company, The, Inc., New York, N. Y.—Ex. H. B. 15, 
16, 17. 

McGraw Box Company, Inc., McGraw, N. Y.—2nd FI. B. 202. 

Meeker Company, The, Inc., Joplin, Mo.—Ex. H. B. 12, 13. 

Metro Associated Services, Inc., New York, N. Y.—2nd FI. B. 
244. 
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Platinum Watch Cases 


of Distinction 


First on the list of fine jewelers seeking exclu- 
sively styled Platinum watch cases and attachments. 


Qnank Devine & Co. Inc. 


48 West 48th Street 


New York 19, N. Y. 
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Monarch Watch Co., Inc.. New York, N. Y.—Ex. H. B. 140. 


N 


Nastrix Watch Company. New York, N. Y.—Rooms 535A, 
6A. 
aan Silver Company. New York, N. Y.—Rooms 512, 513. 
New Haven Clock and Watch Company, The. New York, 
N. Y.—Ex. H. B. 53, 54. 
New Hermes Engraving Machine Corp., New York, N. Y.— 


ond Fi. B. 310. 


O 


Ollendorff Watch Company, New York, N. Y.—Ex. H. B. 116, 
117, 128, 129. 

Olympic Luggage Corporation, Kane, Pa.—2nd FI. B. 289. 

Oneida Community, Limited, Oneida, N. Y.—Ex. H. B. 70, 83. 

Ostby and Barton Company, Providence, R. I.—2nd Fl. B. 260. 

Otis Company, Providence, R. I.—2nd FI. B. 311. 


P 


Pacific Mills, New York, N. Y.—2nd FI. B. 228, 229. 
Pakula & Company, Inc., Chicago, Ill_—Rooms 515A, 517A. 
Paramount Wedding Ring Co., Chicago, IIl.—Suite. 
Parker Pen Company, The, Janesville, Wis.—Ex. H. B. 96, 97. 
Paulson, Henry & Company, Chicago, Ill.—2nd Fl. B. 255, 256. 
Pennino Brothers, Inc.. New York, N. Y.—Room 532A. 
Pevsner, Leo & Company, Chicago, IIl.—2nd Fl. B. 216. 
Pierce Watch Company, Inc., New York, N. Y.—2nd FI. B. 276. 
Plainville Stock Company, Plainville, Mass.—Room 612. 
Phillips Buttrick, Inc.. New York, N. Y.—Ex. H. B. 49. 
Phinney Walker Company. New York, N. Y.—Ex. H. B. 50. 
Polishook, K. & Son, New York, N. Y.—2nd FI. B. 286. 
Polumbaum, Richard Company, Inc., New York, N. Y.— 
Rooms 512A, 513A. 
Pond, A. H. Company. Inc., Syracuse, N. Y.—Ex. H. B. 23, 
Room 509. 
R 


Reich, M. A. & Co., Buffalo, N. Y.—Ex. H. B. 57, Room 501. 


Remington Rand, Inc. (Electric Shaver Div.), Bridgeport, 
Conn.—Room 557A. 

Rexon, Inc., New York, N. Y.—Ex. H. B. 51. 

Richie Premium Corporation, New York, N. Y.—2nd FI. B. 278. 

Rico Leather Specialty, Inc., Chicago, Ill.—2nd Fl. B. 297. 

Robbin Products, Los Angeles, Calif—2nd Fl. B. 207. 

Robbins, J. W. Company. New York, N. Y.—2nd FI. B. 236. 

Rogers, Wm. A. Limited, Oneida, N. Y.—Ex. H. B. 68, 85. 

Roman Silversmiths, Inc., New York, N. Y.—2nd FI. B. 230. 

Ronson Art Metal Works, Inc., Newark, N. J.—Ex H. B. 126, 
127. 

Rothman & Schneider, Inc., New York, N. Y.—Rooms 618A, 
619A. 

Royal Typewriter Company, Inc., New York, N. Y.—2nd FI. 
B. 210. 


Rubin, Herman S. Company, Chicago, Ill.—Room 516. 
Rulon Watch Company, New York, N. Y.—2nd FI. B. 298. 


S 


Sarkin, David, Inc., New York. N. Y.—Room 551A. 

Savoy Watch Company, New York, N. Y.—Suite. 

Schuman & Donchi, Inc., Newark, N. J.—2nd Fl. B. 203, Rooms 
618, 619. 

Sculler, Joseph & Company, Columbus, Ohio—Room 553. 

Semca Clock Co., New York, N. Y.—Ex. H. B. 52. 

Seth Thomas Clocks, Thomaston, Conn.—Ex. H. B. 8. 

Sheaffer, W. A. Pen Co., Fort Madison, lowa—Ex. H. B. 101. 

Shiman Bros. & Co., Inc.. New York, N. Y.—Rooms 500, 501A. 

Shiman, M. H. & Company, Inc.—Ex. H. B. 73. 

Silbermann, Kohn 8 Wallenstein, Inc.—Ex. H. B. 80, Room 
556A. 

Simons-Michelson Company. Detroit, Mich.—2nd Fl. B. 24l, 
242. 

Skalet Manufacturing Co., Inc., New York, N. Y.—Room 607A. 

Spear & Susskind, Providence, R. I.—Room 537A. 

Speidel Corporation, Providence, R. I—Rooms 557, 560, Ex. 
H. B. 155. 

Spelrein Luggage Corp., Brooklyn, N. Y.—2nd Fi. B. 209. 

Spreckman, Hy and Company, Chicago, Ill.—2nd Fl. B. 285. 

Standard Company, Fall River, Mass.—2nd Fl. B. 292. 
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126 WEST 46th STREET, NEW YORK, N. Y. 
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Standard Novelty Box Company, Inc., Bronx, N. Y.—2nd FI. 


B. 288. 
Stein & Ellbogen Company, Chicago, Ill.—Ex. H. B. 36. 


Stern, Edward L. & Company, New York, N. Y.—Ex. H. B. 110, 


111. 
Stern, Louis Company, Providence, R. I.—Ex. H. B. 95. 
Stern & Stern, Inc., New York, N. Y.—Ex. H. B 35. 
Stetson China Co., Inc., Chicago, IIl.—2nd Fl. B. 294. 
Streicher Mfg. Co., Inc., Newark, N. J.—2nd Fl B. 287. 
Sunbeam Corporation, Chicago, IIl.—Ex. H. B. 10, 11. 


Surnamer, S. J. Company, Inc., New York, N. Y.—2nd Fl. B. 


262. 
Swank, Inc., New York, N. Y.—Ex. H. B. 136, Room 505A. 


T 


Tanz, Philip Company, New York, N. Y.—2nd FI. B. 239, 240. 


Toepfer, S., Inc., New York, N. Y.—Room 605. 
Towle Manufacturing Co., Newburyport, Mass.—Suite. 


U 


Underwood Corporation, New York, N. Y.—2nd FI. B. 220, 221. 
United States Time Corporation, New York, N. Y.—Ex. H. B. 


132, 133. 


V 


Van Schyndle, Inc., Chicago, Ill.—2nd Fl. B. 283, 284. 


Victoria Advertising Company, St. Louis, Mo.—Rooms 6339, 


640. 


Vogue Ceramics Industries, Inc., New York, N. Y.—2nd FI. B. 


234. 
Volupte, Inc., Chicago, Ill.—Ex. H. B. 100. 


W 


Wakmann Watch Company, Inc., New York, N. Y.—Ex. H. B. 


152, 153. 


Warner Jewelry Case Company, Buffalo, N. Y.—Ex. H. B. 


102, 103. 


West Bend Aluminum Co., West Bend, Wis.—2nd FI. B. 290. 
White Rose Jewelry Mfg. Co., Inc., New York, N. Y.—2nd FI. 


B. 270. 


Whiting, Frank M. & Company. Meriden, Conn.—West Ag. 
sembly Room, West Ballroom (3rd Floor). 

Wiesen-Hart Cincinnati, Ohio—2nd FI. B. 291. 

Wiesner, Joseph, New York, N. Y.—2nd Fl. B. 258, 259. 

Wilton Merchandise Company, New York, N. Y.—2nd Fi, B. 
217. 

Winton Watch Company, New York, N. Y.—Rooms §044, 
605A. 

Wyler Watch Agency, Inc., New York, N. Y.—Room 521A, 

Wood, J. R. & Sons, Inc., New York, N. Y.—Ex. H. B. “4A” 
65. 

Woods, Patrick, Chicago, IIl.—Ex. H. B. 49, 50, 51, 52. 





Old and New 


(From page 134) 


to the display of each single item. Every piece jis ar. 
ranged in a setting to give it prestige and, although this 
takes time and thought, it has paid off. The people of 
Orlando were startled into making such remarks as 
“Your shop is strictly Madison Avenue’—a_ compli- 
ment which helps repay the couple for their efforts. 

In addition to the tasteful arrangement of the shop 
and merchandise, two other factors have made the Beery 
store notable in Orlando. One is the decision to spell 
jeweler in the English manner: “Jeweller.” This has made 
the store stand out in the community. 

Mr. Beery admits that with business conditions as they 
have been recently, moving his shop has not brought any 
immediate financial benefits. However, the couple has un- 
bounded confidence in their ability to build a solid busi- 
ness with friendliness, service and sincerity. 









24 Hour Protection 


VAULT «& SAFE DEPOSIT 
SERVICE 


You will sleep with a feeling of security after your valuables are de- 

posited in our vaults, “‘the largest, the strongest and most modern in 

the city of New York.” There is no known force that can penetrate the 

doors of the vault premises. Our vaults are arranged to suit the needs 

of every type of clientele and are supervised by thoroughly experi- . 
enced men who have handled safe deposit vaults for many years. 

Save money on insurance . . . have access to your valuables night and 

day (except Sunday) at a very moderate cost. 


24 Hour Service -« 


"Secure Yourself Today ... Tomorrow May Be Too Late!” 













Telephone Digby 9-3150 
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Designed for Merchandising 


(From page 104) 


meet at right angles, while the third side. composed of 
three huge windows and two glass doors, forms the curve 
of the cone. This arrangement enables the entire interior 
to be viewed from the outside. 

The floor plan is divided into a large room in front 
with two smaller rooms in the rear. One of these smaller 
rooms is for gifts and the other is for silver. 

The largest room, or lobby, contains a long counter 
exhibiting silver patterns. This counter sets out far 
enough from the wall so that customers can browse in 
hack of it to pick up and feel the china and crystal pat- 
terns on display. 

Along the side wall of the main room of the store, a 
novel arrangement has been worked out for the display 
of dinnerware and crystal. A series of stained oak 
frames, approximately 1042 inches square, are set into 
the wall in two groups of ten each, behind the counter. 
Each of these frames holds one dinnerware pattern with 
a matching cup and saucer before it on a shelf. 

Above these frames are two long mirror-backed shelves. 
each one above a group of ten of the china display niches. 
These shelves are only about 18 inches high but with 
concealed illumination and the mirror backs, the glass- 
ware is displayed in sparkling array. 

At right angles to this counter, and just before you 
enter the two small rooms, are two five-foot, glass show- 
cases. One is for the display of costume jewelry; the 
other is for nationally advertised watches and more 
costume jewelry. 

In the center of the front room are three tables. These 
are for table settings for all occasions and are changed 
each week in keeping with the events of the year. 


SILVER SHOWN IN SEPARATE ROOM 


One of the three rooms of the new store has been set 
aside for silver. Here patterns can be assembled and din- 
ner settings displayed. Nine wall cases with overhead 
fluorescent lighting contain three glass shelves over a 
hip-high counter with two additional glass shelves built 
below the counter. A sky-blue background for the silver 
patterns lends an air of quality. Three glass-covered 
tables provide additional show room. 

A long-existing and unusual practice which Everts has 
carried on for several years will be continued in the 
branch store. Both stores will carry duplicate listings 
of brides’ selections of china, silver and crystal. When 
the bride makes her selection, customers may learn of 
her preference from either store. 


Only a small desk where the cashier sits breaks the 
counter and wall displays. Offices, wrapping, and other 
services are located in the basement. A small, push-but- 
ton elevator whisks goods back and forth. This gives 
sales personnel more time for the customers. And when it 
comes to re-stocking, they don’t spend a lot of time walk- 
ing up and down stairs. Workers in the basement send 
up whatever is requested. 

Some shifting of accounts to the new outlet is antici- 
pated by W. Tim Welch, vice-president of the firm. But 
he also believes new customers will be attracted to Everts 
because of the store’s convenience. 


FOR JULY, 1949 














Shown above is only a 
part of the vast Jacco line 
of crosses, lockets, dia- 
mond mountings and 
wedding ring sets, cuff 
links, ladies’ stone rings 
with genuine, synthetic 
and imitation stones, 
men’s stone rings, signet 
rings, tie slides, spray 
pins, cameos, brooches, 
wedding rings, chatelaine 
pins, Miraculous Medals. 





18-20 Columbia St. 








boys’ and babies’ signet 
and stone rings. earrings, 
chains and pendants. Al- 
most all are available in 
sreat variety of styles, 
sizes and prices, boxed or 
carded. In 10K and 14K 
sold, white and yellow. 
Investigate by writing 
now for full information 
and extremely popular 
prices. | 


NEWARK JEWELRY 
MANUFACTURING CO. 


Founded 1905 
Newark 5, New Jersey 
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Independence Day 


(From page 109) 


vides the answer to many other similar questions; that 
is, because politically they are stronger than the inde- 
pendent enterprise. 

Another external problem is the PX. This represents 
the growth of the military. It is an arrogant, swaggering 
growth, it sells almost everything, it does business on 
Government capital, it pays no taxes, all on the excuse 
that it is necessary to keep up military morale. Is it 
necessary to buy this morale at the expense of one seg- 
ment of our economy? Now why does this situation exist 
in the PX? Because the military is in the saddle? Partly. 
But mostly because we, the businessmen, have talked a 
good game of politics while we have failed to practice 
what we preached. 

The same is true with excise taxes, a case where even 
the public.is in sympathy with the businessman. Here is 
a case where, because of a lack of political strength 
and a lack of uniform and concerted actions on the part 
of all industries, the businessman has been at his con- 
temporary’s throat rather than at the heels of his Gov- 
ernmental representatives. 

I was riding in a train the other day and I noticed 
on one wall of the car a thermostat. Here was a tube filled 
with mercury which regulated the temperature of the 
car so it was maintained at a comfortable and bene- 
ficial level. That little regulator did a job of control. 
At the other end of the train there was a thermometer. 
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LESS THAN A BLOCK 
FROM RADIO CITY 





151 West 51st St. 








| and circulating ice water. 


and location of rooms. 























| For Choice Accommodations, Convenient to | 


Convention Headquarters, Plan to Stay at the il 


Abbey Hotel 


Between 6th and 7th Aves. , 


The 23-story Abbey is located in the very heart of the great 
metropolis, close by Times Square, Madison Square Garden, Fifth : 
Avenue’s world-famous shops, the theatres and the night clubs. 7 

Only the finest of foods and beverages are served in the E 
Abbey Hotel’s spacious air-conditioned dining rooms and cocktail 
lounge. All guest rooms have a private bath and shower, radio 


Rates are notably reasonable—starting from $3 per day. 


single, and $5 per day for double room—varying with the size 


Please Write ...or Wire... as 


Early as Possible for Reservations 


It, too, was filled with mercury but it was only an inde, 
of conditions. The little column of mercury in the ther. 
mometer reflecting conditions might go down, and down 
and down until it squeezed itself into insignificance, Or jt 
might go up, and up and up through its tiny glass tube 
until it blew its top. In the business world, today, there 
are two types of businessmen, one is the thermostat which 
controls its environment and the other is the thermome. 
ter which merely reflects the conditions surrounding it. 

And here it is well to mention that the failure of alj 
civilizations has taken a pattern where all the thermostats 
have been in the Government and all the thermometers 
have remained as disinterested laymen. When men in 
power in Government look for a source of support for 
their continuing in power, it is historically true that 
they have looked to the masses, promised them an easy 
life with little work and have kept themselves in power 
on that basis until the civilization has decayed. 

Four years ago, Uncle Sam handed back to the states 
$900,000,000 as “grants-in-aid.” Last year, they handed 
back $1,905,000,000. The price of the “welfare state” is 
not only in the dollars it hands out but in the deteriora- 
tion of the individual and his importance and value to 
himself. What shall we do about it? The answer to that 
lies, first, in the clear understanding within ourselves as 
to whether we believe in our system with representatives 
appointed to carry out the will of the people. 

When we're gouged by tax bills and hurt by careless 
legislation, too many of us want to start a new organi- 
zation; but often we do so with the quite conscious hope 
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that we may be elected president. All this we do while 
we in our better mind recognize that we don’t need 
any new organizations, all we need is a deep resolve to 
be citizens of the Republic, to be thermostats who con- 
trol, who have an honest desire to get rid of filth, dirt 
and confusion and having done something affective on 
that, then go to our work. We can not be thermometers 
who merely reflect conditions but do nothing about them; 
we must be men who control. 


We need simply to seek out our precinct captains, 
either party, make our wants known, report for work 
and work hard. We need to get out from behind our 
benches and to realize once and for all that politics is 
our business just as much as merchandising, banking 
and other phases of any successful business. The days 
when we could afford to be extravagant are gone forever. 
Business today needs, in an enlightened and _ under- 
standing way, to get into politics with a vengeance and 
to get into it not only to make its internal accomplish- 
ments workable but to preserve the very Republic itself. 
Look around you, look at your tax bill, look at the 
indecision among our leaders on internal problems and 
on policies involving our own country and others. 

Where would you begin to save free-enterprise? Sur- 
prisingly enough, and fortunately, the answer lies right 
at home. Right in your own front yard. 





Daniel Quare (1649-1724) originated the practice of 
giwing each watch a serial number so that it could always 


be identified. 


————————__—_ 
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Size or Quality? 
(From page 122) 


shows a properly cut stone with limited utilization of the 
rough. 

Page six outlines some of the characteristics of a cut 
stone—emphasizing those features which tend to de- 
termine its ultimate price. The large but inexpensive 
diamond, according to the copy on this page, frequently 
has such imperfections as flat cut, fisheyes, milkiness, 
feathers and fractures. The inferior stone, it is pointed 
out, may also be of poor color, have carbon spots and in- 
clusions, poor grain, imperfectly cut facets, rough girdle 
and generally show the effects of a hasty or inexperienced 
cutter. These imperfections are illustrated by a drawing. 


A contrasting diagram on page six portrays the perfect 
and, consequently, costly diamond. It is, according to 
the text and illustration, clean, of good color and is 
properly cut. Marginal copy on this page cautions that: 
“It takes an expert to find all but the most obvious imper- 
fections.” 


Page seven is a bold recapitulation designed to fix in 
the customer’s mind the fact that a quality diamond 
should be: (1) free of imperfections, (2) properly cut, 
(3) of good color, and (4) of a size to fit his purse. 


To emphasize sincerity and concern for the customer’s 
well-being in so important a purchase as a diamond, page 
eight of the booklet offers four important tips for use in 


——= | 


oseee oS th “s > Weniam: No. 215 (illus- 


trated) is 793,” 
high. Either 
Westminster or 
Westminster 
Canterbury and 
Whittington 
Chimes. 


Write for 
catalog 
showing the 
full array 
of masterly 
creations. 















Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
New York Office: 37 West 47th Street @ Chicago Showroom: -1422 Merchandise Mart 
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the selection of a ring. This page advises him to: (1) 
Be assured of exact representation, (2) beware of buys 
that sound “out of line,” (3) buy quality, and (4) select 
a jeweler that’s trustworthy. Then, ask him, don't tell 
him! 

Page eight also contains some brief tips on the selec- 
tion of the mounting, explains the material from which it 
is made, lists types of side diamonds, and suggests how 
best to combine these for budget buying. 

The final page of the counter booklet, page nine, offers 
a relative quality graph. “I felt that there was a need 
for an easily understandable picture showing the dif- 
ferences in diamonds,” Kosinski explained. “So I drew 
a ski-slide graph and marked ‘industrial diamonds’ at 
one end—the lower—and ‘collector’s gems at the other— 
the top.” Commercial diamonds, the graph reveals, range 
between these two extremes, according to their quality 
as previously defined in the earlier pages of the visual aid. 

Kosinski has great faith in his counter sales book. “It 
has really proved a boon to sales,” he said. “I think its 
success is due primarily to the fact that customer’s in- 
terest is greatly increased when he realizes that he is 
actually learning something about diamonds.” 

Furthermore, Kosinski believes that the booklet also 
lends authority to his sales story, holds interest, indicates 
integrity, heightens prestige and propagates the policy of 
quality buying. “There’s no question but that it makes 
for more and better sales,” he said. 

In addition to this visual aid, Kosinski uses other 
techniques that he acquired while instructing classes for 
the Army in promoting the sales of merchandise. “When 


I’m dealing with a customer who has little apparent under. 
standing of jewelry,” he explained, “I do three things; | 
tell him what I’m going to tell him. Then I tell him 
And then I tell him what I’ve told him.” 

Roman Kosinski Jewelers have been in the same log. 
tion since the store opened in 1904. In 1919, Mr. 
Kosinski, Sr., took over full operation of the business jy 
which he is still very active. 

Roman, Jr., has been employed by his father since 
1934. In 1937, following completion of courses at North. 
western University’s School of Commerce, he began work. 
ing on a full-time basis. 

In 1943, Kosinski entered the service with the 527th 
Armored Infantry, where he remained until he was trans. 
ferred to the Second Army Headquarters in Memphis. 
Tenn. 

During the eight months prior to his discharge and fol. 
lowing several courses at special Army schools, he was 
a member of an instruction crew on assignment through. 
out the country. The job: to brief redeployed officers and 
enlisted men on the use of certain equipment as well as 
to orient them to climatic conditions and related prob. 
lems expected with the then imminent invasion of Japan. 

It was during this period of service that Kosinski 
vained a new respect and appreciation for the effective. 
ness of visual aid techniques in_ instruction—devices 
which he employed in the preparation of his counter book 
on diamonds. 

“The booklet has proved so successful,” Kosinski said, 
“that I’m going to prepare two additional ones for use in 
promoting and explaining flatware and watches.” 
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Sky’s the Limit 


(From page 130) 


? 


and “The Barrage Over Gastonia Will Be Here Friday!’ 
were well calculated to pique the interest of the towns- 
people and cause everyone to wonder what in the world 
was about to happen. 

Two days before the event was scheduled to take place 
the teaser ads gave a somewhat broader hint. One ad said 
“Friday Is the Day! Hundreds and Hundreds of Bal- 
loons! See Tomorrow’s Gazette.” The advertisement re- 
ferred to. appearing the next day, stated that 1,000 bal- 
loons would be released on Friday, each one bearing a 
tag. The finder of the balloon was urged to return it to 
Rov’s store where the prize indicated on the tag would 
he awarded. 

The large-space advertisement announcing details of 
the promotion also listed the prizes which would be given 
away. These included new $1 bills, credit checks good for 
merchandise at Roy’s, cigarette lighters, Mickey Mouse 
watches. wallets and bill folds. etc. No mention was made 
of the exact time or place of the release of the balloons 
since it was feared that too large a crowd would form 
and someone might be hurt. 

When the balloons were released the following day, 
air was purposely mixed with the helium so that they 
would fall in and around the town. Also, the balloons 
with a tag offering a $1 bill were given a bit more air 
than the others so that they would drop first. Needless 


to say, after a few people had captured balloons with $1 
tags attached, and had actually received their prize at 
Roy’s, news of the event spread like wildfire. Word-of- 
mouth reports had prizes of $5 and $10 being given 
away and, in a sense this was true. However, in the 
instance of the larger amounts, the prize was actually a 
credit check on purchases of $25 or $50 or more. 

One little girl, for instance, brought in a balloon tag 
for a Lone Ranger watch award. She was so excited she 
could only ask “Is it real? Is it real? Does it run?” She 
ran up and down the main street showing her watch to 
everyone, an animated advertisement that could hardly 
be purchased at any price. 

Roy’s asked each person who had found a balloon or 
tag to write their name and address and where they had 
found it on the back. Some were brought in or mailed 
from towns as much as 50 and 75 miles away. The ac- 
cumulated names, otf course, were valuable for the firm’s 
mailing list. 

As for results: Roy’s received a substantial number of 
the credit tags back from finders, some of them being 
used on purchases for as much as $150. And a large 
number of new accounts were opened with a host of new 
friends made. 

The balloon stunt worked so well for the Gastonia 
store that Mr. Fried has decided to try it at the other 
units of the chain under his supervision. “Is it worth the 
time and trouble—and did it pay?” he asks. “All I can 
say is—try it. | can promise that you will be pleased 
and satisfied, as we were.” 
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Jewelry, On Stage 


(From page 124) 


traflic’s attention assumed the proportions of a dilemma 
to Anderson. So he began thinking about it. One night 
while working late to meet the deadline that is the despair 
of all display men, he got the idea of building miniature 
stage sets as a background for the jewelry to be dis. 
played. He reasoned that the sets could remain interest. 
ing, attention-getting theatrical units to evening audiences, 
unaided by merchandise. As the idea began to shape 
itself he found himself giving it a practical test by taking 
some scrap beaverboard and fashioning theater wings and 
curtain drops and arranging scenery much as one might 
work on a model house or ship. In that these first sets 
were built in an impromptu manner from materials at 
hand, Mr. Anderson believes that some variation of this 
display idea could be worked out by almost every jewelry 
retailer with a minimum of cost and effort. 


IMAGINATION PRINCIPAL MATERIAL 


To illustrate that the main material required is only a 
good imagination, Anderson points out that to establish 
an oriental theme for the unit which came to be called “In 
a Chinese Garden,” he used the embroidered brocade 
cuffs of a discarded mandarin costume to face the theater 
wings. Odd lengths of velveteen covered the curtain 
drops and the garden effect sprang from an old Ming tree, 
from which the dust of the display storeroom was shaken, 
to shade the Far East setting. As for the sky backdrop, 


_ it was not a specially made color photograph as so many 


a 





spectators thought, but simply a piece of blue paper with 
mounds of cotton to simulate clouds, veiled with pieces 
of blue and white marquisette for an ethereal quality. The 
actors in this playlet were clay figurines representing 
three of the Chinese-immortals and Kuan Yen, Goddess 
of Mercy, exquisite in porcelain. The stairways, together 


' with carefully arranged velvet jewelry pads accommo- 


dated the display of men’s watches. 

The watch display in this window series was significant 
because watches have always been prominently displayed 
in this 119-year-old store. It was Louis Jaccard, son of 
a family of Swiss watchmakers, who brought “Time” to 


| St. Louis in 1829. He selected the French village in 
_ preference to New York City because he felt that every- 
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one going West for gold or exploration would need a 
watch on such a trip. Today, as then, Jaccard’s, as the 
store is popularly known, maintains this leadership for 
timepieces. 

Testimony to the fact that the “theatrical” windows 
were unique and magnetic in their appeal lay in the 
crowds of people who day after day for five weeks 
thronged to see the four windows despite rain and an 
unusually long installation. While the store expected a 
favorable reaction they were not prepared for the over- 
whelming response. Store officials soon learned that the 
fanciful quality of these windows broke down the reserve 
of the public and prompted conversation between 
strangers. Some people even came into the store wanting 
to buy the props. A local theater owner sent an assistant 


| for permission to copy the stagings which were called 
_ technically perfect by many people in the theater. 


Most pleasing to the firm, however, was the customer- 
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participation element with the store’s patrons suggesting 
names for the settings. “Ballerina” became the title for 
the window containing Dresden-type ballerina figurines 
and a display of emerald and marquise-cut diamonds. 
The public fancied the display of women’s gold jewelry 
with its balcony scene as “Romeo and Juliet.” “Chinese 
Fantasy” tagged the window of men’s gold jewelry with 
a background of old Chinese actors which were stuffed 


dolls from San Francisco’s Chinatown. 

When Mr. Anderson was asked if an amateur display 
man might run into any difficulty in adapting this stage 
‘dea to his own store, he replied that the greatest pitfall 
to the inexperienced would be a disregard for the values 
of proportion. He went on to say, “By this I mean, if a 
figure were too small, for example, it might make a 
balustrade look like a wall. Probably, because of my 
years as an interior decorator, I am proportion-conscious 
to the extreme. However, I felt it worthwhile to search 
four weeks to find a five-and-one-half inch figure to use 
in place of a six-inch figure to prevent any sense of distor- 
tion.” 

Mermod-Jaccard-King’s windows, like those of many 
other jewelry stores, were too large for the theater idea 
and required reduction through front-framings which re- 
duced the windows from a width of 52 inches and depth 
of 36 inches to 30 inches by 32 inches. Focal attention 
was further strengthened by indented wings and a series 
of graduated curtain drops from 30 inches to 16 inches. 
Fabrics were also recommended as being as dramatic as 
any other prop and the imaginative Mermod-Jaccard-King 





display designer urged their variety in color and texture 
to establish a theme or for the coordination of a window. 
For the window sizes quoted, four yards were required 
for the wings, each of which concealed a baby spotlight, 
and two yards were needed for the curtain drops. The 
physical equipment was confined to those elements which 
adapted to the showing of jewelry and to this end stair- 
ways, plateaus and balustrades were used as well as 
jewelry pads in various shapes. 

This veteran “idea man” who sees no limit to the stage 
idea in the way of products and themes, is “glad to share 
a good thing,” as he puts it, in describing his window 
theatrics. In response to a question as to whether he had 
developed any special ideas about jewelry displays as a 
whole, he answered, “No, I haven’t, but you might say 
that I’ve developed one pet peeve and that is the uniform- 
ity of jewelry windows with the usual rather gaudy drap- 
ings and satin boxes. When you’ve seen one jewelry 
window, you've seen almost all jewelry windows.” 

That they may be trend-setting is indicated by the un- 
expected pulling power of the windows. People were seen 
to cross the street for a “free pass” to these theater win- 
dows, a telling contrast to the conventional type windows 
which in the main attract a comparatively small segment 
of jewelry connoisseurs and immediate potential cus- 
tomers. Mermod-Jaccard-King’s stage sets represent a 
display technique which encourages everyone to enjoy 
precious jewelry and to become familiar with the romance 
and drama of specific jewelry as suggested through win- 
dow displays. After all, who can tell the number of 
potential sales that lurk in a sidewalk audience? 
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(From page 128) 


all of the incident light. More important to the appear. 
ance of the cut stone is the high dispersion, or the break. 
ing of white light into its component colors. Diamond 
owes its fire to a relatively high dispersion; with diamond 
it is considered to be 0.025. The remarkable natural 
gem, sphene, is even more colorful, being 0.029, and 
demantoid garnet 0.032. White sapphire, noted for its 


lack of fire is only 0.010, and rock crystal is but 0.008. 


The dispersion of rutile, varying in different directions, 


ranges between 0.155 and 0.205. These figures, it wil] 
be noted are over six and eight times the values for dia. 


mond; is it any wonder that the play of color noted in 
the first stones created almost the impression of opal in 
the minds of the scientists when they first saw cut stones 
_ of their new material More experienced observers since 


have remarked upon the opal effect created by the color 
play in these remarkable stones. 


BRILLIANTS SHOW BEST FIRE 


The fire is best seen in the brilliant cut stones (which 
are best cut slightly flatter than a diamond,* according 
to the angles recommended by Linde) when they are ob- 
served in the light of clear incandescent bulbs. The 
prismatic colors are almost unbelievable. There are, how- 
ever, a few drawbacks to the wide acceptance of the gem- 


_ stone that should be mentioned. First, it is not very hard; 
the first boules were about the same as zircon (6.0-6.5), 


though recently by a new treatment the National Lead 
houles are reported to have been improved so that they 


_ exceed quartz in hardness. (7 on Mohs’ scale.) Secondly, 
cutters have found rutile difficult to polish, and further- 


more, there is a tendency toward the development of heat 
‘“chatters” along the facet surfaces, when it is allowed to 
run hot. The new annealing treatment may also improve 
this. Thirdly, the stones, being strongly doubly refract- 
ing, should be carefully oriented for cutting, so that the 
singly refracting axis comes out perpendicular to the 
table. Fourth, since the stones are so susceptible to color 
change by heat treatment in different atmospheres, it is 
obvious that caution should be exerted to avoid over- 
heating in dopping and polishing, and no more heat 


_ should be applied than necessary to get the wax to stick. 


PRODUCTION SMALL PENDING ACCEPTANCE 


The cost of synthetic rutile is something of a drawback 
to wider acceptance, and, to tell the truth, production has 
been relatively small, pending wider acceptance. Both 
manufacturers are offering near-white boules at moderate 
prices, and the National Lead is selling blue and golden 
boules at slightly more. This is several times the cost 
of sapphire and spinel boules, so it is inevitable that the 
cost of the finished stone will be comparatively high. 


The new jewelry stone is clearly so remarkable for its 
dispersion and so unlike any other stone, natural or 


_ synthetic, that it is really not fair to group it with other 
synthetics. It is true, of course, that it is a synthetic 








* In recent weeks several articles on the cutting of synthetic rutile have 
appeared, The interested lapidary should consult Lelande Quick’s account 
in the April Lapidary Journal, p. 36; W. F. Eppler’s paper on the pre 
ferred angles in the April Journal of Gemmology, pp. 35-44; and T. O. 
Lisle in the May-June Rocks ®@ Minerals, pp. 270-271. 
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product, but because natural rutile of this type has never 
heen seen, it is not, from the jeweler’s standpoint, ac- 
curate to call it synthetic rutile. A new and euphonious 
name might well be coined for the material. Another mis- 
take is the comparison with diamond, for this is immedi- 
ately belittling it, since nothing can really take the place 
of that gem with its incomparable hardness. The blue 
material absorbs some of the fire, particularly in the 
deeper colored stones, but it might have been wiser to 
have marketed it first in that hue, so that it would not 
become associated in the minds of the jeweler and the 
public as a diamond imitation. Although rutile’s fire 
cannot be approached by the diamond, it is, after all, a 
man-made stone and, worse, relatively soft. Its future 
should not lie in the role of a diamond imitation, but 
should be based on its merit. It is the most amazing in- 
organic compound for the jeweler’s use that man has, up 
to now, been able to make. In a sense it is not a synthetic 
at all, it is an expensive man-made gem of incomparable 
brilliance and fire. Its appeal could be one of beauty, not 
of outshining Mrs. Jones; since Mrs. Brown and Mrs. 
Jones can both have it and can hypnotize themselves by 
watching its fire play upon their fingers. 





Cecil John Rhodes, who during his lifetime was called 
the uncrowned king of the diamond world, made much 
of his vast fortune by popularizing the now widespread 
fashion of accepted suitors presenting their fiancees with 
a diamond engagement ring while he himself was said to 
be a misogynist—or woman hater. 


Warm-Weather Windows 


(From page 115) 


customary decoration. frequently in combination with 
china, glass or plaster figures, shells, mirrors, and so 
forth. Fresh flowers are of course the loveliest, but they 
are expensive to maintain and unless you can make a 
good deal with a nearby florist, artificial blossoms can 
serve. But be sure that they are really nice artificial 
flowers. Good ones also are expensive, but can be used 
over and over for years. Cheap, papery flowers add noth- 
ing to the charm of an otherwise well-arranged table. All 
the elements which are put together on the table must of 
course be selected to be in harmony in both color and 
design. 

One of the displays illustrated shows a complete table 
setting as it might be shown in a large window. Here a 
floral centerpiece is used such as the Norton Centerpieces 
shown in the accompanying photograph. These center- 
pieces are available with or without the molded plastic 
flowers or the flowers alone may be purchased. China pat- 
terns are featured on the background. These may be 
hung directly on the wall with patented plate hangers and 
with colored ribbon or facil tape tacked to wall as fram- 
ing, or they may be hung against dark fabric covered 
panels framed with simple wooden frames painted in 
light color. Tape or ribbon to match color of frames is 
used in vertical strips on either side of the “pictures.” 

The second sketch shows an adaptation of the table 
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setting idea to a window not quite large enough to a. 
commodate a full table top. Place settings are arranged 
on doilies in the foreground of the window. These ha 
he matching settings or more practically, several designs 
of china and silver may be shown on different colored 
doilies. Plastic orchids are used on the window back. 
ground to carry out the copy theme of “Orchids to your 
Table.” The orchids are repeated in the one large and 
two small “Aquafloriums” used as the window “center. 
piece.” These Aquafloriums are clear crystal balls jp 
which flowers may be submerged in water (they have q 
leakproof base) for a charmingly dramatic effect. Rea] 
flowers as well as the plastic one may be used in them 
and will last much longer than when placed in the cop. 
ventional containers. The orchids and the Aquafloriums 
are both available from Norton Centerpieces, Inc., 119 


West 24th Street, New York. 





Departmentized 


(From page 110) 


concentrate selling. There is a display case for men’s 
watches, one for ladies’ watches, another devoted to watch 
attachments, one for ladies’ costume jewelry, one for 
men’s dress jewelry, another for men’s accessories such 
as cigarette lighters and pens and pencils. Diamond rings, 
stone rings and baby jewelry have separate cases. 

“With this arrangement,” explains Sidney T. Ross, 
store manager, “we can do more effective selling because 
we can concentrate on the merchandise the customer 
wants. If a man wants a watch attachment, he sees these 
lines to the exclusion of all others, and if he wants 
something in the way of dress jewelry, he is not dis- 
turbed by looking over the utility jewelry items. We be- 
lieve that customer purchases will be made in less time 
and with greater satisfaction. 

“We are also concentrating to a greater degree on 
sterling lines. While we have always handled sterlings, 
we are going after this business aggressively with much 
larger stocks and with more advertising. 

“Another phase of the new store is a greatly enlarged 
credit desk at the rear of the first floor. We find that 
people want quick action on credit purchases. Once they 
have made their merchandise selections, they are im- 
patient to get the business details taken care of. We have 
purposely planned a credit desk large enough to take 
care of everybody even on our busiest days.” 

The second floor of the new Gerber store is devoted 
to major and small electric appliances, radios, gifts, 
lamps, dinnerware, umbrellas, luggage and the optical 
department. An elevator now being installed is expected 
to increase traffic to this floor. It is done in white birch 
wood with walls of different pastel shades. A lounge 
at the entrance provides relaxation for the tired shopper. 
There is a love seat in yellow with black trim and chairs 
of red with chrome trim and black woodwork. 

The radio department is about three times as large 
as formerly and features table units from $9.95 to $89.95 
with the $25 unit the biggest seller. Console radios range 
in price from $149 to $750, with the $295 model the 
most popular. 

Major electric appliances occupy a 36’ wall display. 
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These include refrigerators, ranges and washing ma- 
chines, with refrigerators the biggest seller. Gerber’s en- 
tered the heavy appliance field in 1944 and has expanded 
the department steadily through aggressive advertising, 
display and informative selling. This department has 
heen so well developed that it now occupies third place 
in point of total annual dollar volume. It is surpassed 
only by jewelry and diamonds, in first place, and by 
gifts which rank second. 

Lamps are shown at the front where they may be seen 
full view from the street. They are lighted until late in 
the evening, when they are automatically extinguished. 
This gives the display a great deal of valuable publicity. 
Lamps range in price from $5 to $75, with the $7.50 
line enjoying most popularity. 

A novel feature of the optical examination room and 
optical office are the sliding type doors made of leather 
on both sides. The doors fold compactly when not in use 
and are quiet in operation. 


GIFTS BRING STEADY TRAFFIC 


Gifts are given large space on one side and on three 
center island fixtures with leather tops. Among the best 
sellers in this department are figurines, console sets, 
book ends, cocktail sets, urn sets, pottery, trays and 
dresser sets. The latter range in price from $5 to $60, 
with the $15, metal line and the $35 sterling line the 
best sellers. 

Gifts have been one of Gerber’s valuable traffic build- 
ers ever since George Gerber, president, opened his first 
store on Mathewson St., Providence, about 1921. He de- 
cided a good line of gifts would bring people into his 
jewelry store, and it has certainly worked that way. Mr. 
Gerber still maintains the original store and has since 
added other units to make 16 jewelry stores throughout 
New England. Management of the entire business rests 
with Mr. Gerber and his son, Sheldon Gerber. vice 
president. 

The new store was introduced with a heavy schedule 
of newspaper, radio and direct mail advertising. Out- 
standing was a full page newspaper ad announcing the 
opening and offering free orchids to the ladies. This was 
followed in about a week with another full page “Thank 
You” ad. Gerber’s normally uses 100 lines of newspaper 
space weekly in Providence except for special promotions 
and major holidays when larger amounts are used. 

In radio advertising, the company uses 10 spots 
weekly on WJAR and WPRO, Providence broadcasting 
stations. Radio has been used for 10 or 12 years plug- 
ging a fade-out jingle “Go to Gerber’s—Go to Gerber’s— 
Go to Gerber’s,” with outstanding results. Experience 
proves that this jingle stuck in people’s minds. They 
talked about it, imitated it, paraphrased it—and they 
remembered Gerber’s. It is credited with having brought 
in hundreds of new customers and made the name of 
Gerber’s known on a State-wide basis. 

Hereafter radio advertising will be given a change of 
pace, according to David B. Sadler, advertising manager. 
While the jingle has done an outstanding job, it is now 
being replaced with spots that tie in with the newspaper, 
direct mail and window promotions. Mr. Sadler believes 
this practice will add materially to the effectiveness of 
future store promotions. 
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Gem Identification 


(From page 142) 


here were designed to make this part of the procedure 
easier and quicker. 

In these punched cards, each card represents a gemstone 
and as many gems can be considered at one time as one 
wishes to add cards. The cards are 34% inches x 5 inches 
and have 56 14-inch-holes punched around the border— 
18 at the top, 16 at the bottom and 11 at each side. Each 
hole, the same hole on all the cards, has been assigned 
a property, the name of which is printed adjacent to it. 

The card representing a given gem stone has had 
V-shaped notches punched in such a way that the holes 
representing the properties of that stone are opened to 
the edge. (Fig. 1.) As an example, consider the topaz 
card. Notches are punched for the various colors it 
might show—red, purple, blue, green, colorless; aniso. 
tropic, biaxial, transparent; specific gravity 3.0-3,99. 
refractive index 1.60-1.65; hardness 8-9. In the sets 
thus far made there are 71 cards representing 71 stones 
which have been used in jewelry. The number of cards 
could be increased if one wished to consider a larger 
number. Several holes have been unassigned so that one 
can add other properties in addition to those listed above. 

In using the cards for determination, they are stacked 
together evenly with the clipped corners at the upper 
right. A slender metal rod is then pushed through the 
hole representing the property to be considered. (Fig. 2.) 
The first separation can be made according to any prop- 
erty. 





Fig. 3. After first separation, cards are again stacked and 
metal rod is pushed through hole under another property. 
This elimination narrows choice down to name of the stone. 


If a colorless topaz is the unknown gem and its ob- 
vious properties have been determined, the rod is put 
in the hole “colorless.” By raising the rod all the cards 
punched for colorless (21 of them) drop out of the 
pack and the topaz card would be among them. (Fig. 3.) 
The next separation might be on the basis of refractive 
index. The rod is inserted in the hole “refractive index 
1.60-1.65” and thus it would be found that six of the 
21 stones that might be colorless have a refractive index 
in this range. Another separation on the basis of spe- 
cific gravity, if the specific gravity of the unknown were 
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360, would leave topaz as the only gem stone satisfy- 
ing the three requirements. | | 

it may happen that the easily observed properties 
will not isolate a single card but two or three are left. 
In such a case it is easy to look up the properties of 
the stones in question and compare them against the 
observed values. In fact it is desirable to pencil on each 
of the cards representing the commonest of the gem 
stones the exact range in specific gravity and refractive 
‘ndex. Then, after one has narrowed the range to only 
three or four cards, a quick glance at each of them will 
suffice to determine the unknown stone. 

If. for example, the specific gravity of the topaz had 
been determined as 3.50 instead of 3.60, it would be 
found that cards representing danburite, tourmaline and 
apatite would fall out with the topaz card. Reference to 
the exact specific gravity range of these gems would 
show that they all are definitely below 3.50 and topaz 
alone satisfied all the requirements. 


SIMPLIFIES DETERMINATIVE PROCEDURE 


This type of punched card has several advantages 
over determinative tables: (1) The properties can be 
considered in any order; (2) There is ample room for 
making notes on both the face and back of the card for 
future reference; (3) The number of stones considered 
is flexible. More cards can be added if necessary or 
cards representing uncommon gem stones can be re- 
moved, thus simplifying the determinative procedure. 
After a determination is made, the cards can be stacked 
together in any order and without refiling are ready for 
use again. 

The cards list the gems under their mineral names, 
but there is ample room for the user to write in the spe- 
cific names and colors as he wishes them; the beryl card 
for example would have green-emerald, blue-aquamarine, 
yellow-golden beryl, and pink-morganite. 

This set of cards in a metal filing box can be pur- 
chased for $7.50 from W. M. Draisin, 77 Lanark Road, 
Brookline, Mass. Several blank cards are included to 
which the names of other gemstones may be assigned. 





You Can’t Beat a Contest! 


The Lewis Optical and Jewelry Co., American Fork, 
Utah, have given a new twist to the old contest theme— 
and the promotion is paying off with added goodwill in 
the community. 

Sensing the great importance of graduation in the 
minds of local boys and girls, the firm is offering a free 
watch to the 1949 high school, grade school or junior 
college graduate in the community who writes the best 
answer to the question: “I would like a watch as my 
graduation gift from the Lewis Optical and Jewelry Co. 
because. ................... ” 

All entries must be submitted on an official entry blank 
available only at the jewelry store and all must be signed 
by the contestants’ parents. 

The purpose of the contest is twofold, a store spokes- 
man explained: “It centers graduation attention of the 
store, and it’s good advertising. But, more than that, 
it tends to make parents and friends of graduates watch- 
conscious and that means added business for the store.” 
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Send for Folder R 


get a 


NEW HERMES — pay out of profits 


13-19 University Pl. New York 3 
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— pay out of profits 








Ask for Folder G 


NEW HERMES 13-19 University Pl., New York 3 } 
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‘SETH THOMAS 
Metronome 


METRONOME-7 
$13.14 Keystone 


The Metronome De Maélzel 
was primarily designed for 
use in teaching music and 
dancing, but is used in other 
applications where beat tim- 
ing is desirable for increas- 
ing efficiency. Indicates timed 
beats audibly by a distinct 
tick, and visibly by an oscil- 
lating pendulum. An adjust- 
able sliding weight on the 
pendulum permits selection of 
beat tempo from 40 to 208 
beats per minute. Case is 
selected birch having a rich 
brown mahogany finish. At- 
tached key is conveniently 
located for rewinding. 
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SPECIFICATIONS: Hetght 9 inches. Base 4% inches square. 
Approximate shipping weight each 3 pounds; per case of 
25 Metronomes, 36 pounds. 


JOSEPH B. BECHTEL & CO., Inc. 


729 SANSOM STREET PHILADELPHIA 6, PA. 
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Uffewenl feom all dlher sileer ? 


WALLACE’S “THIRD DIMENSION BEAUTY” designs differ from all 
others you have ever seen. The imagination of a great designer, 
William S. Warren, translated the masterful technique of full- 
formed sculpture into the art of silvercrafting and produced designs 
of timeless appeal. Wallace Sterling, like sculpture, has “Third 
Dimension Beauty”... beauty in front, beauty in profile, beauty 


in back. 


ONLY IN WALLACE STERLING will you find this “Third Dimension 
Beauty”... this loveliness from every possible perspective. Wal- 
lace’s “Third Dimension Beauty” designs include Grand Colonial, 


Stradivari, Sir Christopher, Grande Baroque and Rose Point. 


WALLINGFORD, CONNECTICUT 
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Old fashioned china closets |in. 
ing the walls of O'Dell store in 
Erie, Pa., and used for display 
of jewelry and silverware, con. 
tribute to old clock shop ideg. 


‘Established Atmosphere’ 
Maintains Its Own Appeal 


“s 
URE, I’ve been in many of the new or 
modernized jewelry stores. They’re beautiful, with their 
streamlined, blond showcases, decorative paneling, focused 


lighting and up-to-date fixtures. 
“Certainly there is a place for this kind of store and 


by W. R. WALTON 


Ford O'Dell, left, discussing a watch with 
a customer, takes an active part in retail 
association affairs being the president of 
Pennsylvania Retail Jewelers Association. 


166 


merchandising that it points up. But I want to put in a 
word for ‘atmosphere’—if a jeweler has spent years build- 
ing up an ‘air’ to his store, and has developed a sizable 
number of accounts, who appreciate his store for the 
comfort and homeliness that they find there, I would 
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SYoukam The oldest National Advertiser in 


the Sterling Industry 1831-1949 






WOE is an early advertisement of the 


Gorham Company — which appeared in Scribner’s 
October 1890, reaching a total audience of 100,000. 





4Z7Z is one of the latest 


full-color, full-page Gorham 
Company advertisements that 
appeared this year in Made- 
moiselle’s Living, Woman’s y 
Home Companion, House | 
Beautiful’s Guide for the 

Bride, Charm, Better Home 

& Gardens, and Mademoiselle. 
Leading magazines today 

have carried 62 million of 

these Gorham Company 
advertisements during the 

first six months of 1949. 





AFTER 118 YEARS, The Gorham Company’s advertisements 
continue to stress integrity of product and enlarge the market 
for sterling bearing the Gorham name. 


TIE IN WITH loehanj BEST KNOWN NAME IN STERLING 
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caution against drastic changes. We do very well with 
our own ‘atmosphere’.” 

The speaker is Ford E. O'Dell, owner-manager © the 
store that bears his name in Erie, Pa. The Ford E. O'Dell 
Jewelry Store is well known in northwestern Pennsylvania 
for its distinctive, if antedated, atmosphere of an English 
clock shop. 

O’Dell has spent years in developing this kind of store, 
and it has paid off handsomely. He has virtually earned 
the label of watch and clock headquarters for his store 
in this area. Nationally, and, yes, internationally known 
and advertised brands of watches and clocks are pro- 
fusely displayed in his store. O’Dell sells his share of 
them, and does a sizable repair business, too. 

His comparatively small store is located next to Erie’s 
largest hotel, the Lawrence, and his reputation and the 
store's atmosphere has so impinged itself upon many 
travelers that he frequently has visitors that are transients. 
They aren’t in town long, but they drop in and tell him 
they just want to “browse” in his jewelry store because 
they like it. 

“They come in and say ‘Hello,’ and they walk around 
and perhaps talk a little about this and that, and they 
look comfortable. You gain the impression that good 
will is rampant here. Of course, not infrequently they 
buy a little item of jewelry, or leave a watch for repair,” 
relates O’Dell. ° 

Yes, it’s good business for O’Dell’s store to just rema‘n 
the way it is—comfortable, clean and just plain interest- 
ing to the customer. And now you ask, “What are the 
physical characteristics of the Ford E. O’Dell Jewelry 
Store?” 

They begin with its modest, sort of tucked-away front. 
Two small show windows are on either side of the en- 
trance. They don’t contain flashing signs, nor elaborate 
displays. A good example of their simplicity, and thus 


168 


Cioseup of one of the wall Cases 
with silver displays being arranged 
by Cleora King, assistant man- 
ager at O'Dell's. Customers like 
to walk around and inspect mer. 
chandise at first hand in the cases 


their appeal, is afforded by last year’s Christmas display 
worked out by Cleora King, sales lady and assistant man- 
ager. Large pine cones made up the focal spot of interest 
bunched on a silver plate and slightly raised at the center- 
rear of the window. Some shiny woven tinsel tops the 
cone dais. And on white cloth covering the window floor, 
the cones, labeled for mother, father, etc.. as cards would 
be made out for Christmas presents. 

Several quality diamonds were also displayed on the 
cone dais. And on white cloth covering the window floor. 
other quality watches, pendants and diamonds were care- 
fully arranged for inspection by passersby. 

On the window sidewall was hung a wreath and berries. 
the age-old Christmas symbol. 

When you enter O’Dell’s, you are immediately im- 
pressed by (for want of a better word) its quaintness. 
The walls are lined with half a dozen of cabinets, simple 
stained wood and glass cases that smack of your grand- 
mother’s living room or parlour. 

“They are old china closets, or cupboards,” admits 
O’Dell. “We don’t make any bones about it; they are 
old but they have an appeal and lend themselves to creat- 
ing an atmosphere of charm and grace, which we thrive 
on.” 

These are multi-shelved cabinets, of course, and afford 
plenty of room for masses of diamonds, watches, costume 
jewelry and jewel cases, etc. They are topped, for the 
most part, by all kinds of clocks, ancient models and the 
more modern electric-drive type. 

You notice the four display cases nicely set around the 
sales floor. Each has spindley legs, with a glass-enclosed 
area of about four cubic feet. And each is topped by a 
similar, dignified table lamp with a heavy molded base of 
a horse or a human figure. 

These cases are never moved. Customers walk around 


(Please turn to page 186) 
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PROFIT 
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When volume depends on value Gracefully styled creamer. 
and value means extra sales—these #700 set $10.00 Keystone Paul Revere open sugar. 















three items will turn the trick for 
you. They are priced to appeal to 
the volume trade. 


I eg 





® Heavy Silver Plate on rugged copper base. 
® Styled to combine the modern mode with the 


#25 Butter Dish te 
traditional design. 


$7.00 Keystone = : Sa es @ Merchandised in handsome anti-tarnish gift 
Applied bord er. 7 4 noo coceueee ee mi —— am boxes. 


® Beautifully hand-spun by Master Craftsmen. 
Glass insert. 


Sv ctelatereete tee — 
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#790/92 set an: we © s 
$5.00 Keystone | oes | a 
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Turnover means real business 
growth and dealers every- 
where are marvelling at the 
public demand for the Gregg 
Holloware gift line. It will 
spell added profits for you. 


i ts a 


Cigarette urn is miniature silk hat, cocked at a rakish angle. Ash tray to match. 


CONTACT YOUR WHOLESALER OR WRITE DIRECT TO FACTORY 


SuaygioolaGfhi 


TAUNTON MASSACHUSETTS 
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there’s Still Plenty to Do... 


aa 





ee A A 


—— 











= 





[Post Exchange ( 
Sales Curbed,|I 
Stocks Taxed|l 

. 





‘Navy Official Reveals Pact 
to Take the Stores Out 
of Competitive Field 





WASHINGTON, June 8 (UP) — 
Assistant Secretary of the Navy 
‘John Koehler disclosed today that}m, 
drastc curbs have been imposed | pé 
‘on Army, Navy and Air Force post |$? 
exchanges to take them out of 
competition with private mer- 
chants and make them collect 
taxes which non-service people | T« 
must pay. ha 
He testified before a House Hi 
‘Armed Services subcommittee | 5,, 
‘which is investigating complaints bi: 
that military stores and commis-|+), 
saries, which cost the taxpayers|,.. 
$4.000.000 a year in subsidies, are 
driving private merchants out of 
‘business by selling competitive), 
[items at near wholesale prices and 
| tax-free. 
The curbs are in a three-serv- 
‘ice agreement which Mr. Koehler 
lsaid was signed last Friday. 
High-Priced Goods Banned 
The agreement banned, effec- 
tive immediately, sales by the 
istores of expensive watches, jew- 
ielry and other high-priced mer- |’ 
‘chandise. Then it directs that by! 
|Aug. 1 the stores must start col-|: 
llecting the 20 per cent Federal |’ 
jtax on luxury items, thus putting |' 
| the service people under the same 
| tax burden borne by non-service | | 
| people. \' 
|- Mr. Koehler said the services 
inow are working on a Plan to’ 
igovern sales in military commis- ,' 
‘saries uniform shops. ~* ' 
The service stores do an annual |’ 
‘business of $329,000.000, accord-| 
‘ing to Representative Cari Vinson, | 
Democrat, oi Georgia, chairman 
‘of the full committee, and he com- 
mented to Mr. Koehler: “Mr. Sec- 
‘retary, it looks like we’ e begin- 
ining to get somewhere.” 
| A long procession of business 
‘men from cities near Army and 
|Navy bases complained to the 
‘subcommittee that they are being 
‘forced to the wali “by the unfair 
competition.” 
$85 Radio Is Highest 
| Mr. Koehler said the agreement 
|provides for a single list of items 
i\which may be sold over the}} 
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'$85 radio. 





$62.50 after Aug. 1 when the ex- 
icise. tax applies. 
| | The Navy will put a $300 limit on 





'“special order” sales—mail order | 
deals covering items not. carried in 
| lregular PX stock. The Army and 


llimit. 

| “The Navy's unlimited business 
38 out the window,” Mr. Koehler | 
said. 


in 
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‘counter. The-highest priced is an|a 


The top limit on watches willi¢ 
remain at $50, he said. But thely 
‘price will be at retail, not whole-'/t 
| sale, and the watch would costib 


( 


|\Air Force already have such a|! 


|’ 


... on the “Pp xX” 


| A QUICK reading of the accompanying release which appe ed 
in papers throughout the country on June 9 may have brought oP 7 
retail jewelers concerned by Government-favored retail setups ae 
However, a careful study of the “concessions” made by the military bef 
the Congressional Investigating Committee, will reveal the avin ioe 
character of the sacrifices which the Army, Navy and Air F ooh ss eal 
to suffer in order to placate the retailers of the country. = 
| According to the release, Assistant Secretary of the Navy John Koehl 
discloses that “drastic curbs” have been imposed on Army, Nav a Ais 
Force Exchanges to “take them out of competition with private ae t : 
| Let us analyze these “drastic curbs” which the Navy Secretary ion ed 
in a surprise move before the House Armed Services’ sinuunten 
Koehler. in this case, making a three-service presentation, in line with ‘ 
agreement signed on June 3 by the Army, Navy and Air Force aid tha 
by August I the military stores will collect the 20 percent Foleo cocina 7 
| This was as much a concession to the Collector of Internal Revenue . 
it was to the retail merchant, but in any event it is the correction of , 
grievous and inequitable situation which had existed too long. _ 
This three-service agreement, as the newspaper release vate it “banned 
effective—immediately”™ sales by the stores of “expensive winduia _ 
The top limit on watches will be $50 in this newly proposed eeevie list 
of jewelry merchandise. (It was $75. See news story on page 198 ) iin 
Now, inasmuch as an Exchange or Ships Service Store does not have t 
pul any markup on their purchase price, a “$50 watch (which is bou ht by 
a PX for $50) can be sold over the counter to a serviceman - $50 be 
tax. which in this case will be (10 per cent on watches $65 and under) $55. . 
ooo retailer, however, would probably find on this same nth a mane 
‘8 Noe cn a price tag of $100 plus (20 per cent) tax and 
! o charge $120 for the identical watch which the service- 
_ mien buy for $55 at his PX. 
nother “concession,” i 
een 
y special order’ sales. This 
means that the Navy which heretofore had no top limit on their special order 
business will now have the same limit for individual sales as the Army and 
Air Force. This limit, however, it must be remembered is the mn at which 
the item is bought by the PX or Ships Store. Thus. in the case of . diamond 
ring it would correspond to a normal sale through legitimate retail channels 
ere (with tax) costing the consumer wealen $720, ae 
Pied = order business of the military stores should be entirely 
minated, the retail trade of the country should make no concessi 
———— settle for nothing less than complete elimination oe 
Pi ; we upon every jeweler to drop a note to the “House 
med Service Committee, Washington, D. C.” re. to PX competition, telling 
the Congressmen who are members of this committee of hele anu is 
petting relief from this un-American competition to free engine 
ee a are that the hearings will continue well through July 


THE JEWELERS’ CIRCULAR-KEYSTONZ 




















This IMP ORTAN 
ANNOUNCEMEN 


... introducing a magnificent 





new pattern in Community* 


Silverplate to Mr. and Mrs. 








America this September 













reaches this 


Ss IMPORTANT 
+ AUDIENCE 


... giving the Community 
message in full color to 


more than 2,500,000 


oe 4 quality -conscious fami- 
ie lies who regularly read 
The American Magazine 


ond gees you tis SIGNAL OPPORTUNITY 


creating for you extra sales of the new Community Evening 
Star*. . . because The American Magazine readers are 
eee notably responsive to new ideas and quality products. As 
es | you and every other retailer know, the ‘““Who’s Who” of 


arco | oe | national advertisers finds 


mencan 


it pays to advertise in 
MAGAZINE 


*rRADE MARKS. ONEIDA LTD. 
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The 

Fashion Academy 
annually chooses 
America’s 
“best-dressed”’ 


women 


ELGIN’S ne» fall adver- 


tising campaign will feature 
many of America’s “best- 
dressed’’ women and men... 
who own Elgin Watches 





















“On the basis of originality in design and up-to-the 


minute styling, the new ELGINS are zncomparable” 


Emil Alvin Hartman 
Director Fashion Academy 








FASHION ACADEMY 


8i2 FIFTH AVENUE AT 62”! * NEW YORK 2! 


EMit ALVIN HARTMAN DIRECTOR REGENT 7 O231-2 











Mr. James G,. Shennan 
President, Elgin Watch Company 
Elgin, Illinois 


Dear Mr. Shennan: 


You will be pleased to learn, 
I am sure, that the Elgin Watch has been 
chosen to receive the Fashion Academy 
Gold Medal Award for 1949. 


We compliment the Elgin Watch 
Company on its outstanding design talent, 
for it has endowed a practical accessory 
with exquisite charm and high fashion. On 
the basis of originality in design and 
up-to-the-minute styling, the new Elgin 
watches are incomparable. To have 
embodied, too, the sheer beauty and rich 
feminine appeal so evident in them is 
indeed an achievement, 


The new Elgin watches should 
certainly enhance the smartness and add 
to the elegance of America's Best Dressed. 


My sincere congratulations and 
best wishes to you. 
\ cordi 


jrector 
EAH .g FASHION ACADEMY 
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MORE STORE TRAFFIC WHEN = 
YOU FEATURE THESE FASHION Mie UMS 


WATCHES OF THE YEAR | 1949 FASION ACADEMY QQ 
thwwd 


interested in your news about Elgin’s prize-winning style. The : i compliant the Elen Wein Canna sa  emicalinn 


j estye talent. jor tt bac endowed spractisnl accessary with exquisite 











Fashion is news. Women in your community will be keenly 


chiar 9s bd Pg gS jaa shinn. On she basss of ovtgsnatity is design and sp- 


men will be equally interested—they want correct style in the | tetbe-winate styling, the mem : 


Elgin Wiasiches are tix ae 
watches they wear themselves and the ones they choose as gifts ae 





for women. The new Elgins are top fashion news! 


Make the most of this news. Feature Elgin watches in your dis- 
play cases and your windows. Increase your store traffic with 
announcements inviting people to see the Fashion Academy 


award-winning Elgins. 


Elgin will help you with advertising material. A new series of 
newspaper ads features Elgin’s Fashion Academy Award. Make a 


campaign of these ads in your local newspaper. 
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re ie WORE EKO EIN STARS. 


Big campaign to advertise the award. This ad 1s an example of > 


how Elgin will announce the Fashion Academy Award. Campaign | 
: ee go 9 . . ane er 
starts in mid-summer and continues in magazines and newspapers | ee secede pecan a tie 
crd week sds EX pre fee bud Seco Soman he DursPewsr Mainspring 
tar xs Ss Sam. £ ; bie the workd har oh dogead. 


through the Christmas season. [  eree 2 Higw ae Ub peer he armas uepig? 


£ Jwesereatage of 
sarong es chSOvecr S Ps RYE VANS. > 
ssperte OF Asssence 8 “oest-ctreasesd men am 
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* Made of “Elgiloy’’ metal. Patent pending, 
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3. “Bridal Veil" Sterling 





CHECK THESE ITEMS AGAINST YOUR INVENTORY 
4. "Birthstone" Clock 


[] 1. The new Parker "21" line for the medium-price writing 
instrument field features completely internal filling mech- 
anism, a point made of a new alloy (octanium), uses an 
ink which is claimed to have instant-drying characteristics. 


[] 2. “Diamond Gold," a new smaller wrist watch in the ‘Senti- 
nel" line has 10K rolled gold plate front, chromium plated 
back, retails for $4.95. With all chromium plated case it 
retails for $4.50. E. Ingraham Company, Bristol, Conn. 


[] 3. A flattering compliment to present-day living, "Bridal 
Veil" is the newest pattern in Anchor Rogers Anchor ster- 
ling. Sweeping modern shaft is crowned with a traditional 
garland of scrolls and an exquisite pendant of flowers. 
Made by the International Silver Company, Meriden, Conn. 


[] 4. Cyma's "Birthstone" clock features a 7-jewel movement 
with one-key wind for both time and alarm, and is mounted 
with simulated birthstones. Suggested retail price is $32.50. 
Cyma Watch Co., Inc., 608 5th Ave., New York 20, N. Y. 





[] 5. One of the striking new designs in Reibling-Lewis' new 

5. "Sunray" Dresser Set “Golden Wheel" line of dresserware is this 10-piece raised 
Sunray" in jewelers’ bronze. Set features a stapled ny- 

lon brush and is packaged in satin-lined presentation case. 
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that creates sales Grube 


Quality merchandise is sold by jewelers to many cus- , Ke VSN 
tomers for many occasions — for birthday, wedding, | 
anniversary and other gifts, as well as for personal use. 

But confidence is the common denominator in all such 
sales. 

Whether the purchase is large or small, the customer 
enters a jewelry store for just one reason — confidence 
in the jeweler and the products he sells. Jewelers, in turn, 
are well aware that confidence is the very breath of their 
business life. Every merchandising move they make is 
directed toward building this invaluable asset — for 
themselves and the manufacturers they represent. 

Every information source they use must be worthy of 
this same confidence. That is why they show such over- 
whelming preference for the authoritative, helpful articles 
in The Jewelers’ Circular-Keystone...and why this 
publication is first on the lists of experienced advertisers 
who wish to reach this prestige-packed market. 





A Chilton & Publication @) 
100 East 42nd Street, New York 17, N. Y. 


Chestnut and 5éth Sts. 10 High St. 29 E. Madison St. 420 Ind. Tr. Bidg. 2412 West 7th St. 681 Market St. 


Philadelphia 39, Pa. Boston 10, Mass. Chicago 2, III. Providence 3, R. |. Los Angeles 5, Calif. San Francisco 5, Calif. 
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Current advertising in The American 
Weekly featuring W. A. Sheaffer pens 


appears in the August 14 issue of 





The American Weekly. This advertising ee 
will go into the homes of 9,410,561 


families from coast to coast. 


Read The American Weekly — watch the 


advertising pages for other nationally ad- 





vertised merchandise that you carry — fea- 


ture it and watch your sales jump ahead. 
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Build displays with items that 
have well-known labels... 


watch the labels help make sales. 


Well-known labels are the go signs that make millions of 
customers buy nationally advertised merchandise. Mer- 
chandise that is advertised in big national magazines 
like The American Weekly gets “first-selection” prefer- 
ence ir 9,410,561 homes from coast to coast. Put the 
nationally advertised items in your store out front —let 


their labels help make sales. 


What Is Merchandisable Circulation? 


THE/ ERICAN ~: 
ay 2a 


Experienced merchandisers know that tt is necessary for a 
national magazine to have a circulation among at least 
20% of the families in a community in order to sell mer- 
chandise successfully at the retail level. That kind of cov- 
erage is called “Merchandisable Circulation” because it 
reaches enough families to make cooperation profitable 
to the retailer. There are more than 4200 communities in 
the United States where The American Weekly has Mer- 
chandisable Circulation. No other magazine approximates 
such coverage. Write for a copy of the booklet “Merchan- 
disable Circulaticn” which will show the number of families 


in your community where The American Weekly is read. 





The American Weekly . ee 
63 Vesey Street, New York 7,N. Y. Willy Pooary Teele oe oe Spite Rewer — 


THE MAGAZINE DISTRIBUTED FROM COAST TO 
COAST WITH 20 GREAT SUNDAY NEWSPAPERS A Hearst Publication 
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1. New Silver Pattern 





3. Self-Adjusting Rings 


CHECK THESE ITEMS AGAINST YOUR INVENTORY 


[] |. Community's new silverware pattern Evening Star to be 
introduced in September, is a deeply carved design using 
a conventionalized acanthus leaf, five small flowers and 


4. Chef Kitchen Clock spiral ribbon. Solid silver overlay at points of wear. 


7] 2. Luminous dial “Harvester,"’ is new addition to line of 
alarm clocks by Lux Clock Company, Waterbury, Conn. It 
has die cast case finished in baked ivory enamel, a buff 
dial with easy-to-read numerals. Clock retails for $3.19. 





[1 3. Two from SelFit line of self-fitting rings made by the 
Ostby & Barton Co., Providence, R. |. Adjustable to fit 
all fingers in sizes 4 to 8, rings retail for $3 to $7.50 in 
sterling or gold filled; $12.50 to $35 in 10 karat gold. 


[] 4. This unique kitchen clock has been dubbed “Pierre” by 
its makers, the Sessions Clock Co., Forestville, Conn. It 
has a white plastic case with lifelike tinted features. It is 
fair traded to retail, at $4.95, plus the Federal excise tax. 


[] 5. Keyed to the "bold look’ promotion in men's fashions 

is this "Rippling Rhythm" bracelet by Stonewall Products 
S Co., Inc., 79 7th Avenue, N. Y., coordinated with Master's 
5. Triple Combination matching watch case and Swiss Radium's gilt colored dial. 
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Selling Opportunity with Keepsake 
Diamond Rings for men 
with proven sales ability. 


Write, giving full details to: 


A. H. POND CO., INC. 
120 East Washington Street 
Syracuse 2, New York 

















ne 


THE AMERICAN PLATINUM WORKS 


231 NEW JERSEY R.R. AVE., NEWARK 5, N. J. 
NEW ENGLAND REPRESENTATIVE: GEORGE E. SISTRAND, PROVIDENCE. HOpkins 9027 
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1. Calendar Watch 





3. Men's Watchbands 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[] |. Priced to retail at $8.95 is this new calendar watch 
from Chesterfield Watches, 452 Fifth Ave., N. Y. ''Cal-o- 
date" has chrome case, radium numerals and hands, sweep 
second hand. Pin-lever movement has sturdy balance wheel. 





|] 2. Jewel box styled in colorful plastic with special com- 
partments and removable tray. $5 Keystone from Carvanite 
Products, 4641 Pacific Boulevard, Los Angeles, California. 
. [] 3. The "Satineer" (top) expansion band with a bright and 
satin combination finish, and the "'Director,"' a new idea 

| in ratchet band design, are two new men's watchbands from 
ie Flex-Let Expansion Products, 20 W. 47th Street, New York. 
NOUR A 
= ™ > 


4. "Swingtime," unique clock by Mastercrafters Clock and 
Radio Co., 216 N. Clinton St., Chicago, Ill., has swing- 
ing girl in motion against a colorful garden scene. Case 
is tenite in walnut or onyx finish with electric movement. 


[] 5. Watchband by Everfine Jewelry Mfg. Co., 157 Orange St., 
; Providence, R. |., the "Klick-On-End" features a new metho 
5 Easy-On Watchband of attaching and detaching band to watch without tools. 


a 


Ben Gee en sone 
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BEAUTY ... eu 
of tte PAST... gd 
leward te FUTURE 


LAZY SUSAN - NO. 403 Faithful reproductions of authentic 
20 in. di j j — ‘ 
in. diameter, 15 in. high overall Sheffield patterns ... distinguished by 


superior design and workmanship a 


ACKS & SONS backed by a reputation for quality 


adil te 
BROOKLINE. MASS. maintained for more than half a 




















century. Ask for information on the 


712 So. Olive St. 56 W. 47th St. 
> Se a vane SILVER BY SACKS line. 
225 N. Michigan Ave. 1255 Market St. 
CHICAGO SAN FRANCISCO 
Santa Fe Bldg., 2nd Unit All items are silver on copper 


DALLAS, TEXAS 




































































* * 
Metals of Guaranteed Purity 
GOLD - SILVER -: PLATINUM -: PALLADIUM 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 
| W. solicit your Sweeps ei | 
pee | Filings — Scrap Gold and 
| a, Platinum — Metals 
| cn Your Old Gold Shipment 
i WILL RECEIVE 
Special Auten lion 
Kastenhuber & Lehrfeld, Inc. 
21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. 
+ * 
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SPACE 267 - 268 - 269 Jewelers Fair 


STEVENS HOTEL-JULY 25th to 28th 





New Accounts 
Store Traffic 
Sales Volume 








Whether you plan on 50 new customers 
or 15,000 — there are 49 ALL-TIMER value 
packed and advertising tested New Ac- 
count promotions that will do the job 
easily and profitably. Here is just one — 
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49 Such 
New 
Customer 
Promotions 
Ready To 
Serve You 


at no extra cost to you — dynamic and colorful 
black and white and 4 color newspaper mats 
that are result tested and to give new purchas- 
ing power to every penny spent in advertising. 


ALTHEIMER & BAER, we. 


Executive Offices: 


404 N. Wells Street, Chicago 10, Illinois 


SPACE 267-268-269 Jewelers Fair 





STEVENS HOTEL-JULY 25th to 28th 
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Canadian Tax 


(From page 107) 


ferently are sent out at one time. It would be almost 
impossible to differentiate between the display ones 
straps, etc.. of one classification of watches. as against the 
other. 

It also means a most difficult and expensive Job for the 
Excise Branch. The Minister of National Revenue and hj 
Deputy Minister claim that this is not for the importer ty 
worry about. The importers submit that as taxpayers the, 
are entitled to know the reason for the unnecessary waste 
of our taxes by additional clerical work, which would 
appear to cost a great deal more than would be derived 
from any paltry extra revenue the Government might 
obtain. | 

The importers also, in their present stocks, are faced 
with the problem of trying to get a refund of the 8 per 
cent tax on all merchandise in stock for no matter hoy 
great a length of time. This is in itself a clerical task of 
no mean proportion, and the effect of the entire regulation 
contained in Circular 906-C is that a watch in a Canadian 
case—with Canadian attachments and boxes—would be 
at a disadvantage as compared with a complete watch. 
wholly made outside of Canada; thus causing a discrimi. 
nation against Canadian industry and labor. 


CHRONOLOGY OF CONFUSION 


Since the first of March, 1949, just to illustrate the con- 
fusion, it would be interesting to see what has happened: 

(1) Prior to the Budget Speech of March 22nd, the tax 
was 25 per cent on the retail price, and the importer had 
no concern with the tax, nor any liability in this connec- 
tion; and no cash outlay was made in tax until the con. 
sumer finally purchased the article. 

(2) Between March 22nd and May 2nd, watch cases 
and watch movements were imported on payment of the 
& per cent Sales Tax and the 10 per cent Excise Tax on 
the import price. 

(3) From May 2nd, for a period, no watch movements 
or watch cases were permitted through the Customs, unless 
the applicant was a holder of a Manufacturer’s License 
and an Excise License; and holders of such licenses were 
charged no tax at import. 

(4) Starting on or about May 13th, the situation re- 
verted to that which previously existed between March 
22nd and May 2nd—although no ruling to this effect came 
through. 

(5) While the importers refused to sign a declaration 
that they were manufacturers—as this would be untrue— 
they were forced by Government edict, if they wished to 
get goods out of the Customs, to take out a manufacturer's 
license without signing a declaration that they were manu- 
facturers. 

Very large retail operators who are able to make direct 
importation of watches, or watch movements, are also 
considered as manufacturers, but must charge the tax on 
the basis of 50 per cent of the retail selling price. It is 
quite usual for these retailers to work on a margin, to 
make their tax only 75 per cent or 85 per cent of the tax 
if it were applied at the point of import—thus giving 
these large outlets a further advantage over the ordinary 
retailer. 
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The above applies to the importation of watches. Now 
the retailer has another problem which is causing a state 
of complete confusion. It has been ruled that a retailer 
who buys loose stones and separate mountings, and then 
mounts the stones, is considered to be a manufacturer, and 
must pay the tax based on half the retail selling price— 
whatever that may be. 

Many retailers who buy loose stones and separate 
mountings send these out to be mounted. And in some 
instances, at least, where they have applied for a manu- 
facturer’s license and explained the circumstances, they 
have been informed by the local Collector of Revenue 
that no license was necessary. 


TAX TO AFFECT TOURIST TRADE 


The retailers should also bear in mind the very substan- 
tial damage this new method of tax collection is going to 
do to their tourist trade. It will have the effect of substan- 
tially increasing their cost and selling price. 

When the 25 per cent tax at the point of sale was effec- 
tive, there was an arrangement whereby goods could be 
shipped to an American tourist free of this tax; but like 
the 8 per cent Sales Tax which was never remitted, this 
10 per cent Excise Tax comes in before the retailer gets 
the goods, and is part of his cost. It might be possible, in 
some way, when shipping the goods to a tourist, to arrange 
(with a great deal of red tape) to get a refund of the Ex- 
cise Tax—which is not by any means certain; but even if 
it were possible, what retailer wants to disclose his cost 
by obtaining a refund of this tax? 

In view of the Minister's Budget statement that it is 











desirable to simplif: collection of taxes, it would seem 
that Circular 906-C has entirely nullified this aim. If an 
importer is performing his duties and distributing goods 
on the most economical possible basis, and working on 
the minimum margin of profit, it is evident that he cannot 
carry accounts amounting to, roughly, 18 per cent cf his 
sales, without some remuneration. 

It is also interesting to note that if an importer sells 
goods at a tax-included price, rather than at a price, plus 
tax, the effect is that the total tax amounts to about 2 per 
cent more on the sale. tax included than tax extra. 

All of the above seems to be a glowing example of bu- 
reaucracy in action. We were all willing during Wartime 
to accept regulations, but it would seem, to many at least, 
that nearly four years after the cessation of hostilities 
should be late enough to let the Laws of Supply and De- 
mand commence to work—for it does not seem that 
Democracy and Bureaucracy can work together. 


Christmas Cards 


(From page 140) 





ments well in advance of the busy holiday season. More- 
over, by doing so, you will get your whole store’s Christ- 
mas selling season off to an early start and secure much 
of that very considerable Christmas card volume usually 
drained off during the summer and early fall by the 
house-to-house sellers. 

One well-known publisher of Christmas cards, cele- 
brating its fifteenth anniversary in 1949, is making the 





HONESTY 


26 John Street 





PLATINUM - IRIDIUM - GOLD - PALLADIUM 





FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL-LINE-OF-SETTINGS-AND-SHANKS-IN-ALL-METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON unc. 


Phone COrtland 7-0360 _ 








NEW YORK, N. Y. 








FOR JULY, 1949 
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NEW CHARM DISPLAY 
Dy 
Qisher 


Ask your wholesaler for charms mounted on the new Fisher 


display. It's FREE. Display charms NOW —they are selling. 


J. M. FISHER COMPANY, Attleboro, Mass. 








SET IN SILVER 





HANDSOMELY DETAILED 
“LINDA ROSE” DESIGN 


Cream and sugar service on 9!/," tray, fashioned 
in heavy silverplate on copper with bright lustrous 
finish. Creamer and covered sugar bowl are set on 
gracefully designed feet. 


Sold in Individual Carton 
Suggested Retail: $9.98 


CORONET SILVER CO., INC. 


1270 Broadway New York |, N. Y. 


Factory: 324 Ten Eyck St., Brooklyn, N. Y. Tel.: Hyacinth 7-3682 
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incentive to early purchasing even stronger by ag plan 
whereby jewelers are enabled to offer a beautiful frameq 
print as a gift to each customer ordering personalized 
Christmas cards before August 30. Ideas and materials 
for dramatic displays also are available, and what could 
be more refreshing on a hot summer day than a windoy 
full of colorful, winter-holiday atmosphere! 

In merchandising a jewelry-store Christmas card de. 
partment, a comprehensive, well-rounded selection is. 
of course, essential. However, it has been the experi- 
ence of leading jewelers that it is better not to show too 
many different lines but to concentrate on a carefully 
chosen number of superior-quality collections embracino 
a wide variety of art styles and subject matter. This 
policy saves space, avoids confusing either the customer 
or the salesperson, and permits the store to render the 








‘‘Do You Know Your Potatoes?” 


The above phrase was the title of a sign behind an 
attractive display of Idaho Russets (potatoes to you) in, 
of all places, a jewelry store window! The sign adds, “If 
so, you had better stay with famous and known brands 
from McKee’s.” The theme, of course, was to impress 
upon the public the advantage of buying only nationally 
advertised brands, as well as the specific idea of attract. 
ing attention of passersby, which it did. 





The unique display occupied a corner 40 inches high 
by 68 inches wide on the front curve of the north display 
window. A strip of red velvet was used as a background. 
at the bottom of which was a picture frame through which 
a strip of green velvet and narrow red ribbon was en- 
twined. On the bottom end of the green strip, and cover- 
ing all the floor of the small window were some 100 
pounds of medium-sized Idaho Russet potatoes. Several 
of the potatoes had small orange sticks in them, and on 
the top end of the stick was a small black one-word sign 
on a white background. Each sign gave the name of a na- 
tionally advertised jewelry product, for instance—‘“Ron- 
son,” “Bulova,” “Elgin,” “Sheaffer.” “Keepsake,” 
“Parker,” “1847 Rogers,” “Community,” “Zippo.” “Ed- 
wards,” “Hamilton,” and many others. 

The window display was the original idea of Larry L. 
McKee and his brother, Lee A. McKee, younger members 
of the MeKee Jewelry Company, 515 Main Street, Joplin, 
Missouri. which has been in business there for 25 years. 
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-ame sort of “specialty shop” service it offers in jewelry 
and other major merchandise. 

Although some jewelers consider $15.00 a hundred 
cards (plus imprinting) a logical minimum price for their 
class of trade, the inclusion of fine smaller cards at $10.00 
q hundred is usually felt to be desirable, even for a store 
that may expect to do its biggest dollar volume in de- 
signs selling at $25.00 a hundred. Much, of course, de- 
pends upon locality, buying habits, etc. 

In general, the subjects having the greatest appeal to 
senders of good taste fall into the following categories: 
religious and other serious Christmas themes; winter 
landscapes; nostalgic pictures of holiday homecomings; 
such as bringing in or trimming the tree, carol-singing, 
old-fashioned village streets and churches, country sleigh- 
rides, etc.; robust and amusing Santa Clauses; designs 
using traditional motifs such as Christmas trees. wreaths 
and greenery, bells, stars, doves, fawns and reindeer, 
angels and cherubim, and designs featuring beautiful 
lettering. It is wise to highlight a choice of smart, digni- 
fied cards that are sufficiently impersonal to satisfy the 
customer who wants to send the same subject to a widely 
varied number of friends and acquaintances. And one 
must not overlook the many couples and families who 
always like Christmas cards that show a man and woman, 
a home, or children engaged in some holiday activity. 
There are also people who find appeal in ship and harbor 
subjects (since the ship is a time-honored symbol of good 
fortune and harbors suggests wishes happily fulfilled). 
as well as those who will appreciate fine sporting sub- 
jects including horses, dogs, hunting scenes, etc. 


Artists of high reputation, whose works hang in 
famous museums and are sought by private collectors, 
or whose talents for illustration and design are in de- 
mand by leading magazines and national advertisers, are 
able to interpret every type of holiday subject in terms of 
originality, vitality, and meaning for our times. When 
these American artists lend their imagination and skill 
to create originals from which Christmas cards are re- 
produced, you have something to offer that will uphold 
the prestige of your store and (if intelligently promoted ) 
make it the place to which discerning people in your com- 
munity will look first for the artistic designs they have 
learned to recognize and insist upon. 

An individual able to appreciate and pay for the best 
in jewelry is no longer satisfied to accept commonplace 
art or inferior quality in that veritable “self-portrait,” his 
personal greeting card! You can turn this fact to the 
profit of your entire store by (a) featuring Christmas 
cards to which the most critical will be proud to sign 
their names—(b) starting your promotions early enough 
to gain the greatest benefits in terms of traffic, sales, and 
service—and (c) making your presentation so beautiful 
and striking that it will not only confirm your present 
clientele’s confidence in your leadership but attract many 
new accounts of permanent, year-around value. 





At the coronation of George Il of England in 1760, the 
great diamond in the crown fell out. The Archbishop of 
Canterbury picked it up with the remark that “A jewel 
beyond compare will be lost to the crown!” thus predict- 
ing the loss of the American colonies. 











JEWELERS!! 


old silver. 


either new or used. 


MEMPHIS 1 
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Many of your customers are interested in changing their incom- 
plete or obsolete patterns of flatware that are not available today, 
' for new patterns, providing they can receive a fair price for their 


We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


This will enable you to obtain a much higher price for the old 
silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


77 MADISON AVENUE 


TENNESSEE 
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KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own store 









WHEN YOU BUY A KINGSLEY, 
yow get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 
Write for Catalog and Ideas 
on Monogrammed Promofions 


Kingsleg 





TORCE TT Tr 
STAMPING MACHINE CO. 


BMOLLYWOOGD 28, CALIFORRIA 








MASONIC RIN G* 


Here's a Masonic Ring with real 
meaning, rich symbolism, elab- 
orate detail, fine craftsmanship! 
Choice of 10 or 14-karat gold. 
Prices upon request. 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. 


*Patents Pending 


ARTS « CRAFTS co 


FINE MEN’S RINGS 






















DNXO)N IOS ror EXPORT 
BARBER saxo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, ae, Se 
CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


ANTWERP. ano 








AMSTERDAM 


LONDON. 
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Massed Watch Display 


(From page 136) 


to men’s watches, with ten watches to a tray, spaced well 
apart, but all tilted forward at an angle which makes 
it possible to see the face from any point opposite. The 
bands are likewise so arranged that fine details of links, 
mesh, coil, and others are readily visible. Any watch may 
be easily taken out of the tray, by means of the slots 
below, and they are grouped according to silver, gold, 
special types, etc., so that salespeople can hand the cys. 
tomer an entire tray of watches with which to narrow 
down the choice in one motion. 


On the opposite side of the central pyramid are tey 
trays of ladies’ watches, containing ten sections each. 
as in the case of the men’s watches. Seven trays are 
devoted to women’s watches already mounted on bands. 
two trays to foldover models, and the remainder of the 
space to a wide choice of expensive bands. We always 
maintain one tray of fine bands for suggestion to the 
customer who comes in to look at watches, but does not 
ultimately buy one—suggesting that the new band will 
bring her watch up to the top in style. 

All watch sales have increased steadily ever since this 
plan went into effect and it is obvious that all of the 
watch stock is selling on intrinsic appeal, rather than 
the brand. Standard procedure at the counter now is 
for a customer to say “Let me see that one,” pointing out 
the watch which strikes his or her fancy. Naturally, the 
entire watch stock is made up of well-known brands, 
with movements which we can thoroughly recommend. 
This fact is brought out in the conversation. We have 
very few “lost sales” nowadays, in which a customer 
asks for a specific brand of watch, and then cannot find 
the model he desires in that brand. Instead, we point 
out that every watch will give long-continued service, is 
backed by the store’s name, and let eye-appeal do the rest. 


Incidentally, the mass display of watches is concen- 
trated entirely in our better-priced lines, with inexpensive 
watches in similar trays parked away in drawers below. 
We do not, of course, bring out the lower-price watches 
unless it appears that the customer cannot afford those in 
the major display. 

By far the greatest advantage of this display is the 
fact that we make almost every entering customer “watch 
conscious” and the fact that all brands sell at about the 
same rate, so long as their styling is good. 





Established Atmosphere 


(From page 168) 


them and inspect their contents. They are lighted from 
electrical outlets in the floor at the base of each cabinet. 

“These mid-floor cases are actually old pen and pencil 
display cabinets,” explained Miss King. “Everyone seems 
to like them, and they fit in with the old wall cabinets of 
course. They are responsible for a lot of impulse buying.” 

O’Dell’s was painted—the entire wall surfaces, that is 
—at one time. But the last time the store was redecorated 
Miss King and O’Dell put their heads together to work 
out a more fitting contribution to the store’s atmosphere. 
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They came up w.th heav) black wallpaper, upon which is 
a green and oyster or French grey floral pattern. 

The paper was put up in panels, with the underlying 
ive in the decorating scheme that of keeping cus- 


mot 
tomers’ interest lower in the store—that is, upon the 
jewelry merchandise in the cases. The store ceiling height 


‘; minimized by the wallpaper, and by pale green trim 
and dusty rose lower wall surfaces. 

To the right, as the store is entered, O’Dell’s has set up 
+s watch repair department managed by Charles A. 
Jimmerman. Although the store atmosphere smacks of 
“lilacs and old lace,” as some might put it, the repair de- 
partment has always been known for its modern methods 
and precision work. 

Zimmerman has a reputation for doing difficult watch 
repair jobs. 

“That kind of ability, naturally, adds to our name as 
watch and clock headquarters in this area,” said O’Dell. 
“That, and a strict rule of dealing in nothing but depend- 
able watches at fair prices, constitutes our creed.” 

O’Dell is president of Pennsylvania Retail Jewelers’ 
Association. He began his “apprenticeship,” as it is often 
termed, in the. jewelry trade in Norwalk, Ohio, in 1919. 
Five years later he “took the jump” and set up his own 
business, practically nothing but a watch repair bench, 
in Erie. His present flourishing store attests to his busi- 
ness methods, and his belief in atmosphere as a business 


builder. 





The first knife and fork as eating utensils were brought 
to this country in 1633 by their owner, Governor John 


Winthrop. 





“Over and Under’’ Wall Case 


A unique design in jewelry-store wall cases has shown 
many advantages for Porth’s Jewelry Store, Jefferson 
City, Mo., at 110 E. High in the state capital city. 

When the store was remodeled several years ago, 
George M. Porth saw an opportunity to do away with 
the standard counter-and-wallcase layout of the usual 
jewelry store, and to more than double the amount of 
under-glass display space at the same time. 

To accomplish this, Porth discarded his old fixtures 
entirely, and contracted with a cabinet maker for a novel 
“over and under” case design, plus new counter cases to 
form an island in the center, rather than lining each wall 
of the store. The counters are now grouped close to- 
sether in the middle of the store. completely enclosing a 
narrow aisle in the center in which the salespeople face 
out toward the walls, rather than in, when waiting on 
their customers. While this practice is by no means un- 
usual, it had the effect of leaving wide five-foot aisles on 
either side, to permit what had been formerly drawer and 
cabinet space behind the counters to be used effectively 
for display. 

Each case is incandescently lighted, the upper wall- 
cases containing three glass shelves, and the lower unit, 
one shelf. The “ledge” atop the lower case is clear plate 
glass, 36 inches deep, and is one of the most useful 
display surfaces in the store. 

Advantages, in addition to the vastly larger amount of 
case space, are more convenient selling, less handling of 
merchandise by salespeople. and more impulse sales. 
according to Mr. Porth. 








You'll get TWO eyefuls at the New York Gift Show ... 
two satisfying eyefuls of the most saleable gifts and 
decorative home accessories ever gathered together 
at ONE show! 

Stock your shelves with profit items from the more 
than 800 lines on display. 


NEW YORK GIFT SHOW 
ptugust 22-26 
Hotels New Yorker and Statler 














al = Directed by 
i George F. Little Management, 220 Fifth Ave. N. Y. 1 
Sponsored by 
National Gift and Art Association, Incorporated 
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4. Swedish Glassware 


i] 





5. Dresden Figure Lamp 
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. "Plume" Candlesticks 





3. California Modern Ware 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


1. Plume" design appears here in single candlesticks re- 
tailing at $5 a pair and in duo sticks, retailing at $7.50 
a pair. Shown too, 14" lily pond with widely scalloped edge 
retail $6. From the Fostoria Glass Co., Moundsville, W. Va. 


2. “Wicker Lane" pattern in Spode earthenware is restrained 
in styling and is richly hand-painted under the glaze. The 
shape is the famous old Chelsea Wicker with its fine emboss- 
ment. From Copeland & Thompson, Inc., 206 5th Ave., N. Y.C. 


3. Dinnerware in California Modern shape by Santa Anita 
Potteries in California is done in six colors—siesta yellow, 
mission ivory, dubonnet, cedar brown, and California lime. 


From the National Silver Co., 295 Fifth Ave., N. Y. C. 


4. A frosted band decorates this simply fashioned stemware 
in Orrefors glass from Sweden—goblet retailing at $48 
dozen; matching salad plates and finger bowls. Sold by 
Fisher, Bruce & Co., Philadelphia; Axel Zacho, Los Angeles. 


5. Italian-made lace figure of the Dresden type on a hand- 
painted wood pedestal forms the base of this 22" lamp. It is 
completed with a shade of dusty rose shantung with a ruffle at 
the top. From Beth Weissman, Inc., 49 West 23rd St.. N. Y. 
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Offer your customers this distinctive new pattern that gives them 
a “head start on hospitality.” 
Comes in the plain style, as illustrated, also in the “TIF FIN—deep- 


etched,” to match existing patterns in stemware. These, and many 
other handsome Tiffin designs, are attracting dollars these days. 








Advertised in 
HOUSE & GARDEN * HOUSE BEAUTIFUL 


Write for more information or if you wish 
our representative to call 


UNITED STATES GLASS COMPANY 
TIFFIN, OHIO 

Makers of TIFFIN and GLASSPORT Fine Glassware 
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1. "Candlewick" Epergne 
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2. Apple Blossom Design 











3. Holland Glassware 





4. Irish Belleek Vase 
CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. This new epergne in the popular "Candlewick" glassware 
design is made in two pieces and stands 10!/," in height. The 
bottom bowl may be used separately; retail about $5. Intro- 
duced recently by the Imperial Glass Corp., of Bellaire, O. 


[] 2. "Apple Blossom" pattern in Royal York china has a soft- 
toned floral center surrounded with a band of turquoise and 
finished with gold trim. Plate retails at $66 a dozen. Im- 
ported by the Midhurst Importing Corp., 129 Fifth Ave., N. Y. 


[) 3. "Princess Astrid"—one of the four new cuttings shown on 
the new "Georgian" shape in Royal Netherland glass from 
Holland made especially for the American market. Goblet 


retails at $4. Justin Tharaud & Son, Inc., 129 5th Ave., N. Y. 


[] 4. Irish Belleek "Parian" china footed vase (7502) in the 
Ribbon design, with sprays of delicately hand-modeled flow- 
ers; about 10" in height. Part of wide assortment of art 
pieces stocked by Maddock & Miller, Inc., 129 5th Ave., N. Y. 


[] 5. Egg platter hand-decorated in 8 different patterns—I6" 

size retails at $12.50; also made in 21" and 14" sizes. From 
R complete group of buffet items made by Hartmann Studios, 
5. Ceramic Egg Platter Los Angeles, sold through Fischer-Marks, 225 5th Ave., N. Y. 
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Fostoria’s NEW newspaper mats 
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‘Times are ripe to get more prospects to your point of purchase by using 
Fostoria’s new advertising mats. So here’s a new service to help you 


merchandise your Fostoria more effectively in your own local advertising. 





The new sketches are wonderful! An effective Scratch Board technique. 
The approach is different. Now you can make up your own ads in the 


exact size and style you like to use. 


The new Ad Mat Book is the Newest Look on how to advertise 
locally, individually and distinctively. A copy is “earmarked” for you— 


in the mail soon. Or write to— 


FOSTORIA GLASS COMPANY MOUNDSVILLE, WEST VIRGINIA 
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2. Metronome 








5. Silver Salad Set 





3. Tiffin Glass Bottles 


iJ 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. ''Norina" pattern in Franconia China from the Krautheim 
factory in U. S. Zone of Germany; 10" plate, retail $1.75; 
cup and saucer $2. Sold in 63 or 93 pc. sets or open stock. 
Delivery now: Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


2. Seth Thomas metronome in mahogany-finished birch case is 
priced at $13.14 Keystone; 9" tall and 4!/." square. Sliding 
weight permits wide selection of tempo. Distributed through 
Joseph B. Bechtel & Co., Inc., 729 Sansom St., Philadelphia, Pa. 


3. New bottles in Tiffin Crystal glass include this small, 
round oil bottle and tall, slim oil bottle, each retailing 
at $3.50; and French-dressing bottle richly hand-cut, re- 
tail $3.75. From the United States Glass Co., Tiffin, O. 


4. 'Mums"—colorful new pattern in Paragon bone china din- 
nerware from England, done in pink, lavender and yellow with 
black background; plates, $80 a doz. retail. Delivery, 3 to 4 
months from Fondeville & Co., Inc., 149 5th Ave., New York. 


5. Silver-plated salad service in the “Modern Danish" de- 
sign with its simple row of beading. Set is triple-plated on 
copper, sold in protective flannel bag, and it may be re- 


tailed for $6. From Sun Glo Studios, 225 Fifth Ave., N. Y. 
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Stemware in this rock-crystal 
cutting retails, approximately 


“nce” $36.00 dozen. 





Rock Crystal Cut Pattern 
On Imperial Hand-Crafted 
Table Stemware and Plates 


The Ivy Leaf is a pattern with 
popular appeal . . . the motif 
swirls gracefully around the 
bowl of each stemware piece 
and on matching plates. No- 
tice, too, the modern cutting of 
the stem on this new pattern, 
hand-done by Imperial crafts- 
men. Now available in Table 
Goblets, Ice Teas, Cocktails, 
Sherbets, Wines, Clarets, Cor- 
dials, 6-in. and 8-in. Plates. 
Write to Dept. C-J, and. Impe- 
rial’s nearest Representative 
will contact you immediately 
for this profit and prestige 
hand-cut pattern. 





IMPERIAL 


GLASS CORPORATION 
“Bella ine, Chic 
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by MADELINE LOVE 


_ merchants and exhibitors are looking forward to 
the mid-year Show season with a great deal of inter- 
est. What about prices? What about orders which have 
been on the books for a long time—and are not yet 
shipped? What about new lines—will many be brought 
out and if so will the merchant take a chance on them? 

These are just a few of the questions which the industry 
is asking itself, and the next couple of months will see 
them answered—we hope! But there is one facet of the 
situation which is clear, and that is the expanding interest 
which the jeweler is taking in china, glass and general 
giftware—and the equally increasing interest which the 
manufacturers of those products are taking in the jeweler. 

More jewelers than ever before are finding it highly 
profitable to give display space, stock space, and promo- 
tional advertising space to this type of merchandise. And 
for their part, the purveyors of the merchandise like the 
way the jewelers do business. They respect the indepen- 
dence of operation, the unified buying power, the freedom 
from “front office” blue penciling, the close knowledge of 
local consumer needs and wishes, all of which is necessar- 
ily lacking in the large department store. 


For the first time in many years, the famous Belleek 
Parian china from Ireland is available from stock here in 
America. The china is carried by Maddock & Miller, Ing. 
New York, and you can get delivery on it immediately, 
The Belleek Pottery is Ireland’s only ceramic manufac. 
turer, and in 1957 it will observe its hundredth anniyer. 
sary. Extremely thin in texture and finished in a distine. 
tive pearly glaze, the designs have undergone little change 
during the years, since the popularity of the embossed 
shapes, the sculptured flowers, and the handwoven open- 


work modelings, is just as great as ever. 
% * o 


Something different—a candle “stickup” just brought 
out by the Imperial Glass Corp. It consists of a glass 
candle socket with a rubber suction cup foot which keeps 
it firmly in place on almost any kind of surface. Its yer. 
satility permits its use in many different kinds of flower 
and fruit arrangements. 

* * * 

The American representation of Royal York China has 
been transferred to the Midhurst Importing Corp., of New 
York, according to a joint announcement made by Jona. 
than Higgins, president of Midhurst, and Edward §, 
Lynch, of Sun Glo Studios, former representative. The 
china is on display at the new Midhurst showrooms at 
129 Fifth Avenue, New York. 

The china is produced by the C. M. Hutschenreuther 
factory in Bavaria, which, during the 1920’s and 1930's 
made the well-known Black Knight China. W. P. Graham, 
who was formerly with Black Knight, will be associated 
with Midhurst in styling the line. 





Silver City’s distinctive Sterling-on-Crystal line... 
choice of Blossom Time or Vintage patterns. 


STAR PERFORMERS * 


These graceful new pieces reflect the unusual beauty of 


No. 971, 24 Oz. Pitcher, $5.00 retail. 
Not Shown: No. 972, Qt. Pitcher, $6.00 retail. 
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No. 305, Sugar and Creamer, $7.50 retail. 
With tray, $10.00 retail. 





No. 671, 2 Qt. Pitcher, $7.50 retail. 


YOUR COPIES OF OUR NEW CATALOGS ARE READY! 


Showing over 200 exquisite Sterling-on-Crystal, Gold- 
on-Crystal, and cut glassware pieces — beautifully 
photographed and grouped for convenient ordering — 
these catalogs are designed for consumer selling. Write 
or wire us for your new Silver City catalogs today. 
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John M. Hammer, manager of the American Gift and 
Art Shows, has announced a Cleveland gift show to be 
held in the Hotel Statler from September 18 to 22. His 
Show in Pittsburgh is scheduled for August 14 to 18 in the 


William Penn Hotel. 


Hand-decoraled Demi Tasse Sols 


* % *% 





Here is an exterior view of the new showrooms of R. F. 
Brodegaard & Co., Inc., glassware importers, recently | 
opened in Rooms 1215 and 1217 on the 12th floor of 225 | 








Fifth Avenue, New York. Modern in design and equip- 
ment the showrooms make a highly effective background 
for the glassware. * * # 


To open its new showrooms at 377 Fifth Avenue, New 
York, the Majestic Products Sales Co. held a cocktail party 
June 8, introducing a complete new line of compacts, lip- 
sticks, cigarette cases and other metal items. Ralph C. 
Schoenwald, formerly sales manager of Rex Products Co., 
has been appointed general sales manager for the Majes- 
tic company. * # # 


The Atlas China Co., New York, has appointed L. Luria 
& Son, Inc., national distributing house with offices in 
New York, Miami, and Atlanta, as its representative in the 


Southeastern territory. 
# a # 


John Goodman opened his new showrooms on the 12th 
floor of 225 Fifth Avenue, New York, with a trade cock- 
tail party on June 11. Mr. Goodman has recently taken 
on Kastern representation for Yona Ceramics of Cali- 


fornia. 
* ol * 


Representing Alfred E. Knobler & Co., of New York, 
national distributors of Southern Harvest Dinnerware, 
are Wm. H. Fenton & Co., Los Angeles; E. S. Chamberlin, 
Seattle; Harry A. Neville, Chicago; L. J. Kugel & Son, |, 
Atlanta; and G. Gregory Rodgers Assoc., Dallas, Tex. 





Giftwares Draw Rural Trade 

“Anyone operating a jewelry store in a rural town, 
where the flow of money stems from the area’s farms 
and depends upon their prosperity, must point his mer- 
chandising toward those farms,” says Miss M. J. Gil- 
more, who has been in the jewelry business in Union 
City, Pa., nearly 15 years. “And I’ve found that carry- 
ing a substantial line of giftwares, including ceramics, 2 s ap ere 
glassware, lamps and oiien little knick-knacks, has VA While er completa dascriplive 
Catalog amd Pnice List today. 


proved a steady traffic-builder and has aided my regular 


jewelry-retailing considerably.” 7 | 
“I think the main reason is that the farmer and his Boh Weissmam, Inc, 4q West 23nd Sted Hew ork 


people are more conscious of the dollar than the ordinary 
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MORE CUSTOMERS 
Spode MEAN MORE SALES 


See the newest, most complete lines 


Since 1770, Spode products have 8th SEMI-ANNUAL 


won the approval of succeeding 


generations of discriminating people. 7 MIDSOUTH GIF T & 
a JEWELRY SHOW 
Seopr) Fine English Earthenware and 

MIDSOUTH VARIETY FAIR 
AUGUST 29-SEPTEMBER 1 





THE FINE ENGLISH DINNERWARE 








Lowestoft Stone Chins © 
—e HOTEL KING COTTON 
W.T. COPELAND & SONS, LTD: MEMPHIS, TENN. 
England 4 Air Conditioned Floors of Display Space 
e re) 
Sole agents and wholesale distributors Contact A. J. CORY, managing director, for 


booth space. 


A few booths and rooms available. 


ADDRESS: MANUFACTURERS AND MERCHANTS BLDG, 
198 S. MAIN ST., MEMPHIS, TENN. 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 









































i Yeland’s BELLEEK CHINA New! Fraternal Rings.... with meaning 
| 


Odd Fellows Ring 









Here's an Odd Fellows Ring 
with real meaning, rich symbol- 
=— ism, elaborate detail, fine 
Mie Co craftsmanship! Choice of 10 or 

ff she tr ont 14-karat gold. Prices upon re- 
=/"N aCe SS quest 
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i Write Arts & Crafts for free mats 
of tested newspaper advertisements. 
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HARTFORD, CONN. FINE MEN‘S RINGS 








#500 VASE #312 CREAM AND SUGAR #539 POT 
SHE , 


— — ~~ | | USEFUL AND HANDY FOR THE WATCHMAKER 





Famous Belleek ‘‘Parian’’ China Is Now Available in 
America, with Large Stocks Carried in New York for Im- 
mediate Delivery. The Line Includes Tea Ware, Vases, Sugar 
and Creamers, Pots, Trays, Open-work Baskets, Plates, and 
Many Other Items. We Invite You to Visit Us when You 


— Keystone Watch Repair 
Ilustrated catalogue will be completed this 
Record Book $2.75 ‘sr 
Sole Agents 


month. Write today and reserve your copy. 
MADDOCK & MILLER, INC. THE JEWELERS’ CIRCULAR - KEYSTONE 


ee 00 E. 42ND ST., NEW YORK 17, N. Y 
e T & en ' e o 
129 Fifth Avenue New York 3, N.Y. 
Check or money orders must accompany all orders. Do not send cash. 
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ity-dweller and worker,” she says. “Perhaps they don’t 
spend as much, at a single purchase, but then they buy 
gifts more often, perhaps, than your city people. They 
think highly of china, for instance, or a lamp, as a prac- 
tical and pleasing gift in large families.” 

Miss Gilmore studies her giftware buying quite closely, 
and tries to get merchandise that she can offer at a good 
price. Then she has two time-tried aids to merchandis- 
ing giftwares. She has turned a substantial area of her 
jewelry store over to giftware displays, and she never 
lacks a giftware window display in one of her two show 
windows. 

Along the left wall of her store, for instance, Miss 
Gilmore installed a multi-sectioned mirror and counter 
and drawer combination display area. In all, it mea- 
sures about 6 x 20 ft., with individual sections abou‘ 
6 x 314 ft. The mirrored area has adjustable-height glass 
shelving. 

“T can include an amazing amount of giftwares on this 
display.” says Miss Gilmore, “and it means a lot to have 
things out where the customer can readily see them, and 
if desired, pick them up and examine them more closely, 
noting the price. Of course the drawers hold quite a 
bit of stock in storage, readily at hand, too, for changing 
displays.” 

Miss Gilmore also went a step further in enhancing 
the merchandising potentiality of this large display area. 
She had a local craftsman design and install a “frame- 
work” of neon tubing around the mirrored section. She 
intended the neon to be much brighter than it actually 
turned out to be, but, she admits, it still does a fine job 
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of pulling eyes over to the copious displays and thus 
suggesting gift sales. 

Over the mirrored section, pictures are hung, as an- 
other gift item popular among rural buyers. More pic- 
tures hang at the far end of the display area, and at the 
end near the entrance to the store, potted ivy and small 
plants, with wire holders, add to the total display. Then, 
showcase tops and fixtures around the store are also 
occupied with giftwares during appropriate selling 
periods. 

Miss Gilmore has found window displays especially 
helpful in pushing merchandise which, if moved in a 
comparatively short time, can turn a nice profit for her. 
She cites the case of a stock of Ainsley lamps, attractive 
lighting fixtures with bright metal and light shades, 
which she massed in the window. “They were listed at 
$12.00, and practically every one of them sold in a very 
short time,” she said. “Right now, I have an open stock 
of dishes from Southern Potteries. They are a little 
gaudy in coloring and design, but they seem to have a 
wide appeal, following a window display which I recently 
put in.” 

“It should be understood, of course, that jewelry is still 
my big money-earner,” explained Miss Gilmore. *“Per- 
haps about 20 per cent of my business dollar comes from 
siftwares, depending upon seasonal ups and downs. Nat- 
urally, I try to make every giftware customer a jewelry 
customer, and vice versa. 

“Together, they form a very business-like combination 
for me.” she concluded. 








1) SIGNSct seasoned BUYER 


Year in and year out, you'll find that the most successful 
buyers achieve their reputation largely by knowing 
the best sources of supply. You will invariably discover 
these sources at the Chicago Gift Show. 


EASTERN MANUFACTURERS AND 
IMPORTERS EXHIBIT, INC. 


Samuel Keepnews, President * John Rossetti, 
Vice President * George F. Little, Managing 
Director « 220 Sth Ave., New York 1, N.Y. 





“Luggage Courtesy of Dale Fifth Avenue—N.Y. A 


Chicago Gift Show 


AUGUST 1-12 
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Palmer House 


197 














Vol. CXIX 


JULY, 1949 


No. 10 





Partial Victory For Retailers 
As PX Investigation Proceeds 


Army, Navy and Air Force 
Agree to Collect Excise Taxes 
And Pare Limits on Jewelry 


Retailers Carry on Fight For 
More Concessions by Military 


WasHINGTON—Retailers’ efforts to trim 
the expanded operations of post exchanges 
and ships’ stores bore their first results 
here on June 8, with the announcement 
by the Army, Navy, and Air Force that 
federal excise taxes will be collected by 
the service stores beginning not later than 
August 1, 1949. 

“It looks like we are beginning to get 
somewhere,” Representative Vinson (Dem- 
ocrat, of Georgia) told Assistant Secretary 
of the Navy John Koehler in commenting 
on the decision to start collecting the 20 
per cent federal excises. 

But a majority of members of Mr. Vin- 
son’s House Armed Services Committee and 
the post exchange-ships’ stores investigat- 
ing subcommittee headed by Representa- 
tive Philbin (Democrat, of Massachusetts) 
regard the tax concessions as “only the 
beginning.” 


UNDER FIRE FOR SEVERAL WEEKS 


Prior to the June 8 decision on taxes, 
post exchanges and ships’ stores had been 
under the subcommittee’s fire for a period 
of several weeks because of the unfair 
competition afforded jewelers, hardware 
dealers, and other retailers. 

Among the objections and complaints 
voiced by both industry and government 
witnesses at the hearings which began late 
in May were: 

(1) The Federal Government is com- 
peting unfairly with private enterprise. 

(2) Articles are being sold with disre- 
gard to the intent of Congress, including 
the controversial “special order” provision 
which enables military personnel to obtain 
items not regularly stocked in the service 
stores. 

(3) Unauthorized personnel are acquir- 
ing merchandise through the service stores. 

(4) The operating costs borne by pri- 
vate enterprise (taxes, occupancy, light, 
heat, etc.) are not considered in evaluating 
profits from service stores’ transactions. 
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(5) Excise tax laws are flaunted. 

(6) The fair trade law prices established 
under the Miller-Tydings Act are flaunted. 

(7) Accounting procedures of the service 
stores are not subject to review and audit 
by the Comptroller General. 

In addition to agreeing to start the col- 
lection of the excise taxes on jewelry, lug- 
gage, leather goods, electrical appliances 
and other products, Mr. Koehler announced 
that the Army, Navy and Air Force had 
agreed upon a central list of about 230 
items to be stocked in exchanges and ships’ 
service stores within the continental limits 
of the United States. 

As far as jewelry is concerned, the new 
list presents reduced price limitations on 
14 different types of articles. The new 
list of jewelry items which may be stocked 
by the service stores and the new retail 
price limit follows (former price limit also 
shows for comparison) : 

Bracelets (new limit $7.50; old limit 

$15) 

Charms (new limit $2.50: old limit $4) 

Clips or pins, tie or collar (new limit 

$7.50; no change) 

Compacts (new limit $7.50; old limit 

$12.50) 

Cuff links (new limit $7.50; no change) 

Earrings (new limit $7.50; no change) 

Identification bracelets (new limit $5; 

old limit $15) 
(Please turn to page 208 B) 


Jewelry Industry Council 
To Expand Fashion Program 


An important fashion promotion and re- 
search program has been approved by the 
Executive Committee of the Jewelry Indus- 
try Council, according to an announcement 
made by Albert E. Haase, Executive Direc- 
tor of the Council. 

The, program, plans for which have been 
under way for several months, will be car- 
ried out by the Council’s Fashion Director, 
Martha Percilla, and will have two main 
divisions. One will be primarily concerned 
with jewelry manufacturers and the other 
with retail jewelers. An advisory group of 
fashion editors will assist Miss Percilla in 
this work. 

The fashion service to manufacturers 
will take the form of special advance cover- 
age of European fashion sources and will 
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Court OKs Waltham Plan: 
Company Begins New Era 


Early in June the U. S. District Cour 
in Boston approved the Waltham Watch 
Company reorganization thus signaling the 
start of a new era of production for that 
concern. The three court-appointed trustees 
had obtained assents to the plan from 56 
per cent of the common stockholders, 87 
percent of the unsecured creditors and 97 
per cent of the debenture holders. 

After publication of the court approval, 
John J. Hagerty, agent for the trustees, 
was contacted by JEWELERS’ CIRCULAR. 
KEYSTONE for a statement on Waltham’s 
future plans and policies. He said that he 
would be unable to answer any specific 
questions on the future plans of the Com- 
pany until reorganization was finally com- 
pleted and suggested JC-K approach one 
of the three trustees for a direct statement. 

However, Hagerty did comment on prog- 
ress Waltham had made to date. He 
pointed out that 1800 of the 2300 workers 
laid off when the plant closed are back 
at work. He also said that Waltham had 
disposed of its accumulated inventory of 
185,000 watches, 50,000 of which went to 
retail jewelers. He concluded by stating 
that Waltham will eventually lease $500,- 
000 worth of new watchmaking machinery 
from the Swiss, and added that on June 
16th approximately 14 of the new machines 
had arrived in New York. 

When asked for a direct statement on 
Waltham’s future plans, C. Keefe Hurley, 
one of the three trustees, declined to answer 
any of the questions submitted to him. 
He said that a statement on the company’s 
future plans will probably be released 
shortly after reorganization is finally com- 
plete. This was expected, he stated, on or 
before July 20th when the court-appointed 
trustees will be replaced by three new 
trustees, one representing debenture holders 
and two appointed by the RFC. 


—___, 





be so set up as to provide information on 
fashion trends to jewelry manufacturers 
nine to twelve months in advance of the 
time wien these trends actually penetrate 
the American consumer market. 

The new service to retail jewelers will 
take the form of regular reports on current 
jewelry fashions in relation to changing 
styles in clothes, millinery and coiffures. 
This latter service is aimed at giving fur- 
ther emphasis to the co-ordination of 
jewelry and other fashion items at the 
point of sale. 
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Subject of Efficiencies Designed to Minimize 
Cost of Distribution, Is Linked to That of 
Promoting Sound Economic Practices 


Governmental Improvements Come in for Discussion 


The need for low-cost distribution, and the following of practices which are 
economically sound were subjects discussed from the many operational phases 
affecting these aims, at the Forty-Second Annual Convention of The National 
Wholesale Jewelers’ Association held at the Edgewater Beach Hotel, in Chicago, 
on June 2 and 3. This gathering of over 300 members and their guests re- 
flected the sober thinking of all alert businessmen in America today. The tone 
of the season was one of complete confidence in the wholesale business, the 
jewelry industry and the “American Way” of life. 

However, that confidence seemed to be the result of studied convictions and 
thus recognized the existence of some important weaknesses and vulnerable 
spots which are in need of strengthening. 

It was natural in such an air that members were attentive to speakers and 
responsive during the periods provided for their participation and that Gov- 
ernment policies and legislative tendencies were analyzed and criticised. 


Certainly here was a convention which 
gave every evidence of having the best ele- 
ments which a successful business con- 
vention is supposed to have. For, not only 
did the meetings provide speakers, who 
were well equipped to transmit useful in- 
formation for the operation of a business, 
but also other speakers who could provide 
convincing evidence of the effects of ex- 
ternal countrywide problems upon the jew- 
elry business in general and the wholesale 
business in particular. It was significant 
that practically every sepaker dwelt, at 
some point in his talk, upon the vital neces- 
sity of the businessman taking an active 
part in the control of the Government. It 
was strongly emphasized that if the busi- 
nessman does not take an active part in the 
election of the proper officials who have 
the proper philosophies, the businessman 
cannot expect to have an understanding 
and sympathetic Congress. 

Typical of such talks was that of Joe 
Meek, published on page 108, which makes 
good reading for anyone living in America. 


OPENS FIRST BUSINESS SESSION 


The retiring president, R. Dix Edwards, 
opened the session by staying that the find- 
ings of a suitable subject for his swan song 
was a bit difficult. “To review the accom- 
plishments of administration is hardly mod- 
est,” said Dix Edwards, and he continued, 
“if the achievements have been less than 
outstanding, he hopes that it will soon be 
forgotten. Certainly he doesn’t want to 
talk about it.” 

Casting an eye toward the business hori- 
zon, the retiring president said, “Last 
year at Atlantic City we were trying to 
appraise and forecast the effects on our 
economy of the then most recent injections 
of stimulants to our economy. 

“Developments of the past year have been 
the end of shortages and the return of the 
seasonal pattern of sales. These changes 
create problems for the wholesaler but they 
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also provide opportunities. To the retailer 
who is again interested in low inventory 
and high turnover, we wholesalers can 
again provide prompt delivery from a com- 
plete assortment. To the manufacturer who 
is again interested in the completion of 
every possible sale for his product, we can 
again demonstrate the value of territorial 
inventories. 


R. DIX EDWARDS 

Sees return of 

seasonal pattern 
of sales. 





bid 





“To take advantage of these opportunities 
we wholesalers must be prepared to do a 
good job on all of our operational func- 
tions. Our warehousing, stock control, 
order filling, invoicing, shipping, delivery 
must be organized and operated to give 
prompt efficient service. 

“Today’s market is a challenge to the 
selling abilities of the wholesaler. Let us 
hope that we will be able to develop com- 
petitive methods more constructive than 
price cutting, special discounts, uneconomic 
terms and the assumption of costs that 
should be paid by others. 

“Constructive competitive effort by the 
wholesaler will provide to the retailers 
whom he serves wise merchandising coun- 
sel, helpful sales aides, ideas and material 
which will help the dealer to sell more of 
the goods that he buys from the whole- 
saler. The objective of our competitive 
effort should be the increasing of sales at 
the retail level. 





Consideration of Fundamentals Keynotes 
Wholesale Jewelers Convention in Chicago 


“IT mentioned as one of the major develop- 
ments of the past year the return of sea- 
sonal pattern of sales. It is not going to 
be fun to have Christmas in December 
only, but the selling of the jewelry whole- 
saler divides naturally and inevitably into 
two seasons. On the average over the 
years the wholesale jeweler will do a little 
more than one-third of his year’s business 
in the spring, and a little less than two- 
thirds in the fall. I certainly hope that 
1949 produces that pattern. I will settle 
right now for sales in the last half total- 
ing double what we sold this spring. 


MANUFACTURER'S COOPERATION 


s 

“To adjust to this seasonal pattern we 
need the cooperation of the manufacturers. 
To get the full efficiency of his wholesaler 
sales organization, the manufacturer must 
time his sales program to this seasonal pat- 
tern. To achieve orderly distribution prices 
should be guaranteed for the six months 
of a major selling season. 


“I reason that the law of gravity has not 
been repealed, that what goes up most can 
come down farthest. So the safest inven- 
tory is in those lines of least price increase. 
We try to use these figures as a sales argu- 
ment. It is not too difficult. Those lines 
of minimum increase in price sell best be- 
cause they are in the best competitive posi- 
tion price wise. 


“In the days ahead distribution will have 
to be by those agencies with the lowest costs 
and the highest efficiency. In a highly com- 
petitive buyers’ market wholesaling has a 
natural advantage on both counts. Let’s be 
sure that our individual wholesale organ- 
izations are geared to deliver those advan- 
tages, to show both retailer and manufac- 
turer what we can do for them—to prove 
the value of our services.” 


Following the address by R. Dix Ed- 
wards, Thomas A. Fernley, Jr., Secretary, 
presented a report giving a review of the 
association’s activities and accomplishments 
during the past year. 


Harry W. Knight, partner of Booz, Allen 
& Hamilton, management consultants, de- 
livered a paper on the subject of “Cost Con- 
trol in Selling,” pointing out that for many 
years, the wholesale jewelers of America 
have been a major factor in the distributive 
system utilized by manufacturers and pro- 
vided many services vital to the industry 
and still handle a substantial majority of 
the sales. 

It was his purpose, explained Knight, to 
point out one way of meeting the challenge 
of a trend toward direct selling. “In the 
business world,” he said, “the detailed con- 
trol of selling costs was seldom practiced 
before 1940. Now in 1949 it is receiving 
serious consideration in many fields. 


“Some years ago a sales executive 
needed to be only a star personal sales- 
man. He was selected because he out- 
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performed other salesmen in terms of orders 
written. While personal selling is still 
an important part of the sales executive’s 
job, he is selected today principally for his 
ability to multiply himself through others. 
Doing this requires a knowledge of the 
science and tools of sales management.” 

Knight then pointed out that he would 
confine his remarks to I. The Need for It. 
II, How to Get It, and III. Its Practical 
Application. 

Dealing with the first of these—The 
Need for Cost Control in Selling—Knight 
said, “I think we all recognize the serious- 
ness of the squeeze play that sales manage- 
ment is facing, that depending on main- 
taining prices and volume is not a practical 
answer—and that sales costs must be put 
under the microscope. For, nearly all of 
the key business indices have fallen off 
since late last fall. 

As to the effect this had on the whole- 
saler, the speaker explained, “it simply 
means that top management in producing 
companies is being forced to look more 
and more to other than manufacturing 
costs for substantial reductions. And sell- 
ing costs is an inviting area. 

“This situation has particular applica- 
tion to you wholesale jewelers. Some 
manufacturers are now by-passing whole- 
salers in favor of selling direct to retailers. 

Enlarging upon the second point in this 
connection, Knight explained How to Get 
Cost Control in Selling, by 1. Adopting 
Desire for It and 2. Organizing for it. 


MAKES SPECIFIC SUGGESTIONS 


To accomplish these things the speaker 
made specific suggestions as follows: 

(1) Study the approaches used by your 
salesmen in making a sale. Make an 
itemized list of each step. 

(2) Upon the basis of past data, dis- 
tribute the total selling expense, territory- 
wise, productwise and according to classes 
of customers. 

(3) Break down your sales figures by 
similar units, then deduct the costs, and 
determine gross profits. Find out what is 
the relative profitability of sales in each 
category. 

(4) Using present costs as a standard 
for the time being, consider possible im- 
provements in sales methods which wiil re- 
duce these cost standards. 

(5) See that you get such reports regu- 
larly. Have these reports show a compari- 
son between standard and actual costs. 

(6) Work to eliminate unfavorable find- 
ings and unprofitable classes of sales. 

Tackling the third point, Practical Ap- 
plication of Cost Control in Selling, Knight 
asked the question, “Just what can the 
sales managements of these companies get 
out of cost control?” and answered it by 
saying, “They can get a Profit and Loss 
Statement—by territories, by products or 
product classes, by methods of sale and 
by customers or classes of customers. 

The consultant closed the talk with the 
thought that, “the wholesale jewelers in 
this country basically perform three chief 
functions—warehousing, distributing, and 
financing. “In performing these func- 
tions,” he said, “you have played and 
should continue to play an important part 
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in the manufacturers’ distributive system. 
I urge you particularly to look at your 
selling costs and to add to your sales man- 
agement kit, cost control, the new sales 
management tool.” 

G. H. Niemeyer, the opening speaker of 
the afternoon session on the first day of 
the convention, was introduced by Presi- 
dent Edwards. Mr. Niemeyer spoke on 
“The Activities of the Jewelers’ Vigilance 
Committee,” telling of the progress which 
had been made in the objectives of the 


G. H. NIEMEYER 
“A National Stamp- 
ing Law should be 

enacted.” 





“Jewelers’ Vigilance” during the past year, 
not only in its prime functions but also in 
its tax committee’s work. 

Speaking of the cooperation accorded 
the JVC by the wholesalers, Mr. Niemeyer 
said: 

“A great deal of time and effort was ex- 
pended by counsel on the marking check- 
up which was recently made in collabora- 
tion with the National Wholesale Jewelers 
Association. This check disclosed a num- 
ber of interesting things, particularly the 
fact that there were a great many honest 
and reliable concerns who had become a 
little careless in their production, result- 
ing in the finished product being under the 
quality claimed by statement and marking. 
The investigation not only showed that 
some manufacturers had become careless in 
the process of manufacture but also indi- 
cated that a number of concerns were 
maliciously producing and selling under- 
quality merchandise. 

“Under the present law, The Federal 
Trade Commission is the only agency to 
which we can turn with respect to viola- 
tions of Commercial Standards as estab- 
lished. It is unfortunate when orders to 
cease and desist are issued by the Federal 
Trade Commission in cases where false or 
misleading statements have been made or 
other unfair practices indulged in, that the 
facts are not more widely publicized. 


NEED NEW STAMPING LAW 


“The Federal Trade Commission dves 
what it can to assist in maintaining proper 
standards but action is slow, not alto- 
sether through the fault of the Commis- 
sion. The need for a new National 
Stamping Law, which will enable im- 
mediate prosecution in the case of con- 
cerns who deliberately misrepresent mer- 
chandise, becomes more apparent from day 
to day. Some few states and cities do 
have local laws but they are far from suf- 
ficient, and a National Act should be 
enacted.” 

The Chairman emphasized the fact that 
all segments of the industry, manufacturers, 











wholesalers and retailers have a comma 
responsibility in seeing that merchandic 
is up to the standard claimed when sold 
The benefits of a National Stamping Ae 
would accrue particularly to retailers 
where the real responsibility rests jp rela. 
tion to the buying public.” 


Cecil D. Kaufmann, Chairman of the 
Jewelry Industry Council, gave one of his 
characteristically forceful talks ip Which 
he provided statistical evidence of the 
values pro.uced by the JIC. Speaking 
of the Council’s style program, he told of 
the activities of Miss Martha Percilla and 
her many personal appearances at style 
functions and style centers. 


Pointing out another of the many facets 
of the jewelry Industry Council’s agtiy;. 
ties, Cecil Kaufmann read the text of a rp. 
lease on the diamond situation sent oy 
by the Council the day before, designed to 
counteract a damaging newspaper release 
which had appeared a short time before. 
(Text of this release is reproduced at right 
on Page 201.) Practically all the big 
metropolitan newspapers picked up this 
story and it appeared across the country, 


Cecil Kaufmann, in directing attention to 
the number of empty seats in the hall a 
the time he started his talk, expressed deep 
regret and serious concern over the evi. 
dence this provided of, as he put it, “the 
pathetic fact that so few do so much, while 
the majority do so little, for the benefit of 
the whole.” 


CECIL D. 
KAUFMANN 
“So few do so 
much, for the 
benefit of the 
whole.” 





Currently, the Jewelry Industry Council 
is in the midst of a membership drive which 
Cecil Kaufmann emphasized as _ providing 
an opportunity for everyone in the industry 
to help himself to better business. Direct- 
ing attention to the vast sums employed 
by other industries to protect and promote 
their respective markets, he compared the 
relatively tiny amount with which the JIC 
is forced to operate. At the same time he 
said, “The Council is giving the industry 
the greatest money’s worth it gets from 
any agency within it, and the com 
scientious application of talent and im 
dustry by Bert Haase, Executive Director 
of the JIC, is typical of all those in the 
operating staff.” 

Speaking on the subject “Industry's 
Part In Making America Strong,” John 
F. P. Farrar, president of the Chicago 
Metal Hose Corp. and a director of the 
National Association of Manufacturers told 
his listeners that the nation can best be 
strengthened by business making a profit. 
“Profit is the lure,” he said, “the carrot 
before the donkey, which causes the ordi- 
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Buying Ahead is Blamed 
For Rise in Diamond Prices 


The diamond market which became 
stabilized in all diamond polishing centers 
of the world during the last week in April 
had a price climb in May in Antwerp, 
4 diamond center that supplies 60 per cent 
of the entire world market for polished 
diamonds, according to Albert E. Haase, 
Executive Director of the Jewlery Industry 
Council. Price increases in Antwerp 
averaged 15 per cent over March prices. 

Stabilization of diamond prices in April, 
which first occurred in Antwerp and then 
spread to other diamond centers, is attrib- 
uted to active buying by countries which 
had been out of the market since pre-war 
days. Improved economic conditions is 
given as the reason for the return of dia- 
mond buying by these countries, accord- 
ing to Mr. Haase. 

In explaining the extent of this change, 
Mr. Haase jointed out that in 1946 so many 
countries were out of the trading picture 
that the United States was then virtually 
the only customer in the polished liamond 
market, absorbing 80 per cent of the 
supply sold in that year. Today, although 
United States purchases have not declined, 





the returned buying power of other nations 
has increased to a point where 50 per 
cent of the purchasing in world diamond 
polishing centers is done by other nations 
and 50 per cent by the United States. 

“It should be noted,” Mr. Haase says, 
“That this newly stabilized condition is 
in the field of diamonds of commercial 
quality. Prices on finer quality diamonds 
... due to their constant scarcity . . . have 
been firm for years.” 

The price rise in May in Antwerp, Mr. 
Haase states, is ascribed in part to forward 
buying that regularly occurs in May and 
June by importers in the United States in 
order to have stocks on hand to meet the 
needs of retailers for the last three months 
of the year—particularly for Christmas 
—a time when retailers in the United 
States face peak demands from the public 
for diamonds. 

In summing up, Mr. Haase pointed out, 
that in view of the existing conditions, it 
is possible diamond prices may see a 
further rise before the end of 1949. 

This possibility exists, he stated, be- 
cause: (1) The rough diamond supply in 
the United States is very limited in quan- 
tity, and (2) American retail jewelers, 
due to cautious buying, now have a fairly 
low inventory of diamonds. 








nary human being to bestir himself to 
produce more than the bare necessities of 
life.” | 

Pointing out that everyone would rather 
work for a company that is making money 
rather than one facing bankruptcy, Mr. 
Farrar emphasized the fact that profits are 
necessary to provide the incentive which 
causes people to start new businesses, make 
better products, increase sales, furnish bet- 
ter quality ynerchandise for less money, ete. 
He also said that profits are necessary to 
encourage people to invest their savings. 

Another way in which industry may con- 
tribute to America’s strength, according to 
Mr. Farrar, is through defending and pre- 
serving the free way of life which has made 
the Nation prosper and progress more in 
the last 150 years than any other nation did 
in the preceding 6000. “Businessmen,” he 
said, “must themselves tell the story of 
the American free enterprise system, what 
makes it tick, what it really means to each 
individual. Millions have failed—or _per- 
haps refused—to recognize the fundamental 
long-term implications of the step-by-step 
and law-by-law trek down the bleak road 
of collectivism. Because this road has been 
labeled ‘Democracy,’ too many think it is 
Democracy. 

Responsible management, Mr. Farrar 
stated, is vital to industry’s task of making 
America strong. “If British management 
had worried about its social responsibilities 
yesterday,” he pointed out, “it wouldn’t 
have to worry about socialized industry 
today.” 

7 Stating that increased production results 
in higher living standards for all, Mr. 
Farrar said “Literally millions of Ameri- 
cans during the past several years have 
been lifted from the subsistence level to 
the middle income brackets. This has 
been accomplished without injuring any 
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other group in the Nation. That could 
happen only under the economic system we 
have in the United States.” 

Concluding, the speaker observed that 
high taxes are the industry’s chief handi- 
cap in its efforts to boost living standards 
by increasing production. Exorbitant taxes, 
he said, destroy the incentives which lead 
people to risk their savings in business ven- 
tures. Calling for economy in government, 
the elimination of waste, duplication and 
inefficiency: postponement of government 
projects not immediately necessary and the 
outright abandonment of projects not 
within the proper province of government, 
Mr. Farrar promised that industry could, 
if allowed, “establish a new and _ wider 
plateau of prosperity and a foundation 





This silver cup, suitably inscribed, was 
presented to R. Dix Edwards on the occa- 
sion of his recent retirement as president 
of the NWJA. The same cup has previously 
been presented to his father on a similar 
occasion years ago and still carries on the 
back, the inscription relating to that occa- 
s:on. 





upon which to begin another climb toward 
a still higher standard of living.” 


Certainly, one of the meatiest talks of 
the entire two-days session, was that pre- 
sented by Howard E. Kroll, Regional Spe- 
cialized Report Manager, of the Chicago 
office of Dun & Bradstreet, Inc. Pointing 
out the importance of the retailer, as oc- 
cupying the really key position in the en- 
tire distributive system, Kroll said that the 
number one responsibility of the whole- 
saler and his salesmen, was to guide the 
retailer into safe channels of “Credit” by 
helping him establish proper “Credit Man- 
agement” for use “Under Present Condi- 
tions.” That then was the title of his talk. 


Opinions were widely expressed after the 
meeting that the material in the Kroll talk, 
representing as they do, rules of thumb for 
easy analysis of retailer’s financial state- 
ments should be “written on the cuffs of 
every wholesaler’s salesman. All were of 
the opinion that this control information 
would prove invaluable for every retailer. 
Therefore, we plan next month to prepare 
a special article, condensing the talk and 
amplifying it with diagrams which will 
make it a “file-piece” for the jeweler. 

The first speaker on the morning pro- 
eram of the second day was Maurice 
Adelsheim, President of the American Na- 
tional Retail Jewelers Association. 


He addressed the group not as a cus- 
tomer but, rather, as a partner. Terming 
wholesalers “purchasing agents” for jewelry 
retailers, he said that a community of in- 
terest between wholesalers and retailers 
could be likened to a partnership and the 
sign above the door could well read 


“Jeweler, Jobber & Co.” 
REVIEWS BUSINESS DURING YEAR 


Reviewing trends in the jewelry busi- 
ness during the past year, Mr. Adelsheim 
concluded that something definite should 
be done. “And.” he added, “I believe it is 
largely your job. Your partners need sound 
advice for they are faced with business 
progress or business decay.” 

“First of all,’ the ANRJA president 
said, “they have to be shown how to re- 
place hazy thinking and guesswork with 
business facts. They have to be shown 
that loose thinking is costly—that objec- 
tive thinking is a basic necessity. They 
must re-define their aims and reset their 
coals in this disinflating economy in terms 
of their own present local conditions. In 
short, they must have a plan. They need 
a clearer perspective and you can help 
them. How? Well, if I were a jobber [d 
start with my own organization. My 
representatives would have to be efficient 
salesmen, of course, but they would have 
to be more than that. They should know 
the rudiments of store management and 
merchandising. They should be acquainted 
with simple forms for maintaining de- 
partmental inventories and know how to 
use them. They should be prepared to 
suggest approved ideas for stock control 
and for budgeting purchases. They should 
also know something about the rudiments 
of advertising and display. 

“If I were a jobber,” Adelsheim con- 
tinued, “I would not let my desire to main- 
tain volume supersede sound long range 
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business practices and so I would not pres- 
sure my customers into buying more than 
they can reasonably absorb. ['d remember 
1933. Top heavy inventories swamped your 
partners then. I’d not cheapen credit by 
selling it. Early last Fall one of the coun- 
trys leading manufacturers of men’s ac- 
cessories offered January Ist dating in place 
of his usual thirty-day terms and his in- 
ducement to buy more than needed re- 
quirements was the offer of a ten months’ 
note settlement for the bill on the first of 
the year. I leave the comments to you. 
If 1 were a jobber I'd be sure that my 
goods do not go where they will be fight- 
ing another customer with cut-rate prices. 
If I were a jobber I would not let my 
anxiety for volume blind me to the fact 
that my partner needs all possible protec- 
tion against the destructive competition 
of service stores and discount houses. [ 
would sell no service stores until the gov- 
ernment has curtailed their operations to 
the limits for which they were established 
and until it has set up safeguards to make 
sure that these stores operate within the 
letter of the law. 


“Finally,” the ANRJA president said, 
“I would recognize the common responsi- 
bility of the partners to adhere strictly to 
ethical business practices.” 

H. A. Goldberg, President of the Na- 
tional Association of Credit Jewelers, who 
was the second scheduled speaker on the 
morning session, was unable to attend and 
President Edwards read a telegram from 
him, 


EXPLAINS DISTRIBUTION PROBLEM 


Lyman Hill, marketing counsel of Chi- 
cago, was the last scheduled speaker of the 
session, who spoke on the perennial ques- 
tion, “Does Distribution Cost Too Much?” 
Hill explained that this problem is “ampli- 
hed by the major eruption in our economy 
brought about by World War II... and 
aggravated by the policies of our govern- 
mental servants in Washington. But it is 
little use to rant and rave about the politi- 
cal considerations. Whether we like it or 
not, the long-term trend of labor rates is 
upward, the long-term trend of corporate 
profits is downward. The progressive 
squeeze is painful but inescapable. It is 
inherent in the competitive struggle to 
court public favor by offering more attrac- 
tive values. It must be confronted boldly 
and resourcefully, else we will abandon the 
spirit of enterprise and prove unworthy 
of our heritage. 

“The manufacturer cannot be looked to 
for much of an easement, under present 
conditions. He is groggy from three rounds 
of wage increases; a fourth round is likely 
to send him down for the count. Cost of 
labor and cost of materials, per unit of 
production, have more than doubled since 
1940, in the consumer durables industries. 
Profit margins (with occasional and minor 
exceptions) ate much thinner than they 
were prewar. A generation ago, produc- 
tion economies were the password, to the 
Profit objective. Nowadays, distribution 
economies must provide the password, if 
the promised land is to be reached. 


Hill closed his talk with the remark, 
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“Either we live up to the example of our 
forefathers or we lose the heritage they 
handed down to us. Our responsibility is 
to keep the wheels of Distribution turn- 
ing, in order to supply the motive power for 
Production. Properly and adequately ac- 
complished, the question may well be: 
‘Does Distribution Cost Enough?’ ” 


CONDUCT PANEL DISCUSSION 


The afternoon session was dominated by 
a panel discussion of questions from the 
wholesalers in the audience to the repre- 
sentatives of manufacturers on the plat- 
form. This was one of the best attended 
and most enthusiastically accepted events. 
The moderator was Association President 
Edwards. The panel was made up of 
Craig Munson, International Silver Co.; 
Lowell Halligan, Hamilton Watch Co.: 
Henry Wagner, Westclox Division, General 
Time Instruments Corp.; Edward O. Otis, 
Jr., President, New England Manufactur- 
ing Jewelers’ & Silversmiths’ Association; 


Jack Prins, Son & Prins Co.; William 





Int. Silver Presentation 
Precedes NWJA Convention 


On the evening of Wednesday, June l, 
the day preceding the opening of the con- 
vention of The National Wholesale Jew- 
elers’ Association, in Chicago, the Inter- 
national Silver Co. played host to the 
wholesalers and their wives at a cocktail 
party and dinner at the Edgewater Beach 
Hotel. In the afternoon the company held 
a session for the men at which Interna- 
tional’s plans for merchandising the lines 
which are distributed through wholesale 
channels were presented. 


John D. Shaw, Sales Manager, 1847 
Rogers Bros. and Wm. Rogers & Son, 
opened the meeting by introducing Evarts 
C. Stevens, President, who emphasized the 
importance which International places upon 
the wholesaler in their scheme of distribu- 
tion and what the company looks for as a 
result. 

Craig D. Munson, Vice-President, and 
General Sales Manager, then set the stage 
for the advertising presentation by outlin- 
ing the position of the company advertis- 
ingwise, not only in volume of dollars in- 
vested but also in length of time. Pointing 
out that 1847 had been advertised for over 
one hundred years, he introduced George 
Morrison, Advertising Manager. Morrison, 
after presenting a review of International’s 
advertising since the turn of the century, 
presented Charles Pelham of Fuller & 
Smith & Ross, Inc., the advertising agency 
handling Anchor Rogers Anchor Sterling. 
He, in conjunction with Duncan McGregor, 
told of forthcoming advertising on that 
line, and International’s faith in the future 
of this brand of sterling. 


William Geeslin of Young & Rubicam, 
adyertising agents for 1847 Rogers Bros., 
then by means of slides, recordings, and 
motion pictures, showed what has been 
done on advertising this line in the way 
of publications, radio and television. He 
then announced an extensive TV schedule 
beginning in the fall of this year. 


After a detailed explanation of the rea- 
soning which preceded the establishment of 
1847’s present advertising theme of “It’s 
Still the Thing To Do,” the meeting was 
concluded with a review of the 1847 Hol- 
lowware line by Sales Manager J. W. Hos- 
dowich, and a few words by John Shaw. 





O’Brien, Toastmaster Products p 
McGraw Electric Co, 

These men, with access to daily 
from representatives and custome, 
throughout the country, provided frank 
and helpful information in answer to 
pointed questions put to them from the 
floor. 

Following the reports of the officers and 
committees and the adoption of resolutions 
against Post Exchanges and the excise tax 
and one recommending that the Jewelers 
Board of Trade select credit men for their 
Board of Directors, the new officers of the 
NWJA were named, as follows: President 
Leon J. Engel, J. Engel & Co., Inc.: Vice 
Presidents, A. C. Wallenstein, The Wallen. 
stein-Mayer Co.; J. M. Montgomery, M, 4. 
Mead & Co.; Milton B. Freudenheim, 
Freudenheim Bros., Inc.; Immediate Pag 
President, R. Dix Edwards, Edwards & 
Co., and Treasurer, F. Clarke Bechtel, Jos, 
B. Bechtel & Co., Inc. 

The executive committee was announced 
as : John Fisher, H. O. Hurlburt & Sons: 
Frank J. Heyne, Heyne & Groves, Inc.: 
Reynolds Butler, E. W. Reynolds Co.; Wil. 
lard A. Phillips, Geo. Phillips & Co.; Al. 
bert Freyer, Samuel Weinhaus Co.; Austin 
N. Clark, A. C. Becken Co.; Harry B, 
Tagg, J. W. Johnson, Inc., and Melville D, 
Lumbard, The M A. Lumbard Co. 

The banquet, fully attended, was as suc- 
cessful as might be expected after a highly 
satisfactory convention of businessmen in 
the midst of a period of good business. 
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ANRJA's Annual Convention 
Attracts Widespread Interest 


Widespread enthusiasm and approval is 
being accorded the annual convention of 
the American National Retail Jewelers’ 
Association by retail jewelers throughout 
the country. Scheduled to run from Aw 
gust 15 through 18, the convention will 
be held, as usual, at the Waldorf-Astoria 
in New York. 

Retail jewelers are urged to do their 
fall and holiday buying at the ANRJA’s 
New York show, for each exhibitor is 
bringing a display of the newest and most 
attractive merchandise that will have a 
wide appeal for the store owner and buyer. 
This year’s exhibit will include a com- 
plete display of jewelry, silverware, 
watches and kindred lines. 

As usual, all public space in the hotel 
will be used for displays, with a large 
number of firms occupying guest rooms 
and suites for conferences with clientele. 
Retail jewelers attending the convention 
are requested to study the exhibitors and 
participators list in the official program 
and on the bulletin board for a complete 
list of cooperating concerns. 

Due to the over-crowded conditions ex- 
isting at recent ANRJA gatherings, ad- 
mittance to the exhibit halls will again 
be restricted to retail jewelers, exhibitors 
and participators. 

Boyd Evans, Exhibit Manager, empha- 
sized the fact that all retail jewelers and 
retail jewelry buyers are invited to attend. 
He stated that no registration fee will be 
charged and there will be no solicitation 
of non-members to join the association. 
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Gerson Assumes Management $1, 500 inventory abolished 7" 
Of Branch Store in Detroit 
Irving B. Gerson of Gerson’s, Inc., De- at re Eggs? ey 5 4. 4 6! 
rroit, Mich., recently took over manage- fev - 
ment of a branch store at Michigan and | 7 es en — a) . 
Junction, Aves. in that city. Mr. Gerson | | Ml ( ~ | ' 
is the son of Samuel Gerson, secretary of 
the National Association of Credit Jewelers. | 
Young Gerson, who was graduated from | 
the Harvard School of Business Adminis- | 
tration in 1942, is an ex-naval officer. He 
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IRVING B. GERSON 


Named manager 
of Gersons 
branch store. 























ory of Gemology from the Gemological With more than 700 vacuum tubes needed by industry, a tube distributor would find 
Institute of America. While pursuing the — consumed by 100% inventories. But by ordering tubes as needed via Air 
. omuein he eee of the xpress, he holds stocks to 25%. Example: Orders $1,500 tube at 9 A.M. from sup- 
—. . plier 900 miles away. Delivered to customer 6 P.M. same day. 16 |bs.: cost, $4.46. 
family store, in every department, receiv- 
ing a thorough grounding in every phase. 
In addition to a full-time schedule at 
the store young Gerson is much in demand 
for talks to various groups on the history | 
and the study of precious stones. He | 
writes on trade subjects, and is the author | | hist ctbcme Ee 
of a number of articles.  # 


recently received his diploma in the The- 





Benjamin S. Katz Named | 
To JDA National Council 


Benjamin S. Katz, president of Gruen 
Watch Co., has been named to the Na- 
tional Council of the Joint Defense Ap- 
peal (JDA), it was announced by Charles | ie . i—_— 6h|OU6S 
W. Morris, of Louisville, JDA Council Remember, $4.46 included 
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speedy pick- Your Air Express shipments go by the 





Chairman. up and delivery service, too. More pro- Scheduled Airlines direct to over 1,000 
The JDA is the fund-raising arm of the tection, because you get a receipt for airport cities; fastest air-rail for 22,000 

American Jewish Committee and the Anti- every shipment. Air Express is the off-airline offices. Shipments keep 

Defamation League of B'nai B’rith—the world’s fastest shipping service. moving with ’round-the-clock service. 

two oldest and largest Jewish agencies de- 8 

voted to fostering democratic principles, FACTS on low Air Express rates 

combatting bigotry and promoting inter- 19 «bs. of machine parts goes 600 miles for $3.54. 


9-lb. carton of new styles goes 1400 miles for $3.99, 
(Every kind of business finds Air Express pays.) 


Only Air Express gives you all these advantages: Special pick-up and de- 


group harmony in the United States. In 
the metropolitan area, the JDA is a par- 


ticipant in tl ris . ; , 
1 - 1¢ annual United Jewish Ap livery at no extra cost. You get a receipt for every shipment and delivery is 
peal campaign. proved by signature of consignee. One-carrier responsibility. Assured 
As a member of the JDA National Coun- rotection, rag a = coverage up a = ae sae charge. 
cil, Mr. Katz will joi : actically no limitation on size or weight. For fast shipping action, 
700 a se _— with —— than phone Air Express Division, Railway Express Agency. And specify 
communal, trade and industrial execu- ‘Air Express delivery” on orders. 


tives from all sections of the country who 
have enrolled as representatives of their 4 fi, 
communities to advance the twin tasks STECUY 

of interpreting the work of the JDA agen- “Pat 
cies and in securing the funds with which 
to carry on the program of extending hu- 
man rights. 

Active for many years in cultural and 
inter-faith causes, Mr. Katz is serving on 
the board of governors of Hebrew Union 
College at Cincinnati, Ohio, and on the 















Rates include special pick-up and delivery 
door to door in principal towns and cities 








Finance and Membership Committee of | * eaonlget 
the National Conference of Christians and _— 
Jews. He is a member of Cincinnati Lodge, AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 





Bnai B'rith and the Cincinnati Chapt 
ttn iaun tone SCHEDULED AIRLINES oF THE U.S. 
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Watch Material Distributors Association 
Holds Spirited and Productive Conference 


The annual conference of the Watch Ma- 
terial Distributors Association of America 
was held on June 6 and 7 at the LaSalle 
Hotel in Chicago. On the day preceding the 
opening session the Board of Directors met 
for selection of the new officers. The morn- 
ing business session on Monday was for 
members only, but the afternoon meeting 
was open to associate members and guests. 

Fred Gluck of Martin Gluck & Son, Inc., 
Pittsburgh, Pa., the Acting President since 
the death of Fred S. Reid on February 19 
of this year, opened the meeting. He ex- 
pressed the opinion in his short address, 
that “a better understanding between 
wholesalers and their suppliers had been 








Oxcarts, dragging through mud-caked roads; 
oriental sampans with multi-colored sails; 
burros sure-footing down mountain cliffs; — 
these are some of the ways that precious stones 


are brought to our collectors. Then—to us in 





an imporant benefit springing from the 
organization and its conferences.” Touch- 
ing on present business conditions, Gluck 
contended that “sound business general- 
ship requires that, where necessary, a re- 
treat shall be made in orderly fashion— 
in credit, in buying, and operations. This 
to bring about a higher level of liquidity 
and work out sound policies.” 

The first scheduled speaker was William 
F. Block of Remington Rand Co., New 
York, who spoke on the value of stock 
control and introduced a new system re- 
cently developed by his company, whereby 
perpetual control of inventory could be 
maintained at a low cost. Pointing out 














New York by fastest boat or plane. Our sources 


of supply in every corner of the globe, many of 


them long inactive because of conditions of war, 


are already starting to make us shipments. For 


all precious and semi-precious stones, come to 


Stone Headquarters 
since 1901 


S. NATHAN & CO. INC. 


a 550 Fifth Ave., New York 19, N. Y. 
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that the new system made stock contro] 
practical even in those smaller besineass 
which had as many as 60,000 items in 
stock, Block stated prices for the an 
ment. These prices, he explained, —_ 
spread over a period of ten years, amounted 
to very small monthly costs, quite evi- 
dently a minor investment for such prac- 
tical benefits as are offered by the stock 
control service his company’s product pro- 
vides. The talk touched on a few of the 
many phases of the subject which were 
covered in greater detail by the article 
“Activated Stock Records Provide Real 
Inventory Control” in the February issye 
of THe Jeweers’ Circutar-Keystong. 


IMPORTANCE OF CREDIT IN SELLING 


“The Credit Situation” was the title of 
the second talk and was presented by E, B. 
Moran, of the National Association of 
Credit Men, who emphasized the impor. 
tance of credit in selling and the major 
part that the salesmen can play in ob. 
taining good credit information for the 
home ofhces credit department. He stated 
that the credit program should be an 
integral part of any distribution program, 
Citing many first-hand experiences of sales. 
men who had had their best efforts mis. 
directed because of inadequate briefing on 
credits before encountering the prospect, 
Moran suggested that salesmen be prop. 
erly equipped by their credit department 
as well as by the sales promotion depart- 
ment. He also directed attention to the 
danger of too low a percentage of credit 
losses by demonstrating that too strict 
adherence to an arbitrarily set figure stifles 
the many opportunities for sales which 
are offered by small customers who can 
safely be trusted to meet limited obliga- 
tions. These limited credits can easily be 
worked out, said Moran, by a consulta- 
tion, on each individual customer, between 
the credit man at the home office and 
the salesman from the field. Too many 
credit men, warned Moran, operate from 
a desk, travel too little, know nothing of 
the true situation in the field. He ended 
his talk with the remark that such execu- 
tives are too often little more than book- 
keepers and are unequal to today’s need 
for “Credit Sales Managers” who can 
capitalize to the utmost on today’s buyers’ 
markets. 


DISCUSS TRADE PROBLEMS 


Following the talk on “Credit,” Presi- 
dent Gluck threw the meeting open to dis- 
cussion of trade problems by those in 
the audience. 

A reception and banquet was held in 
the evening of the first day where the 
men and their ladies enjoyed a_ social 
time, sans speeches. 

The morning session on Tuesday, the 
7th, was made up of brief but pointed 
talks on pertinent matters by members of 
the association who were assigned timely 
subjects. 

The first “Our Policy on Installment 
Sales and the Terms We Extend on Them” 
was covered by Louis A. Hayman, of E. W. 
Reynolds Co., Los Angeles, Cal. The reac- 
tion to this talk brought many sound com- 
ments from the floor. 

At this point in the session, a sober 
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territory. Samuel F. Dixon also said a Bert Nordman, Lester Braude, Carl R. 








ini the announcement 
note "Cl gal of Jos. Bechtel & few words in support of the benefits to be Shaffer, and William J. Kilb. 
thet * ail be unable to deliver his gained from such an organizational get- It was announced that next year’s meet- 
Co, ne of his necessary return to together as the WMDA convention. ing will be held at the Edgewater Beach 
talk ew caused by the death of John The meeting was closed by the adoption Hotel in Chicago at approximately the 
ay et of resolutions expressing sadness over the same time. ; 
an edad paper on “Should the Dis- | loss caused by the death of John C. Ober- 
tributor Be Expected to Assume Part of | holtzer and Fred S. Reid. Gold Opens New Store 
he Display and Sales Expenses of the The officers for 1949-50 were announced } 
facturer?” was read by H. Donald by the Board of Directors as follows: Presi- Sol Gold, who operated a jewelry store 
a te Bsccutive Secretary of the as- dent, Fred Gluck; First Vice-President, at 403 Georgia St., Vallejo, Calif., until 
wae “0 Wm. R. Katz; Second Vice-President, Syd- December, 1947, recently opened a new 
yg Distributor be Expected to ney W. Prague; Treasurer, Ben Glasser. store at 419 Georgia St., that city. 
Handle Lines on an Inadequate Margin The Board of Directors is made up of The store, which was completely — 
Merely to Offer the Full Line to His M. A. Callaway, M. W. Mahar, Orville elled before the opening, presents a mod- 
Customer?” was the question to which Fuller, Tobias Garon, Louis A. Hayman, ern, attractive appearance. 


S. W. Prague, of Prague-Kurtz Co., Hous- ee a oer : 
ton, Tex., applied sound reasoning. Prague 
reminded his jobbers who had definite 
advantages over the few big jobbers, hav- 
ing an opportunity for a personalized 
super-service. He stated that in his busi- 
ness he considered it necessary to give a 
customer a rounded-out service. With ref- 
erence to handling lines which might carry 
perhaps only a 20 percent markup, he 
said it was conceivable that such lines 
could show a profit, particularly if they 
turned over the capital required for their 
handling, several times a year. Another 
factor would be the little that such lines 
would require in the way of advertising 
because the advertiser had himself adver- 
tised them heavily. Too, most such items do 
not need high priced help to sell them and 
servicing is nil. There will probably never 
ve a sure rule by which it can be deter- 
mined precisely where inadequacy of mar- 
gin stops, except to consider each line as 
an individual case, said Prague. 


RESALE PRICE AND THE MFR. Selections from the 


The final speaker, Harry Furry, of Bur- vast J. & H. Flyer 


ton M. Reid Sons, Inc., Springfield, IJIl., . . 
explained, “Why We Are Interested in platinum and diamond 


104 
Linde Synthetic 
Sapphires and Rubies 





Having a Statement of the Manufacturers’ line... THE LINE 
Sales Policy Before Investing in His Line.” WITH SALES APPEAL 


He pointed out how important is the re- 
sale price and what the manufacturer does 
to support it at the jobber and _ retail 
levels. According to Furry, “Nothing but 
chaos can result from lack of price main- 
tenance.” He also directed attention to 
the dangers from a manufacturer allowing 
his line to be carried by itinerant “satchel” 
salesmen. Another pointed consideration 
was the manufacturers’ stand on direct 
selling. In this he, of course, conceded the 
necessity for a “give-and-take” attitude on 
the part of the jobber. He also felt that 
an important factor was the manufacturers’ 
attitude on the growing influence of con- 
centrated power in the parts distribution 
field. Furry ended his list of requirements 
which he felt should be met by a manu- 
facturer with the statement that the manu- 
facturers’ policies should reflect principles, 





which were designed to improve the ethics _ge!SMey 

and the general welfare of the business 2 e 

at large. * } 
During the discussion period following | {| § - «(= My st 

the talks of the scheduled speakers, Jim . exe 

Trader of Pittsburgh, spoke of the values 37 W. 47th ST. 

which accrue from cooperation between _  epreemee NEW YORK 

jobbers, and how his firm and others in |; inoie 19, N.Y. 

his town had established regular programs | : 








i _ Rothenberg Dept 8 


of instruction for watchmakers in their 
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ContinuedTechnicalTraining forWatchmakers 
Stressed at 16th Annual Convention of VHAA 


Current matters of vital importance re- 
lating to the public service rendered by 
every watchmaker and all members of the 
horological profession were discussed by 
industry leaders and spokesmen at the 
16th annual convention of the United 
Horological Association of America. Con- 
tinued expansion of scientific education 
and technical training for watchmakers 
was considered by the attending delegates 
at the four-day session which opened May 
19 at the Hotel Sherman in Chicago. 

President Frederick A. Morey of Cleve- 
land called the opening meeting of the 


responsibility to a large number of men 
who put their faith in the principles for 
which our organization was _ founded,” 
Morey said. “It is very necessary that we 
keep step with progress.” 

He recommended the establishment of 
licensing laws for the registration of watch- 
makers in every state as one of the im- 
portant actions to be taken in advancing 
the professional recognition of watch- 
makers in the United States. 

Considerable controversy arose on the 


_convention floor during a lively debate on 


a resolution presented by the Wisconsin 








UHAA convention to order. “We carry delegation regarding the association’s atti- 
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Lady’s Ring Man’s Ring 
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) tude on the future employment Opportunj 


ties within the profession of semi-skilleq 
student watchmakers and the over-expan. 
sion of present training facilities. 

Deadlocked in their respective stang 
Chairman Morey declared a temaiiann 
recess during which the opposing groups 
steadfastly held to their positions but 
agreed unanimously in a united effort to 
develop to the maximum the greatest po- 
tential skills of student watchmakers and 
thereby best serve the industry. The dele. 
gates approved the final resolution which 
recommended that all horological schools 
increase the length of their basic training 
period to a minimum of 18 months with 
three years considered the desirable term 
of study. 


MOREY RE-ELECTED PRESIDENT 


Following a flurry of nominations for 
the election of new officers, the delegates 
reaffirmed their confidence in the associa. 
lion’s progress and leadership and _ over. 
whelmingly re-elected the following off. 
cers to their second term: Frederick A. 
Morey, Cleveland, president; George Y, 
Swartzendruber, Cedar Rapids, Iowa, vice 
president; and Orville R. Hagans, Denver. 
who is serving a four-year term as execu- 
tive secretary and treasurer. 

Carl Hurst of Oklahoma City and W. L. 
Huckabay of Monroe, La., were elected to 
vacancies on the executive board. J. J. 
Nooyen of Encinitas, Calif., chairman of 
the board, and Leslie E. Dewey of Min. 
neapolis are completing unexpired terms; 
and Morey, Swartzendruber and Hagans 
are ex-officio members of the executive 
board. 

J. P. Sommer of Pittsburgh and William 
Ramisch of Cleveland were named chair. 
man and vice-chairman respectively of the 
UHAA Board of Trustees. 


DISCUSS WATCHMAKER'S FUTURE 


On Saturday afternoon (May 21) before 
the largest meeting of the convention, in- 
dustry leaders spoke forcefully on the 
dangers as well as the opportunities which 
are facing the watchmakers and the manu- 
facturers today. 

Paul Tschudin, director of the Swiss 
Watch Repair Parts Information Bureau, 
outlined the seven-year preparation which 
has now resulted in the world-wide mate- 
rials distribution plan of the Official Swiss 
Watch Repair Parts Program. 

Tschudin pointed to the 60,000 inquiries 
received since the New York information 
office was opened a few months ago as an 
indication that the American watchmaker 
is willing and anxious to adopt methods 
which will help him do a better job. 

Speaking for the American Watch In- 
stitute, James G. Shennan, president of 
the Elgin National Watch Co., declared 
“the American jeweled watch industry is 
not asking for advantage but only a re 
moval of a definite disadvantage.” The 
Elgin president maintained that the Ameri- 
can manufacturers do not want “quotas, 
embargoes, subsidies or other interferences 
with competition but rather a_ realistic 
tariff which will give American manufac- 
turers equality of movement cost at the 
border of the U. S. A.” Shennan said the 
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as asked Congress for appoint- 


industry h : 
industry House sub-committee to survey 


ment of a 


oblem. 
aie S. Katz, president of the 


American Watch Assemblers’ Association 
oad the Gruen Watch Co., praised the 
watchmaker as the hack-bone of the watch- 
making industry. “Without the watchmaker, 
there would be no industry, he said. 
Katz pleaded for unity and cooperation 
within the entire industry to compete as 
a group for the consumer dollar. “We 
believe it is highly essential,” he declared, 
“that the watch industry obtain its share 
of the consumer dollar in competition with 
such commodities as automobiles, tele- 
vision sets and electrical appliances.” 

On the keynote of “Check-up—then 
dress up your watch,” Julien E. Keilus, 
general sales manager of Jacques Kreisler 
Corp., led the way for National Watch In- 
spection Time, Sept. 12-17, speaking before 
the annual Industry Luncheon. In his ad- 
dress, Keilus pointed up the merchandising 
program and selling aids planned by the 
Jewelry Industry Council to help this 
merchandising event bring nation-wide at- 
tention to the watchmaker. Keilus believed 
that “more customers judge the jewelry 
industry on the basis of experience in 
repair department than in any other de- 
partment.” 

Alvin Levine of Foote, Cone & Belding, 
New York advertising counselors, was mas- 
ter of ceremonies at the annual banquet 
Saturday evening in the Bal Tabarin of 
the Hotel Sherman. An elaborate outlay 
of valuable door prizes were awarded to 
holders of the Jucky numbers. 

The invitation of the Wisconsin delega- 
tion for the 1950 convention to be held in 
Milwaukee was accepted by the delegates 
with definite dates to be announced later. 





UHAA Horological Exhibit 
Attracts Crowd at Convention 


Interesting and colorful industry dis- 
plays and priceless collections of rare 
clocks and watches attracted large crowds 
to the annual Horological Exhibit spon- 
sored by the United Horological Associa- 
tion of America as a public educational 
feature at the 16th annual convention of 
the Association held in Chicago at the 
Hotel Sherman, May 19-22. 

Exhibits and demonstrations in the in- 
dustrial booths showed the latest in 
modern and scientific developments and 
techniques in watch manufacture and 
proper servicing and care of all timepieces. 
Responsive and_ attentive watchmakers, 
jewelers and school directors from every 
part of the United States visited the 
Exhibit Hall of the Hotel Sherman during 
the four-day convention to see the indus- 
trial displays. 

Exhibitors at the convention included: 
American Time Products; C. & E. Mar- 
shall Co.; Henry Paulson & Co.; Germa- 
now-Simon Machine Co.; Feinstein Broth- 
ers; New Hermes, Inc.; Elgin National 
Watch Co.; L & R Manufacturing Co.; 
Swartchild & Co.; Charles Dvorkin Co. 

Bulova Watch Co.; Louis Levin & Son: 
Watchmakers of Switzerland; Gruen 
Watch Co.; Jules Borel & Co.; Burton M. 
Reid Sons; L. Lasher & Co.: H & H Horo- 
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logical Supply Co.; Newall Manufacturing 
Co.; Western Pennsylvania Horological 
Institute; Chicago Institute of Watchmak- 
ing and Electro Seal Watch Crystal Co. 

Visitors to the exhibit as well as watch- 
makers and jewelers moved slowly through 
the colorful watch and clock display and 
gathered in large groups around the spark- 
ling cases as they studied and examined 
the rare and unusual timepieces which 
marked the progress in the science of time 
and the advancement of the precision 
skills of the watchmaker. 

Harry W. Yaseen of Chicago Heights, 
Il]., possessor of one of the best-known col- 
lections of antique watches in the United 
States, received the grand award ribbon in 
the watch competition for his blue 
enameled pocket watch which once _ be- 





longed to the Chinese Emperor Cl’ien 
Lung (1736-96). 

Mr. Barny of New York (Bernard Gold- 
stein) was the winner of the grand award 
ribbon in the clock competition for his 
famed Bacchus clock, probably made by 
Conrad Kreizer in the early 17th Century. 





Award Hamilton Watches 
On TV Dance Contest 


Fred Waring, appearing every Sunday 
night with his orchestra and vocal group 
on the General Electric television show, is 
awarding Hamilton watches to winning 
couples in the dance contest, which is a 
feature of the program. The Waring Show 
originates in the New York television 
studios of the Columbia Broadcasting Sys- 
tem. 
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Retail Jewelers Report 
On JIC's Diamond Jubilee’ 


In addition to stimulating public interest 
in diamonds, the Jewelry Industry Coun- 
cil’s “1949 Diamond Jubilee,” which ran 
coast-to-coast from March 27 through 
April 9, may be credited with increasing 
diamond sales. 

Detailed information gathered for the 
Council by the Recording and Statistical 
Corp. shows to what extent the promotion 
was successful, and what benefit it was to 
the participating jewelry retailers. 

A total of 674 jewelers, questioned by 
the Recording and Statistical Corp., pro- 











vided information which discloses the 
following facts: 

268 jewelry stores (54 per cent) reported 
more people looking at diamond merchan- 
dise; 

178 jewelry stores (35.9 per cent) re- 
ported increase in diamond sales; 

139 jewelry stores (28 per cent) reported 
increased store trafhc; 

67 jewelry stores (13 per cent) reported 
increase in new customers. 

Among those reporting increases in 
diamond sales for April 1949 over March 
1949, percentages varied from one per 
cent to 900 per cent. The majority of the 
estimates were as follows: 

22 retailers reported 50 per cent increase ; 

20 retailers reported 25 per cent increase; 
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28 retailers reported 20 per cent increase: 

38 retailers reported 10 per cent increase: 

In addition to seeking information ns 
results obtained by participating retailers 
the Council’s questionnaire sought infor. 
mation on promotional mediums used by 
retailers in connection with the “Diamond 
Jubilee.” A breakdown of media and 
methods used to promote the event 
the following information: 

Window Displays: 616 of the responding 
retailers (95 per cent) had special windows 
for the promotion; 

Newspaper Ads: 518 retail jewelers re- 
sponding to the questionnaire (83.7 per 
cent) promoted the “Diamond Jubilee” jp 
their newspaper advertising; 

In-Store Displays: 240 retail jewelers 
responding (44 per cent) had special jp. 
the-store displays; 

Radio: 171 jewelers responding (276 
per cent) used radio commercials to pro. 
mote their participation in the “Diamond 


Jubilee”: 


shows 
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Tae Zin 1 . Direct Mail: 108 of the jewelers respond- 

Peesree ne  FEPTITI ETT : aaa) ing (17 per cent) used mailings of one 

ceeersc  UOrirtrrret sort or another to call attention to the 
Tit promotion; 

Free Publicity: 38 retail jewelers reply- 

ing (six per cent) stated that they had 


oor 
A. | wil Il sent out publicity to their own newspapers 

Seana Vie ee een ea T ae ssa i in connection with the promotion. 
: a Ths oF as ics Bl il i a 5 “From the statistical analysis made by 


verrrennce ry?) i 
wooed te bet 
) (Tp the Recording Corporation and from an 
analysis of comments made by retailers 
on the promotion in their questionnaires,” 
Albert E. Haase, executive director of the 
Jewelry Industry Council, reports, “it is 
clear that ‘The 1949 Diamond Jubilee’ was 
not relatively as successful as the two pro- 
motions which preceded it, namely: “The 
1948 Watch Parade’ and ‘The 1948 Silver 
Parade’.” 

The reasons for this condition, as indi- 
cated in retailers’ comments, were: (1) 
Varied economic conditions. (2) Lack of 
manufacturer promotion of the event— 
in contrast to the presence of such pro- 
motion in the initial 1948 Silver Parade. 
(3) Lack of participation by retail jewelers 
in some communities. (4) Deterrent effect 
of the excise tax. Another factor men- 
tioned by 16 retailers was the timing of the 
promotion. They believed that the selec- 
tion of dates other than March 27th to 
April 9th would have meant better sales 
results to them. 
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Select Profit-Making Merchandise at 


THE GIFT SHOW 


In The Merchandise Mart 
August lst to 13th 





Permanent year-round headquarters for more 
than 800 outstanding producers and direct fac- 
tory representatives of— 


e Sterling 

e Silverplate 
e Gilts 

e Pottery 


e Glassware 


e China 
From a_ nation-wide standpoint, it is 
¢ Leather Goods clear, however, that retailers participating 
e Stationery in this Diamond Promotion displayed 
greater ingenuity and initiative in creating 
promotional helps of their own devising 
than was the case with respect to the 
earlier Watch and Silver Promotions. 


GIFT CENTER OF THE WORLD ‘ 


Epwarp P. CLark of Omaha, Neb., sales- 
man for Oneida Community, Ltd. in charge 
of its Nebraska territory, died suddenly on 
his 65th birthday in the Chicago LaSalle 
St. Station lobby on June llth. He was 
waiting for a train to bring him to Sherrill 
to attend a meeting of Oneida Ltd. sales- 
men scheduled to begin June 13th. He had 
been employed by Oneida Ltd. for 35 years 
and had charge of the company’s Nebraska 
territory. He is survived by his widow, a 
son and a daughter. 





The 15th FLOOR 
MERCHANDISERS CLUB 
MERCHANDISE MART - CHICAGO 
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Jewelry Research Foundation Inc. Created 
With Imposing List of Industry Leaders 


Has Broad Research and 
Educational Purposes 


ae 


Beardsley Ruml and 
Leon Henderson Serve 


At 2 o’clock on the afternoon of June 23, 
a meeting of the Board of Directors of 
the Jewelry Research Foundation, Inc., 
was called to order by Acting Chairman 
Col. Hafry D. Henshel, Vice-President of 
the Bulova Watch Co. 

At this meeting announcement was 
made of the incorporation of the new in- 
dustry fact-finding organization, an _in- 
crease in the number of directors was 
voted from three to 50, and the election 
of additional directors was followed by 
an election of officers. 

A resolution of the board authorized 
the Executive Committee to establish com- 
mittees on audit, program, budget and 
finance, membership, nominations and pub- 
lic relations. This was followed by the 
election of the Chairman of the Board, 
Beardsley Ruml, formerly chairman of R. 
H. Macy & Co., Inc., and of the Federal 
Reserve Bank of New York. 

The elected president and chairman of 
the Executive Committee is Cecil D. Kauf- 
mann, of Kay Jewelry Stores, Washington, 
D. C. The vice-president and vice-chair- 
man of the Executive Committee is Gustav 
H. Niemeyer, President of Handy & Har- 
man, Inc., New York. The secretary of 
the organization is J. Carlton Bagnall, Ex- 
ecutive Vice-President of Swank, Inc., of 
Attleboro, Mass., and the treasurer, Leo 
Weisfield, of the Weisfield jewelry stores 
in the west, Seattle, Wash. 

In addition to the above officers, the 
Executive Committee is composed of Leon 
Engel, President of the National Whole- 
sale Jewelers’ Association, J. Engel & Co., 
Baltimore, Md.; W. Waters Schwab, Presi- 
dent of J. R. Wood & Sons, Inc., New 
York; James B. Dickey, Vice-President of 
Tiffany & Co., Inc., New York: Maurice 
Adelsheim, S. Jacobs Co., Minneapolis, 
President of the American National Re- 
tail Jewelers Association, and H. A. Gold- 
berg, President of the National Associa- 
tion of Credit Jewelers, Cooper’s, Inc., 
Portsmouth, Va. 

Victor Lambert of Lambert Bros., New 
York, was elected assistant treasurer and 
H. Victor Paul, of Wiss Sons. Inc., New- 
ark, was elected assistant secretary. 

The trustees of the Foundation are Cecil 
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Something happened at the Waldorf Astoria Hotel 
on the afternoon of June 23, 1949, which possessed 
dramatic potential significance for the jewelry indus- 
try. This development involving, according to pres- 
ent plans, the interests of every individual and sector 
of the industry, is of such a nature as to have caused 
the JC-K to stop the press on this final form in order 
to include the following account of the formation 
of the Jewelry Research Foundation, Inc. 





























D. Kaufmann, G. H. Niemeyer, W. Waters 
Schwab, J. Carlton Bagnall, Alexander H. 
Arnstein, Harry D. Henshel and Leo Weis- 
field. 

The prime purpose of the Fountain as 
Mr. Ruml explained to the press, will be 
to supply badly needed statistical infor- 
mation for use by the industry’s existing 
agencies in promoting the common in- 
terests of the jewelry industry. Leon Hen- 
derson, well known economist and formerly 
Price Administrator, will direct the eco- 
nomic research activities of the Founda- 
tion so that, as Mr. Henderson said, the 
members of the industry’s committees will 
be as well informed as the technicians of 
any governmental agencies. It is essential, 
said he, that we take note of the impor- 
tance of facts in influencing public opin- 
ions and preferences. 

To assist Mr. Henderson in his direc- 
tion of research activities, the following 
economists will work on the project: Mr. 
Philip B. Coombs, Professor of Economics 
at Amherst College; Mr. Melvin De- 
Chazeau, Professor of Economics at Cor- 
nell University, and Dr. Reavis Cox, Pro- 
fessor of Economics, University of Penn- 
sylvania. 

Formally the specific purposes for which 
the Foundation has been formed were an- 
nounced as: 

(a) To serve and promote the common 
interests of the jewelry industry by eco- 
nomic research into, analysis of, and re- 
port on economic factors, problems and 
trends affecting the jewelry industry. 

(b) To advise the jewelry industry and 
to seek cooperative action among the mem- 
bers of the jewelry industry and with other 
industries and organizations, with respect 
to economic problems, policies and _ pro- 
crams affecting the jewelry industry. 

(c) To prepare material necessary to 
the proper representation of the position 
of the jewelry industry and to give proper 
expression of such position, with respect 
to economic problems. policies and_ pro- 





grams affecting the jewelry industry. 

The legislative activities of the indus- 
try’s tax abatement program will continue 
to be handled by the Jewelry Industry 
Tax Committee, a subcommittee of the 
Jewelers Vigilance Committee. 

The following is the announced list of 
members of the Board of Directors who 
have been nominated, elected, and who 
have acknowledged acceptance at press 
time. Additional directors will be an- 
nounced by the JRF at a later date. James 
Dickey, Tiffany & Co., New York; Wilson 
A. Streeter, Bailey, Banks & Biddle Co., 
Inc., Philadelphia; H. Victor Paul, Wiss 
Sons, Inc., Newark; Kenneth I. VanCott, 
Binghamton, N. Y.; Ben Rudolph, Syra- 
cuse; Leo Kind, S. Kind & Sons, Philadel- 
phia; H. M. Abelson, Newark; E. M. Burn- 
stine, Seattle; George Gerber, Providence: 
Lewis Silberman, Pittsburgh; Leon Engel, 
Baltimore; H. A. Goldberg, President, 
NACJ: Maurice Adelsheim, President, 
ANRJA; G. H. Niemeyer; W. Waters 
Schwab; Beardsley Ruml; Harry D. Hen- 
shel; Benjamin S. Katz, President, Gruen 
Watch Co. and President, American Watch 
Assemblers Association; August O. Packer, 
Educational Jewelry Manufacturers Asso- 
ciation; Leo Nathan, S. Nathan & Sons; 
American Stone Importers Association: 
Henry Peterson, Feature Ring Co., Asso- 
ciate Jewelers, Inc.; Carl Rosenberger, 
Coro, Inc., Novelty Jewelers Association: 
J. Carlton Bagnall, NEMJ & SA: Leo 
Kaplan, Lazare Kaplan & Son, Inc., Dia- 
mond Manufacturers & Importers Associa- 
tion; Leo Weisfield, Seattle; Fred Dreifus, 
Memphis: Alexander H. Arnstein. Arn- 
stein Bros.: Cecil D. Kaufmann: Victor 
Lambert: Joseph Baumgold, Beumgold 
Bros.: Nathan Heyman, Oscar Heyman & 
Bros.; Harold Alberts, I. Alberts’ Sons, 
Boston: Charles Brown, Stein & Ellbogen 
Co.. Chicago: James Hetzel, Eisenstadt 
Mtg. Co., St. Louis; E. Bellman, New York 
City: William Preston, Sr.. Burlington, Vt., 
and Leo Henebry. Roanoke. 
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PX HEARINGS CONTINUE 
(From page 198) 


Identification chains (new limit $2.50; 

no change) 

Lockets (new limit $750; old limit $15) 

Necklaces (new limit $7.50; old limit 

$15) 

Pins (new limit $7.50; old limit $15) 

Rings (new limit $35; old limit $30—an 

increase) 

Watches (new. limit $50; old limit $75) 

Watch straps and attachments (new limit 

$7.50; old limit $15) 

The new centralized list does not repre- 
sent any reduction in the number of items 
on the lists previously in effect for Army 
and Air Force exchanges or for Navy 
ships’ service stores. It represents simply 
an attempt by the national military estab- 
lishment to begin “unification” of service 
exchanges by the issuance of a common list 
to replace three or four previous lists. 

But as long as the services’ “special 
order” system remains in effect, any item 
not carried on the combined list may be 
obtained on special order, provided the 
selling price is not over $300. 


TRADE LEADERS TESTIFY 


A number of witnesses from the jewelry 
trade testified during the subcommittee 
hearings. Among testimony presented was 
that of Leon J. Engel, president, National 
Wholesale Jewelers Association. Mr. Engel 
charged that a retail jeweler’s store ad- 
jacent to a military or naval post is often 
‘“‘a sample show room” for prospective ser- 
vice store buyers. 

“T respectfully suggest that you gentle- 
men recommend to the Congress that the 
post exchange and ship service store evil 
be remedied,” he stated, “and that your 
recommendation insist that this operation 
revert to the original intent of furnishing 
the service personnel with items of con- 
venience and necessity.” 

He further asked for legislation which 
would enable retailers to operate “without 
this unfair competition sponsored by our 
government,” and on a profitable basis. 

Arthur R. Kirby, a Quantico, Va., retail 
jeweler and president of the Virginia Re- 
tail Jewelers Association, told the subcom- 
mittee that fear of a boycott not only by 
servicemen but by civilians as well had 
kept many retailers from writing their 
congressmen about the unfair competition 
afforded by the service stores. 


FEAR BOYCOTT BY SERVICEMEN 


“Fear of this two-pronged boycott by 
men in service and civilians keeps many 
merchants from writing their congressmen 
and from requesting a hearing before this 
committee,” he declared. “I am well aware 
that I shall pay for my audacity,” he added. 

In pointing out that the sale of gems at 
post exchanges is sometimes an actual 
disservice to members of the military for- 
ces, Mr. Kirby said he did not know of any 
post exchange or ship’s service store having 
a gemologist or registered jeweler on its 
staff. 
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“Tt is a common occurrence for the ser- 
vice man or his wife to bring a diamond 
to us for appraisal after it has been 
purchased from the post exchange,” he 
related. “Very often, examination of the 
stone shows that it is not perfect and in 
many instances, very badly imperfect. 

“T am placed in a very embarrassing 
position. When I tell the truth about his 
purchase, he not only doesn’t believe me 
but very often accuses me of making a 
false appraisal.” 

The service man will buy a metal watch 
attachment at the post exchange and then 
bring it to the retail jeweler to be fitted 
to his watch and wrist, Mr. Kirby said. 
“When I don’t charge for this service I 
lose money, and when I do, we get an 
argument or a growl.” 

‘“‘Many of these are nationally advertised 
watch attachments,” he stated. “One that 
costs me $5.25 from my distributor is sold 
by the post exchange for $5.50. A lady’s 
watch attachment that costs me $2.50 is 
sold for $2.65. A 52-piece silverware set 
for eight, which costs me $36.80 plus ex- 
press and retails for $64.75, is sold by the 
post exchange for $45.” 

And Rowland Jones, Jr., president, 
American Retail Federal, told the sub- 
committee the history of post exchanges 
bears out the fact that the Congress in- 
tended service stores supply only “articles 
of small personal needs”—not refrigerators, 
stoves, furniture, jewelry, perfumes, and 
cosmetics; “a veritable cornucopia of con- 
sumer goods equal in variety and quality 
to the inventory of a department store.” 


DIDN'T CRITICIZE DURING WAR 


Retailers offered no criticism during 
World War II when military stores were 
expanded to an unprecedented extent to 
accommodate service personnel who sought 
the privilege of purchasing the merchandise 
to which they were accustomed in civilian 
life, Mr. Jones pointed out. 

But retailers visualized this development 
as a temporary expedient and as an incen- 
tive to hasten the termination of the war 
emergency, he added. They anticipated 
that the activities of these military stores 
would be substantially reduced after the 
war. 

“Instead,” he said, “military stores have 
expanded since 1945 until today they con- 
stitute big business in the most dramatic 
sense of the term. With stocks of mer- 
chandise comparable to those of a modern 
department store and through special order 
privileges, it is possible to purchase almost 
unlimited varieties of merchandise having 
little, if any, relation to ’articles of small 
personal needs’.” 

P. J. McNeel, president, McNeel Jewelry 
Co., San Antonio, Texas, said it was diff- 
cult to understand that hearings were 
necessary on the subject because the mili- 
tary authorities had reached “far beyond 
congressional intent.” 

“If the post exchanges in our area sell 
the merchandise that I have for sale, they 
should make available other lines,” he 
stated. 

“Why pick on jewelry? Why not sell 





automobiles, transportation, books—] was 
going to mention furniture but they already 
sell furniture and floor coverings—liquor 
and Paris gowns, so that the impact would 
not be solely on my type of store?” 

“In the interests of preserving taxpay. 
ing business, I plead with the members of 
this committee to take immediate action 
to abolish the type of inroads that have 
been made into retailing by these govern- 
ment -owned, taxpayer - subsidized PX 
stores,” he said. 

Thomas O. Tilghman Co., Jewelers, An. 
napolis, Md., declared that competition 
from exchanges and ships’ service stores 
had “gotten so serious that there is prac. 
tically no sale on items that are sold by 
these stores.” 

“This competition is particularly serioys 
in a small town where everyone knows 4 
dozen people who are eligible to buy at 
these stores,” he said. “There is practically 
no one in our community who could not 
get anything that he wants from the ship’s 
service store by just asking a friend or 
neighbor to purchase it for him.” 


GOVERNMENT OFFICIAL TESTHIES 


The public hearings also included testi- 
mony from Charles E. Johnson, of the 
General Accounting Office, who said that 
the Comptroller General had “for some 
time past” been deeply concerned at the 
complete lack of fiscal control by the Con- 
gress over this billion dollar business 
which has grown up as part of the govern- 
ment.” 

“The Comptroller General is firmly con- 
vinced that there is no justification what- 
ever for the exemption of post exchanges 
and ships’ service stores from the fiscal 
controls applicable generally to instru- 
mentalities of the government,” he de- 
clared. 

He added that representatives of the 
General Accounting Office had been “phys- 
ically excluded” from _ post exchanges 
when attempting to examine books and 
accounts. “It is impossible for us to de- 
termine when there are shortages or 
discrepencies,” he said. 


TEXT OF NEW POLICIES 


The full text of the combined “Policies 
and Procedures in Operation of Military 
Resale Activities” as announced on June 
8 by the Army, Navy, and Air Force 
follows: 

(1) The armed forces have agreed to 
begin collection of the federal retailers’ 
excise tax not later than August 1, 1949 if 
H.R. 313 is not enacted or does not become 
effective on an earlier date. (H.R. 313 
would require the service store to collect 
excise taxes.) 

(2) A $300 cost limitation on special 
orders has been established, or is in the 
process of being promulgated, for all post 
exchanges and ships’ service stores. 

(3) The armed forces have agreed that 
all military resale activities, other than 
Army and Air Force sales commissaries, 
will be operated on a self-sustaining basis 


| with respect to the purchase of operating 
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equipment and supplies and se omg 
the government for heat, aap » It, pe 

and other utilities. Army an “¢ orce 
sales eommissaries are required by law to 

scales at cost. 

“ recent list of authorized resale 
‘ems for all post exchange and ships 
service stores located within the continen- 
ral United States will be adopted. An ad- 
ditional list will be prepared for activities 
located in the territories of Hawaii and 
Alaska. 

(5) A single list of authorized patrons 
for all post exchanges, ships service stores, 
sales commissaries and commissary stores 
has been prepared for the National Mili- 
tary Establishment. (a) Widows of Army 
and Air Force personnel. (b) Non-regular 
personnel of Army and Air Force retired 
for physical disability. Parallel policies 
with respect to the categories of personnel 
listed in (a) and (b) above cannot be 
applied to Army and Air Force commissar- 
‘es without changes in applicable existing 
statutes. (c) The extension of special 
order privileges to Army and Air Force 
personel on the retired list is under 
consideration. (d) Certain post exchange 
and ship’s service privileges are extended 
to reserve components of the armed forces. 
A study is being conducted for the purpose 
of establishing parallel policies with refer- 
ence to the privilege extended to this class 
of personnel. The Navy, Air Force and 
Marine Corps desire to extend all except 
special order privileges to reserves on ac- 
tive duty in excess of 24 hours and less 
than 15 days. The Army desires to extend 
such privileges to reserve personnel on 
active duty in excess of 72 hours and less 
than 15 days. All services consider that 
all privileges should be extended to re- 
serves on active duty in excess of 15 days. 


NEW MEANS OF IDENTIFICATION 


(6) The armed forces have agreed that 
all authorized patrons, other than military 
personnel, will be identified by means of 
a post exchange or ship’s service identifi- 
cation card. The official identification 
card will be accepted as proper identifica- 
tion for all military personnel. 

(7) A sales slip will be used by all 
post exchanges and ship’s service stores 
to record the sale of single items bearing 
a sales price of $5 or over. These sales 
slips will bear a certification to the effect 
that the item purchased is for the personal 
use of the purchaser. 

(8) All purchases by individual patrons 
from the Army and Air Force sales com- 
missaries and Navy and Marine Corps 


commissary stores will be made for cash, . 


except where charge sales are specifically 
authorized in overseas areas by the depart- 
ments concerned. 

In addition to the foregoing, the follow- 
ing differences in the operation of military 
resale activities have been scheduled for 
study. Parallel policies, procedures and 
methods will be established if considered 
desirable after analysis: (1) Organization 
structures of the post exchange and ship’s 
service systems. (2) Social Security bene- 
fit programs for civilian employees of post 
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exchanges and ship’s service stores. (3) 
Standardization ef services made available 


through post exchanges and ship’s service 
stores. (4) The provision of services such 
as barber, cobbler, and tailor through 
concessionaire operations. (5) Standardiza- 
tion of definitions of terminology applicable 
to the operation of military resale activities. 
(6) Establishment of a single list of resale 
items for Army, and Air Force sales com- 
missary and Navy and Marine Corps com- 
missary stores. (7) Differences in the com- 
putation of overhead (direct and indirect) 
by Naval and Marine Corps uniform shops 
and the Quartermaster sales stores. (8) 
The establishment of a uniform procedure 
for the issuance and control of commissary 
permits. 


AWARDS SCHOLARSHIP 





Paul Leeds (above right), director of 
the Chicago Institute of Watchmaking, 
Chicago, Ill., is shown making the school’s 
first Merchant Marine Scholarship Award 
to ex-merchant marine Stanley Repel of 
Chicago. The award and announcement 
was made at an alumni dance given by 
the school. The affair, which was held on 
May 14 at the Hotel Sherman in Chicago, 
was attended by more than 1,000 persons. 

Looking on in the background is Gerald 
Kimes, president of the Illinois Watch- 
makers Association, and one of the judges 
of the Chicago Institute of Watchmaking 
Merchant Marine Scholarship. 

Repel won a scholarship at the Chicago 
Institute of Watchmaking which together 
with watchmaking equipment also given 
him is valued at $1150. The award was 
made to Repel on the basis of his merchant 
marine record in World War II and his 
interest in watchmaking. 

The Merchant Marine Award was the 
idea of Mr. Leeds who was chief of vo- 
cational rehabilitation information for the 
Veterans Administration in Chicago before 
establishing the school. Ex-merchant 
marines are not eligible for schooling 


under the G.I. Bill of Rights. 
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John Rauschenbach Observes 
50th Year in Jewelry Trade 


On June 11th, John J. Rauschenbach, re- 
tail jeweler of La Porte, Ind., celebrated 
his 50th year in the jewelry industry. 

He began his career in the trade at the 
age of 10 when he secured a job with 





E. C. How Jewelry Store in La Porte. His 
first job involved sweeping the store, wash- 
ing the windows, delivery work and other 
odd jobs. When he was 16 his boss sent 
him to a watchmaking school. In 1929 Mr. 
How died and Mr. Rauschenbach bought 
the business. 

When his son Tom graduated from high 
school in 1933, Mr. Rauschenbach took 
him into the business along with Mrs. 
Rauschenbach. The store is still operated 
under the name of How Bros., Jewelers. 


Diamond Trading Company, Ltd. 
To Hold Prices if Pound Falls 


The Diamond Manufacturers and Im- 
porters Association of America recently de- 
clared that prices and values of diamonds 
bought for the American market should 
remain firm regardless of any possible 
change in the exchange rates of the British 
pound. 

The association based its statement on 
a reply it had received from the Diamond 
Trading Co., Ltd., London. The company 
pointed out that the British Chancellor 
of the Exchequer is strongly opposed to a 
devaluation of the pound and has declared 
that he has no intention of taking this 
action. 

If, on the other hand, it continued, the 
devaluation of the pound should take 
place, “we would say that this company 
has always regarded the maintenance of 
diamond values as an integral part of its 
policy, and will take any necessary steps 
to maintain this policy.” 





Buxton Presents New Line 


A new line of Buxton leather products, 
with many new numbers especially suitable 
for distribution through jewelry stores, was 
presented to the style and business press 
at a luncheon on June 15 in New York 
City. 

Several innovations in the design of the 
items, drew enthusiastic praise from the 
fashion editors who were shown the line 
by company President Thomas Buckley. 

After the luncheon a brief talk by 
Robert Chapman, Sales and Advertising 
Manager, touched upon the new features 
of the line. 

The highlight of the occasion was pro- 
vided by an interesting review of the 
history of women’s purses. Presented with 
great charm by Miss Julia Buxton it 
demonstrated the tremendous potentialities 
which exist today for sales of leather wal- 
lets and accessories designed especially 
for ladies’ use. 


Day Course in Stone Setting 
Offered by Chicago School 


Applications are now being accepted by 
the Jewelry Training Service of Chicago, 
Ill., for a course in stone setting that starts 
on July 11. Classes will operate from 7:30 
a. m. to 12:45 p. m. five days a week and 
the training will extend over a period of 
five months. 

Training will be given in the various 
types of settings such as, bezel, square, 
tiffany, fishtail and channel. Instruction 
will also be given in setting, baguette, 
marquise and emerald cut stones. 
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Canadian Trade Fair a Success 





U. S. Secretary of Commerce Charles Saw- 

yer stopped at the Trifari exhibit to chat 

with Mrs. Lois Davis (on his right) and Mrs. 
Verna Jones (on his left) 


Optimism springs eternal. To believe 
this is to see it working. It was working at 
Canada’s second International Trade Fair 
in Toronto the first two weeks in June. 
Midst some of the most stringent restric- 
tions on international trade, 35 countries 
were represented. What’s more they were 
doing business. 

But it was a buyers’ market. There was 
more talk this year than last year. Those 
who are responsible for this big under- 
taking of the Canadian government hope 
that, if nothing else is served by the fair, 
it will help international trade relations. 


| 








U. S. Secretary of Commerce Sawyer was 
there officially to open Canada’s big top. 
But unofficially, he was also looking into 
the workings to see if such a fair were 
feasible in the United States. 

As for the jewelry exhibitors, they were 
limited to a few from Canada, a few from 
England, a few more from the U. S. A. and 
a sprinkling from several other countries. 
The watchmakers of Switzerland had a 
large booth. Bulova Watch Co. was next to 
it. The Trifari line of jewelry was on 
display in an appropriately decorated set- 
ting and Gould & Lewis Co., silverware 
manufacturers of New York, the only U. S. 
silver company represented, was showing a 
display of their authentic reproductions. 








Sa Soe 


The Bulova Watch Co., Ltd., Canada, used 
this attractive exhibit to display their wares 
at the Trade Fair. 





Alexander E. Lewis of Gould & Lewis Co., silverware manufacturers of New York, shows one 
of the products displayed by his firm to a visitor at the Canadian International Trade Fair. 
Mr. Lewis is showing a reproduction of an early Victorian folding biscuit box. 


Community's New Pattern, 
‘Evening Star’, Shown in N, Y. 


Following the introduction of the new 
Community Plate pattern, “Evening Star” 
to the salesmen in Oneida, N. Y., the dies: 
utives of that company traveled to New 
York where the pattern was Presented to 
the style press of the country at a luncheon 
held at the “21” Club in New York City 
Administrative and sales executives were 
present at the presentation which was en. 
gineered by Edward B. Bedford, Advertis. 
ing Manager of the Community Division 
of Oneida Ltd. 

Depending upon the beauty of the ney 
pattern to carry its own story, the execy. 
tives held their talks to brief greetings anq 
presentations. ' 

Harley H. Noyes, Vice-President and 
Director of Advertising of Oneida Ltd, 
introduced the company president, Pierre. 
pont B. Noyes, who touched upon the cop. 
tributions which. publications have made 
to the success of Community and upon the 
benefits which have been bestowed upon 
publications by successful advertisers. 

Miles E. Robertson, General Manager of 
the company, referred to the present “re. 
cession” in business and pointed out that 
seldom in the past many years has the 
merchandising and advertising profession 
had a similar opportunity as exists now to 
demonstrate their value to the distributive 
system. With a typical explanatory story, 
he demonstrated how the situation today 
is such that it is up to the individual, 
particularly if he is in sales or merchan- 
dising, to develop a consumer desire for 
his product. 

The luncheon was attended by the 
editors and assistant editors of practically 
every important publication in the country. 
D. E. Sanderson, vice-president and direc- 
tor of sales; P. T. Noyes, assistant director 
of sales; H. T. Schubert, manager of hollo- 
ware sales; H. C. Perry, manager of the 
New York office, as well as Carl Williams 
and other BBDO advertising agency exec: 
utives were present. 

Examples of current advertising of 
“Evening Star” were confined at the show- 
ing to one sample. Later announcements by 
the company will give the complete list of 
the magazines to be used in promoting this 
new Community plate pattern which will 
be available to the public on September 1. 
Dealers are currently receiving brochures 
telling of the new pattern and the sales 
promotion which will be put behind it. 








GIA Presents August Class A 
In Response To Student Demand 


In response to an unprecedented de- 
mand from students in the New York 
area, a non-scheduled Resident Class A 
in the Theory of Gem Testing and Dia- 
mond Grading will be offered by the 
Gemological Institute of America begin- 
ning Monday, August 15, at Eastern Head- 
quarters. The class will continue through 
the regular three-week schedule as in pre- 
vious sessions, ending September 2. 

The Veteran’s Bureau has agreed to a 
90-day extension to the GIA contract which 
was to have expired July 12, according to 
an announcement made by Richard T. 
Liddicoat, GIA’s Assistant Director from 
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his office at Eastern Headquarters in New 
York. In addition to allowing new stu- 
dents to enroll until October 12 for GIA 
Gemology Correspondence Courses under 
the G.I. Bill, this extension of the regu- 
lar GIA-VA contract will permit veterans 
to enroll in resident class work in New 
York or Los Angeles. 

Quota for the August 15 class is par- 
tially filled, and since some time is re- 
quired for completion of forms and au- 
thorizations before enrollment can _ be 
completed, veteran students are being 
urged to make reservations immediately. 
Both interested civilian and veteran gem- 
ology students should write International 
Headquarters at 541 South Alexandria 
Ave., Los Angeles 5, to enroll. 





Prerequisite for Class A is completion 
of at least Section 1 of Course O12 of the 
GIA Correspondence Course. Class time 
will be divided between lecture and lab- 
oratory periods, the latter devoted to the- 
ory and use of instruments, diamond grad- 
ing practice, gem testing instruments, pro- 
cedure and practice in gem _ identification. 


AMOS S. BLACKINTON DIES 


Amos S. BLackinTon, 83, vice president 
of Briggs, Bates & Bacon, manufacturing 
jewelers of Attleboro, Mass., died June 19 
of a heart attack. He had been in a hos- 
pital since he was injured in an automo- 
bile accident at Wareham, Mass., several 
weeks ago. 
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NAHS Re-elects Officers, 
New Retains Presidency 


Horological school directors of the 
United States watchmaking teaching pro- 
fession reelected Tod New of the American 
Academy School of Horology in Denver as 
president of the National Association of 
Horological Schools at the close of their 
annual meeting held in conjunction with 
the United Horological Association of 
America May 19-22, in the Hotel Sherman, 

‘hicago. 
"aan officers, all reelected with New for 
their second terms, were A. F. McGhee, 
vice president, director of the New Jersey 
and Pennsylvania Schools of Watchmak- 
ing; Arthur T. Johnson, treasurer, Phila- 
delphia School of Horology: Orville R. 
Hagans, executive secretary, director of the 
American Academy of Denver. 

Members of the executive board of the 
National Association of Horological Schools 
for the coming year are Paul Leeds, direc- 
tor of the Chicago Institute of Watchmak- 
ing; William O. Smith, président of the 
Western Pennsylvania Horological Insti- 
tute; and Charles R. Percival, director of 
Western Horological Institute of Los 
Angeles. 





Association of 


National 
Horological Schools re-elected at the close 
of the association's fourth annual convention 
are, seated, left to right: Tod New, presi- 
dent; A. F. McGhee, vice-president, and 


Officers of the 


Orville R. Hagans, executive secretary. 

Standing, left to right: Paul Leeds, director; 

William O. Smith, director; Arthur T. John- 

son, treasurer, and Charles R. Percivai, 
director. 


In a sincere effort to assist the employer 
in competently judging the capabilities of 
watchmaking school graduates prior to em- 
ployment, the Association members recom- 
mended that watchmakers and _ jewelers 
Tequest and receive a student training re- 
port from the horological school attended 
by the job applicant. 

Serious consideration was given during 
the convention to ways and means of 
counteracting unfair and _ irresponsible 
criticism of the Veterans Administration 
training and rehabilitation program as it 
now affects watchmaking schools. 

Delegates to the two-day conference 
studied the current problems facing school 
administration and the horological schools’ 
position in regard to the watchmaking stu- 
dent, the community and the profession. 

In addition to hearing the speakers on 
the convention program sponsored jointly 
by the National Association of Horological 
Schools and the United Horological Asso- 
ciation of America, special addresses were 
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made to the school directors by Paul 
Tschudin, director of the Watchmakers of 
Switzerland, and Henry B. Fried, secretary 
of the Horological Society of New York 
and lecturer and instructor at George 
Westinghouse vocational high school in 
Brooklyn. 


Lazrus Heads Jewelry Division 
In Greater N. Y. Fund Drive 


Oscar M. Lazrus, chairman of the board 
of the Benrus Watch Co., is heading so- 
licitation of the jewelry industry during 
the Greater New York Fund’s 12th annual 
campaign. 

Currently campaigning for  business’s 
share of the cost of maintaining the vital 
services of 423 voluntary hospitals, health 


and social service agencies for the people 
of New York, the Greater New York Fund 





seeks support only from business firms and 
employee groups. Each year Fund agencies 
serve one out of three New Yorkers by 
providing essential facilities to promote 
and protect the health and welfare of 
the city. 

A campaign goal of $78,900 has been 
established for the Jewelry Division. 

Mr. Lazrus is directing solicitation of 
jewelry retailers, watches and clocks, and 
wholesalers. Assisting him as chairman of 
diamonds and precious stones is Henry 
Jacobson of the Jacobson Bros. Diamond 
Corp. 





Ewing Changes Store Location 


Stanley William Ewing, who has been 
in the retail jewelry business in Bell, 
Calif., for the past five years, has moved 
into his new and modern store at 6511 
Atlantic Blvd. in the same city. 





ENGRAVING !S NOW So gq. 





with the 





you CA 


Tracer controlled enggaving is the most 


modern way of personalizing — any 


unskilled person simply traces the grooved 


guide letter and the New Hermes 
does the rest — a beautiful monogram 


or name engraved on any kind of 


because 


HERMES P 


N'T TELL !T 


precious jewelry, flatware, fountain pens 


— even stainless steel watches. 


USE OUR 
TIME PAYMENT PLAN 


— and pay out of profits. 


Write for descriptive folder Model G 
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iv’s TRACER- 
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“SHOULD HAVE 
HAD ONE 


YEARS AGO!" 


Says P. B. Krauss 





Krauss Jewelers, Ambridge Pa 
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T 
CHICAGO sHoye— 
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Here’s the wonderful 
WAKMANN 


BRAILLE 


WATCH 











THE CHOICE OF THE 
U.S. VETERANS 
ADMINISTRATION 


for use by sightless veterans 
throughout the United States 
and its territories . . . unequal- 
led as a practical and desir- 
able watch for the blind. Check 
these features, and you will 
understand why: 


@ 17 Jewel ultra shock-resis- 
tant movement. 

® Snap cover lid for face pro- 
tection. 

@ Raised (Braille) numeral 
markers. 

@ Extra sturdy hands. 

@ Stainless steel back case. 

@ No Federal tax. 


$ h50 


Limited supply available. 
Order TODAY for prompt delivery. 


Price to 
retail jewelers 


Covered by the 


ONE YEAR 
REPAIR POLICY 


Wakmann Watch Co., Inc. 
452 Fifth Avenue, New York 18, N. Y. 


——— 
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New York State RJA Convenes in Buffalo, 
Campbell Succeeds Coster as President 


A call for more effective display, well- 
planned promotional activity and improved 
service to customers was sounded at the 
40th annual convention of the New York 
State Retail Jewelers’ Association in Hotel 
Statler, Buffalo, May 15-17. The conclave 
drew more than 200 members of the trade 
from all parts of the state. 


Malcolm Campbell of Canandaigua was 
elected president of the association for the 
coming year, succeeding Charles P. Coster 
of Rochester. Other new officers are: Austin 
J. Horton, Buffalo; Walter S. MacDonald, 
Perry: J. Francis Thibault, Utica; and 
Samuel Scudder, Kingston, all vice presi- 
dents: E. Lathrop Sunderlein, Rochester, 
secretary, re-elected: Boyd Evans, New 
York, treasurer, re-elected. 





Some of the newly-elected officers of the 

New York State RJA are shown above. 

They are, left to right: W. S. MacDonald, 

Perry, vice president; J. Francis Thibault, 

Utica, vice president; Malcolm Campbell, 

Canandaigua, president, and Austin Hor- 
ton, Buffalo, vice president. 


The convention got underway Sunday 
afternoon, May 15, with registration of 
members and guests. Sunday evening, the 
sroup met for supper in the Niagara Room 
of the hotel and heard an interesting talk 
on “Early Days Along the Erie Canal,” by 
Dr. Marvin A. Rapp, professor of history 
at the Buffalo State Teachers College. 


Business sessions got underway Monday 
morning following a convention breakfast. 
Retiring President Coster presided and 
delegates were welcomed by H. Ward 
Stewart, Jr., secretary of the Buffalo Con- 
vention & Tourist Bureau. 


In his President’s message, Mr. Coster 
emphasized that the “old line jeweler is 
fast fading out of the picture,” and that 
modern jewelers must be merchandisers. 
He stressed the importance of getting 
“voung blood” into the trade, asking: 
“Where are the apprentices in our business 
today ?2’ 

“The time has come for you and I to 
check up on ourselves,” said Mr. Coster. 
“Do our customers want a new jeweler or 
are they satisfied with the old one?” He 
emphasized that the honeymoon is over in 
the jewelry trade and that mounting com- 
petition calls for modern sales methods. He 
stressed the need for attractive window dis- 
plays, good housekeeping in the store and 
more effective use of color. Somber inte- 
riors of the past must give way to interiors 





with more eye-appeal, Coster declared. 
Following reports by Secretary Sunder. 
lein and Treasurer Evans, Max Field of 
the Buffalo Jewelry Case Co. presented 4 
highly instructive discussion on “Displays,” 
Mr. Field said merchants should attempt 
to surround their merchandise with color. 
ful and attractive settings to win attention, 
He warned, however, against unusually 
flashy displays “which may cheapen your 
merchandise.” 
“By and large, most jewelry stores have 
equal access to the majority of lines,” Mr 
Field said. The price ranges of these lines 
are about the same. What makes John Q, 
Public come to your store? Frequent 
changes of goods as well as display mate. 
rials and groupings are the best means of 
drawing the public to your windows.” 


Mr. Field stressed that jewelers can cre. 
ate desire for their goods by “glamorizing” 
them, by giving them beautiful surround. 
ings. “Your window is your stage and you 
must use it wisely and effectively—just as 
the show producer.” 

Walter Eitelbach, president of the Jewel- 
ers’ Security Alliance, New York City, gave 
an interesting talk on crime prevention and 
detection. He described functions and oper- 
ations of the Jewelers’ Security Alliance, 
pointing out that it has at its disposal the 
services of a national detective agency with 
offices in 33 cities from coast to coast. 


He urged all jewelers to protect them- 
selves with the best type alarms available 
and make sure that they are always in 
working order. “Our arch criminal is the 
fence,” said Mr. Eitelbach, “for without the 
fence it would prove most difficult for 
crooks to dispose of their loot.” 


He cited accomplishments of the Alliance 
in securing the conviction of fences. “We 
have at all times avoided fanfare and pub- 
licity,” he said, “preferring our deeds to 
be reflected in accomplishment rather than 
words.” 

He discussed at length the subject of in- 
dividual scratch marks on jewelry. “Unless 
your stock of jewelry has your own scratch 
mark on it, it is almost impossible to make 


f 





Playing a leading role in the convention 
program were, left to right: John M. 
O'Dea, Buffalo, past president of the Buf- 
falo Jewelers Association; Charles P. Cos- 
ter, Rochester, retiring president of the 
state association, and William Moss, vice 
president of the Cling-Surface Co., Buf- 
falo, who addressed a convention session. 
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dentification, and, therefore, se- 


ositive 1 ee 
a? > he said. “It is discour- 


e a conviction, 


cur 
aging to know that a great many jewelers 
do not keep records of watch cases and 


movement numbers, or to take the time 
necessary to scratch mark their merchan- 
dise.” 

Monday afternoons session got underway 
with a talk by Miss Martha Percilla, fash- 
jon director of the Jewelry Industry Coun- 
cil, New York. She made the interesting 
observation that “women are wearing more 
jewelry and larger pieces today because 
they've more bare areas to cover up.” 

Use of identification bracelets during the 
war has made many men “feel at home with 
bracelets” and these are gaining favor, she 
said. The trend also is back to more dia- 
monds for men and gold and studded cuff 


links. 
‘JEWELRY IS A FASHION ITEM' 


Miss Percilla told the convention that 
the automobile, which once was a utility 
item, “has now become a fashion item and 
the same is true of jewelry.” 

“Using fashion as a salesman does not 
mean simply that you stock your store with 
shining, well-styled merchandise,” she de- 
clared. “The touch of fashion should re- 
flect every part of your operation—your 
show cases, the decor of your store, the 
windows in which you display merchandise, 
your advertising and promotion.” 

Concluding the Monday afternoon speak- 
ing program were talks by Edwin H. Weit- 
zen, assistant to the president of the Bulova 
Watch Co., and William Moss, vice presi- 
dent of the Cling-Surface Co. 

On Monday evening, the annual banquet 
was held in the main ballroom of the ho- 
tel. It was a highly successful affair, with 
nearly 500 members, guests and their wives 
attending and enjoying an evening of danc- 
ing and entertainment. New officers were 
introduced and were seated at the head 
table. 


DISCUSSES PROGRAMS OF ANRJA 


President Campbell presided at Tues- 
day morning’s session which got under way 
with a talk by Charles Evans of New York. 
secretary of the American National Retail 
Jewelers Association. He discussed various 
programs now being undertaken by the na- 
tional organization for the benefit of the 
trade. 

Paul Beckes of Orchard Park, executive 
secretary of the New York State Watch- 
makers Association, Inc., warned jewelers 
not to rush their repair men if they want 
satisfied customers, pointing out that a 
satisfactory job requires time. 

Donald Leverence, chief watch engineer 
of the Elgin National Watch Co.. gave a 
technical talk on watch construction, point- 
ing out that the cost of the finished watch 
includes extensive research work. 

Urging that jewelers remain true to their 
heritage, Kenneth I. VanCott of Bingham- 
ton, northeast regional vice president of 
ANRJA, warned that “overpromoting non- 
Jewelry merchandise is bad.” 

He warned delegates not to convert their 
stores into junior department stores by 
handling a wide variety of small appliances 
and other home furnishings. Mr. VanCott 
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urged jewelers to be honest with their cus- 
tomers, pointing out that today’s jewelers 
have lost some of the confidence that in- 
sured steady trade in the past. 

The association adopted a resolution com- 
mending the work of the American National 
Retail Jewelers Association in attempting 
to secure removal of the 20% excise tax, 
handling of the PX, Army and Navy ship 
stores problem, and completion of the en- 
graving survey “which will be of great value 
as a guide to all retail jewelers.” 

Another resolution expressed apprecia- 
tion of the association for the efforts of re- 
tiring president Charles P. Coster who 
served the group for three years. 

A third resolution “heartily endorsed” the 


Feld Crawford Fair Trade Law and urged 





suppliers and manufacturers “to watch their 
distribution more carefully and take ad- 
vantage of this law.” 





Phillips Co. Branch Office 
Observes First Anniversary 


The Geo. Phillips Co. branch office at 
216 North Second St., Richmond, Va., has 
just completed its first year of operation. 
Retail jewelers in the area make use of 
the firm’s conveniently located office to 
inspect new goods. 

The Geo. Phillips Co. is a 55-year-old 
wholesale firm that serves the dealer by 
acting as his stock room. The company 
has its home office in Scranton, Pa., and 
another branch at Syracuse, N. Y. 





WHAT A “SET UP” FOR A SALE! 





This new Dennison ring box is espe- 
cially created for display purposes. In 
your window or on your counter this 


handsome number is certain to com- 
mand wide-eyed attention... it will add 
richness and luster to your rings and 
actually “set up> the sale. 

Original Dennison Designing built 
into the box gives special prominence 
to the rings... slanted pads display 
them at their most attractive angle and 
the distinctive semi-curve design of the 


box produces a regal atmosphere bound 
to pay off in dollars and cents. 


This unique Dennison creation will 
hold one, two or three rings. It is made 
of sturdy plastic and comes in pearl- 
finished green, blue, pink and white. 
Pads of transparent velvet in a wide 
variety of appropriate colors and rayon- 
satin cover cushions complete this box. 
Packed in individual white packers, 
one dozen to a carton. Order by num- 


ber—7350 TX. 


This case and many other attractive packages for jewelers may be seen at the 
Dennison Booth, NACJ Convention, Hotel Stevens, Chicago, July 25th to 28th 


FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and plastic; 
findings; suppli 

salers throughout the country. 


es. Sold by leading whole- 


FOR MANUFACTURERS 


Dennison makes a wide range of specially 
designed paper jewelry boxes and cases for 
manufacturing se x Consult Dennison 
about your packaging problems. 


105th Year 


Dennioon KManufachuing So. 


JEWELERS DIVISION 


FRAMINGHAM, 


MASSACHUSETTS 











GENUINE 
WHOLE & HALF 






All. SIZES 


FOR OVER 3 DECADES 


Maton 


& CO.,/NC. 


IMPORTERS OF PRECIOUS 


SENM/-PREC/OUS ANDO 
SYN7TMET7/C STONES 
17°23 JOHN ST.,N.¥.7, N-Y. 
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Another Successful Outing of the MLOC is 


* < » 





Recorded 








Characteristic of the enthusiasm with 
which members of the Maiden Lane Out- 
ing Club traditionally approach their an- 
nual outing, many members traveled by 
plane and train from their selling trips 
to be on hand at Pleasantdale on June 11. 
In this New Jersey town, 16 miles from 
New York City, at Greens’ Hotel, the 
M.L.O.C. found a perfect spot for their 
summer “picnic.” Attractively situated 
among rolling hills, the grounds contained 
baseball diamond, swimming pool, hand- 
ball courts, ping pong tables, and shady 
facilities for outdoor card players. A 
nearby golf course provided the means 
for the more ambitious and sturdy to work 
their way over a rugged course. 

The most general enthusiasm, however, 
became evident in the dining hall which 
was filled to capacity with 150 gourmets. 
Opinion was unanimous that here was good 
food—and plenty. 





Certainly, the most impressive part of 
the day’s activities was the presentation 
of a sterling silver tray to Jerome L. Grant. 
With a sincerity which was felt by every 
member, young and old, Julius Hurley, 
president of the M.L.O.C., presented the 
silver tray. Jerry then read the inscription 
aloud and the sentiments were supported 
by enthusiastic applause and a resounding 
of a chorus of an old drinking song. The 
plate was engraved, “Presented to Jerome 
L. Grant in appreciation of his loyal and 
faithful service for 25 years as secretary- 
treasurer of the Maiden Lane Outing Club, 
June 11, 1949.” 

The accompanying picture was taken 
just before the tired and hungry group 
took to the dining room for dinner. 

Louis Cutler, who served as chairman 
of the committee of the 1949 Maiden Lane 
Outing, deserves a good deal of credit for 
making the affair the success it was. 











University Honors Blankfort 
For Meritorious Service 


Walter A. Blankfort, president of Walter 
A. Blankfort & Co., Inc., 48 West 48th St., 
New, York, was one of six alumni recently 
presented with the New York University 
Alumni Meritorious Service Award for 
1949 for “distinguished service to the 
University.” 

Mr. Blankfort, vice president of the Arts 
& Engineering Alumni Association and 
chairman of the athletic committee of the 
NYU Letter Club, was the recipient of 
the plaque award voted by the Class of *48 
for the alumnus who, that year, con- 
tributed outstanding service to University 





College. Mr. Blankfort was chairman of 
the Heights Alumni winter reunion this 
year. President of the NYU Alumni As 
sociation of Pi Lambda Phi, he is also a 
member of Tau Kappa Alpha, honorary 
debating society. 

The six new members, who received 
their bronze medallions during commence: 
ment exercises last month, bring the num- 
ber of award recipients over the 200 mark. 





—— 


Moves to New Lecation 


Ludwig Harder, for many years owner of 
Alamar Watch Clinic at 888 Coast High- 
way South, Santa Barbara, Calif., has just 
moved to a new store in his own building 
at 260314 Hollister Ave., in the same city. 
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q Walter E. Falk has recently resigned as 
assistant manager of Black, Starr & Gor- 
ham, Inc., 594 Fifth Ave., New York. His 
entire business career of 35 years was 
spent with this firm in various capacities. 
Mr. Falk stated that he has made no 
afiliations as yet but expects to continue 
in the jewelry field. 

4 Philip J. Fabrikant of M. Fabrikant & 
Sons, Inc., 580 Fifth Ave., New York, who 
for the last three months has been in 
Europe visiting the diamond centers there, 


will return on the S. S. America on 


July 6th. 


4 David J. Menche recently announced 
that he has acquired sole ownership of 
the X-L Watch Co. and Mohawk Watch 
Co. 170 Broadway, New York. Harry 
Koltun, who has been associated with both 
companies for the past 27 years, has with- 
drawn from the business. 

q Reuben Laken, diamond buyer for the 
Samuel Platzer Co., Inc., 31 West 47th St., 
New York, left on June 12th on a Euro- 
pean diamond buying trip. Mr. Laken, 
who is visiting diamond markets in Am- 
sterdam and Antwerp, stated that he ex- 
pected to be in Europe from four to six 
weeks. P 
4 Sam Beckerman has recently been ap- 
pointed Southern representative for the I. 
Roskin Co., Inc., 21 West 46th St., New 
York. For a number of years Mr. Becker- 
man has represented Rothman & Schnei- 
der, Inc., and is well known throughout 
the territory. He will continue to repre- 
sent Rothman & Schneider along with 
the I. Roskin line. 

q Paul Rosier, who for 37 years was asso- 
ciated with Cartier, Inc., 653 Fifth Ave., 


New York, recently resigned from that 
concern. Mr. Rosier served as secretary 


of the firm for 30 years. He is now con- 
nected with Edmond Frisch, 336 Park 
Ave., New York. 

q Abner Shaw, president of Abner Shaw 
Co., importers and distributors of dia- 
monds, 342 Madison Ave., New York, will 
sail on July 6th on the Mauretania to visit 
the important diamond centers of Belgium 
and Holland. Mr. Shaw will be accom- 
panied by his wife, and will remain over- 
seas until August 20th. 

q H.C. Kionka & Co., recently announced 
the removal of their office to 15 Maiden 
Lane, New York. 

q Jack Feinberg of A. & J. Feinberg, dia- 
mond importers located at 62 West 47th 
St. New York, is leaving for Europe on 
a buying trip on July 16th and will travel 
via Sabena Airlines. 

¢ The offices and shops of the Parker 
Watch Co., Inc., are now located on the 
sixth floor of 588 Fifth Ave., New York. 
4 J. Jacobs of the Leader Jewelry Co., 68 
Nassau St., New York, left on a month- 
long vacation trip on June 27th. Mr. Ja- 
cobs and his daughter, Miss Louise Craig, 
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who is accompanying him on the trip, will 
visit the Middle East, Israel and Italy. 

q A popular quiz program on gemology 
was presented at the monthly meeting of 
the New York Guild of the American Gem 
Society, held on May 17th at 5 East 47th 
St., New York. Dr. Ralph J. Holmes of 
Columbia University presided. 

q Max Jurow was elected president of the 
47th Street Jewelers Association, which 
was organized to develop Forty-seventh 
Street, between Fifth and Sixth Avenues, 
as a jewelry center. Other officers elected 
follows: Sigmund I. Nathanson, 
secretary; Irwin J. Brod, treasurer, and 
Samuel Friedman, co-treasurer. Elected to 
the board of directors were Benson Imer- 
man, Julius Feurst, Barney Jaffe, Bernard 
Nacht, Juda Blitz, Dave Riba, Moses Dyk- 


man and Robert Nelson, Jr. 


are as 


Bronx RJA Installs Officers; 
Levin Named New President 


The heavy rains that prevailed in New 
York on May 22nd failed to keep mem- 
bers of the Bronx Retail Jewelers Asso- 
ciation and their guests from attending 
the installation dinner and dance of that 
organization. Despite the lack of coopera- 
tion shown by the weatherman a capacity 


crowd attended the affair. The dinner- 
dance was held at the Senate in the 
Bronx. 

The evening’s festivities began with a 


cocktail party which provided an oppor- 
tunity for mingling which everyone seemed 
to enjoy. Members and their guests re- 
paired to the dining hall at 7:30 and the 
banquet got underway with the singing of 
the National Anthem and the National 
Anthem of Israel by the assembled diners. 
Between courses of the dinner, which was 
interspersed by dancing, the diners also 
participated in a program of community 
singing. 

After the banquet new officers of the 
Bronx RJA were installed. They are: 
President, Joe Levin; First Vice-President, 
Isidore Geffen; Second Vice-President, 
Herman Jessner; Treasurer, I. Hirschhorn; 
Secretary, Leonard Moses, and Sst.-at- 
Arms, Alex Siegal. 

Harry Gross was installed as chairman 
of the board and Sam Jacobson was named 
vice-chairman. Other members elected to 
the board of directors were George Kor- 
sunsky, Ben Hoffman and Joseph Gottes- 
man. 

Named as trustees were Max Kirshen- 
baum, Harry Kahn and B. Kurtzman. 

The installation was conducted by 
Phineas Peters, general chairman of the 
Executive Board of Retail Jewelers Asso- 
ciations of Greater New York, as install- 
ing officer. 

A number of attractive door prizes were 
awarded to holders of the lucky tickets 
after the installation ceremony. 
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DIAMONDS 
All sizes — All shapes 


Finest polishing from Palestine and Bel- 
gium, sized and giaded. Please ask for 
our now list of prices No. 15. 


576 5th Ave. 
H. Sort 











New York 19, N. Y. 
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SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 














ENCRUSTERS 


and Drillers 
Special Order Work 


PAUL FINGERMAN & CO. 
35 Maiden Lane New York 7, N. Y. 

















LEWIS KIRSCHMAN COMPANY, Inc. 
501 MADISON AVENUE NEW YORK WN, Y. 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalog 
277 HALSEY ST. 


NEWARK 2, N. J. 











ENCRUSTERS 


Stone Engravers 
Ruby & Onyx 
Drilling 
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MAINSPRINGS 


Longer lasting — Accurate timing — Pro- 
tected against rust—lIndividually packed 
in double envelope—marked with model, 
size, metric and dennison. 


YOUR JOBBER WILL SUPPLY YOU 

















LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
**Send Me Yeur Next Package.’’ 


M. J. STERN 
Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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LOST AND FOUND 


Lost, the sale of a watch repair because you 
were unable to obtain the necessary part. 
Found, a complete supply house that specializes 
in ‘'Hard-to-Get'' watch parts. If you are hav- 
ing difficulty in obtaining a Swiss or American 
watch part, try JOHN A. POLTOCK & CO., 15 
Maiden Lane, New York 7, N. Y. Write for 
FREE catalogue, ligne gauge and stationery. 


214 





47th Street Jewelers Ass'n. 
Sponsors ‘Festival of Jewels’ 

To dedicate 47th Street as the “Jewel- 
ers Mart of the Nation” and to obtain 
nation-wide recognition, the newly or- 
ganized 47th Street Jewelers Association 


presented the “Festival of Jewels,” a 
day-long fete encompassing the entire 


block, on June 22nd. The ceremony took 
place on 47th Street, between Fifth and 
Sixth Avenues, in New York. 

Special features of the festival included 
the crowning of a Queen of Jewels and the 
presentation of her court, the introduction 
of Mr. and Mrs. John Draney of Jersey 
City who celebrated their diamond wed- 
ding anniversary on that day, and the 
presentation of a diamond-studded badge 
to Sidney Kingsley, author of “Detective 
Story,” a prize-winning Broadway play. 

The Queen of Jewels and her court (rep- 
resenting the 12 birthstones) were selected 
Monday, June 13th, from among several 
hundred entrants, all of whom reside in 
one of New York’s boroughs. The Queen 
received a diamond studded wristwatch, 
a silver loving cup and a host of other 
gifts, 

Guided tours on the street, which houses 
3000 jewelers and allied craftsmen, were 
organized at 11, 12, and 1 o’clock on the 
day of the festival. The street was _ lav- 
ishly decorated and_ the association 
awarded a prize to the most beautiful win- 
dow display. 

Mayor O’Dwyer and other city officials, 
in addition to consuls and ambassadors 
of countries from which rare jewels are 
imported, were invited to participate in 
the ceremonies. Stars of stage, screen, 
radio and television entertained. 


Trade Leaders Pledge Support 
At UJA Fund Raising Dinners 


Leaders of the Greater New York jew- 
elry industry pledged their support to 
meet the needs of distressed and uprooted 
Jews overseas at the annual dinner, June 
13, of the Jewelry and Allied Trades Di- 
vision of the United Jewish Appeal. Dr. 
Frank Kingdon, noted author and news- 
paper columnist, was the guest speaker. 

Although the total of funds contributed 
by the dinner guests was not announced, 
Alexander E. Arnstein, senior partner of 
Arnstein Brothers & Co. and chairman 
of the UJA division, declared that “our 
industry has again demonstrated its tra- 
ditional generosity in the light of the 
critical economic needs of the Jewish peo- 
ple overseas.” 

Mr. Arnstein expressed his gratitude to 
the officers of the UJA division for their 
efforts which made the dinner successful 
and helped the industry to “contribute 
its proper share to this great UJA cam- 
paign to rehabilitate and resettle the rem- 
nants of European Jewry.” 

He paid tribute to Benjamin Lazrus, 
chairman of the dinner committee, and the 
following co-chairmen of the UJA jewelry 
division: Benjamin Eichberg, Charles Gut- 
wirth, Mendel Haber, Harry D. Henshel, 
Herman Lehman and Milton Weill. 

Mr. Lazrus expressed thanks to his 


fellow officers naming the associate Chair. 
men for their “invaluable aid in increas. 
ing the industry’s awareness of the UJA 
1949 campaign and its meaning jn tants 
of “new lives achieved and historic goals 
realized.” They are Arde Bulova, Fischel 
Frisch, Harry D. Henshel, Louis Heyman 
Eliot P. Hirshberg, Max Jacoby, Dave 
Kay, Sidney J. Lamon, Henry Peterson and 
H. James Stern. 

Among the leaders of special industry 
drives were Stephen W. Hofman, chair. 
man of the Diamonds Division; Sidney 
Fiddleman, chairman of the Manufactyr. 
ing Jewelers Division; Samuel R. Benkin, 
chairman of the Downtown East Side 
Jewelers; Messrs. Henshel and _ Lagrys 
who headed the Watches drive; and 
Phineas Peters, chairman of the Retailers 
Division. 

Mr. Arnstein announced at the end of 
the dinner that the over-all jewelry UJA 
campaign would be continued with em. 
phasis upon a_ building-by-building drive 
to reach the entire industry. Executives 
in the industry, under the leadership of 
Harry D. Henshel, have made plans for 
reaching all executives in the industry, 
he said. . 

The Silverware, Metalware and Allied 
Trades Division of the United Jewish 
Appeal held its annual dinner in behalf 
of UJA at the Hotel New Yorker on June 
16th. Charles Engelhard, president of the 
American Platinum Co., was guest of 
honor. 

“A new land, a new life, a new home.” 
was the theme of the dinner according to 
Alexander Karsh, of Keystone Silver, Inc., 
seneral chairman of the division. 


Canada Removes Import Bans 
On Non-Dollar Countries Goods 


To help boost United Kingdom exports 
to Canada, the Canadian Department of 
Finance announced, effective July lst, re- 
moval of import barriers from a number of 
secondary items. Although open general 
permits on the items—ranging from foun- 
tain pens to photograph frames—will be 
granted to all non-dollar countries, the 
added imports are expected to increase 
Britain’s sales in Canada by about $1,500, 
000. 

The new import decontrols are not ex- 
pected to increase expenditures of hard- 
dollar currency in the U. S. dollar area, 
since importers from this area still will 
have to stick to the amount of their quotas. 

Affected by the order will be jewelry of 
any material, for the adornment of the per- 
son, precious and semi-precious stones 
(other than diamonds), whether genuine 
or synthetic, but not including pearls, either 
genuine or cultured, and imitations and 
simulations thereof. 








WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 
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FORM NATIONAL CONFERENCE OF | 
STATE EXAMINING BOARDS 


‘Saas ae 


Manufacturer 
to Retailer 


Specialist 
in Rhinestone 
Jewelry, Neck- 
laces, Brace- 
lets, Pins, 
© Lane Scatter Pins, 

~ Earrings 
(Pierced, Screw 
or Clip). Hand 
made, prong 
set. Rhodium 
or gold finish. 


Available in crystal or any desired color stones. 
Special orders invited. 
Earrings shown No. 555E $12.00 Doz. 
Write today for sample assortment 
for your inspection. 


See our exhibit at the NACJ Convention 
Chicago, July 25-29 at booth No. 226. 


Fantasy of Jewels 


MADE BY ALLCRAFT NOVELTY CO., INC. 
16-138 Maiden Lane, New York 7, N. Y. 
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Representatives of examining boards from six of the seven states which carry licensing require- 


ments for watchmakers formed a new association called the National Conference of State Welcomes friends in the 
Watchmaker Examining Boards at the UHAA convention meeting in Chicago, May 21. Pur- Jewelry Trade. Enjoy the 
pose of the new group is to serve as a clearing house and liaison chain for mutual assistance 

and benefit in business and policy matters. Members of the respective state boards forming superlative French-Italian 
the original Conference, are, seated, left to right: Carl D. Hurst, secretary of the Oklahoma cuisine and choice wines and 
Board; B. W. Heald, secretary of the Wisconsin board and temporary chairman and secre- liquors in this attractive, 


tary of the newly formed National Conference; W. C. Westphal, president of the Minnesota 
Board. Standing, left to right: W. L. Huckabay, secretary of the Louisiana board; C. W. 


Gaskell, secretary of the Minnesota board, Ray Wiley, secretary of the lowa board; Hollis 
C. Hull, secretary of the Oregon board, and Ralph Young, president of the Wisconsin board. LUNCHEON * DINNER 


smart, mid-town restaurant. 














from $1.50 from $2.50 

Air-conditioned 

Open New Store in Cleveland | new retail jewelry store on May 17th at ELDORADO 5-9085 
Adrian’s jewelry formally opened their 1806 East 12th St., Cleveland, Ohio. MA RIO’S RA | p H 
58 East 53 Street New York, N. Y. 


Timing Instructors Plan 


\tar Uniform Study Program 


Members and officers of the National 


\ hi Association of Timing Instructors met in 

app ires Chicago on May 21 and 22 at the Hotel SMELTERS & REFINERS 
Sherman for their annual meeting. The 

gathering, held in conjunction with the 
annual conventions of United Horological 
Association of America and the National 
Association of Horological Schools, marked 
the first anniversary of the timing instruc- 


tors’ group, according to L. M. Lewis, || GW EEPINGS 


president of the Association and director 














Specialists in 


Processing Precious Metals 





of Southwestern Institute of Technology in 
Weatherford, Okla. FILINGS 
Timing demonstrations were conducted 
for the National Association of Horological SCRAPS 
| Schools’ educational clinic meeting on Fri- 
aay exating, WE ALSO PURCHASE YOUR MATERIAL 


At the timing instructors’ annual break- 


fast and business session Saturday (May 
CATS EYES 21), all member schools of the National JOHN STREET REFINING CO., INC. 


Association of Timing Instructors agreed REctor 2-0853 























DIAMONDS to submit their school curriculum in timing 244 WATER ST. NEW YORK 7. N.Y. 
reports of curriculum programs in the vari- 
ous schools will be exchanged among all 
Mounted Jewelry 
study and consideration. 
MEMO SELECTION ON REQUEST At the next regular meeting of NATI, a 


. to the Association. It is planned that the 
In All Sizes 
member instructors for further individual 
uniform curriculum in timing studies will 
N, ZAIDENS CO. be determined and final action will be 








Importers of taken so that the approved course of timing 

DIAMONDS & PRECIOUS STONES studies will be adopted universally by all 

62 WEST 47th STREET member schools, according to James L. 
Hamilton, secretary-treasurer of the asso- | LEWIS KIRSCHMAN COMPANY, Inc. 


NEW YORK 19, N. Y. 


ciation. 501 MADISON AVENUE NEW YORK WN, Y% 
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A POEM WRITTEN by 
ELLA WHEELER WILCOX, 
which I think will give 
a spiritual lift to the 
Jewelers: 


“It is easy to be pleasant, 
When life flows by like a song, 
But the man worth while is one 
who will smile, 
When everything goes dead wrong. 


For the test of the heart is trouble, 
And it always comes with the 
years, 
And the smile that is worth the 
praises of earth 
Is the smile that shines thru the 
tears.” 


And to add material advantage, we 
are offering you one of the best 
watches made, beautifully styled, at 
a price that will not only make you 
and your customers smile, but 
happy. 

A selection of memorandum goods, 
prices ranging from $8.50 to $500.00, 


may be obtained by writing to 


Lussac WatcH Co. 
12 JoHN St. New York 2, N. Y. 
REctor 2-8132 
Importers Since 1915 

















REPAIRS and PLATING 
in GOLD and SILVER 


30 Years of Continuous 
Service to the Trade 











- from 
Coast 
to 
pi Coast 
(Before) 
(After) 
Highest (Co YY 
Quality | 
Workmanship | 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silvessmiths 


17 West 45th St. New York 19, WN. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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Arde Bulova Receives Award 
From Paralyzed Veterans Assn. 


Arde Bulova, chairman of the board of 
trustees of the Joseph Bulova School of 
Watchmaking was honored with the pres- 
entation of a national “Man Of The Year” 
award by the Paralyzed Veterans of 
America at a recent ceremony held at the 
school in Woodside, Long Island. 

Bernard E. Shufelt, president of the 
Paralyzed Veterans of America, presented 
Mr. Bulova with a Scroll of Honor and 
a key in the shape of a wheel, symbolizing 
a wheel-chair. 

The award was authorized by unanimous 
vote of the Paralyzed Veterans of America 
at their Third National Convention at 
Memphis, Tenn. 

Both Bernard Shufelt, president, and 
Robert Moss, executive secretary of the 
association, emphasized the example Mr. 
Bulova has set in using watchmaking as 
a major contribution to the solution of 
the rehabilitation problem. 





Arde Bulova, chairman of the board of 
trustees of the Bulova School of Watch- 
making, is presented with the Honor Scroll 
of the Paralyzed Veterans of America, by 
Bernard E. Shufelt (right), president of that 
organization, in the name of 1500 para- 
plegics. The ceremony was witnessed by 200 
disabled veterans, all students of the Bulova 
School. Looking on are Robert Moss, (left) 
eyecutive secretary of the PVA and David 
Stambaugh, manager of the company's 
Woodside plants. 


In making the presentation, Mr. Shufelt 
read the following text from the Scroll 
of Honor: 

“Through the efforts of the Bulova 
Watch Co. in providing the opportunity 
for learning the art and trade of watch, 
clock and instrument repairing at the 
Joseph Bulova School of Watchmaking, 
war veterans who are physically disabled 
have been given new skills and hence new 
hope and confidence in themselves and in 
their rehabilitation. 

“This scroll is awarded in recognition of 
these facts, and in appreciation of the 
sincere interest and assistance over and 
beyond the requirements of commerce by 
the Bulova Watch Co. to the Paralyzed 
veterans.” 





Bowery Jewelry Exchanges 
Hold Giant Rally For UJA 


A giant rally of Bowery jewelry ex- 
changes was held at the Paramount 


Jewelry Exchange, 66 Bowery, New York, 
on May 25. 

Sponsored by the Jewelry and Allieg 
Trade Division of the United Jewish Ap. 
peal to aid distressed and uprooted Jews 
overseas, Rabbi Jacob Polish addresseq 
representatives from every jewelry firm jp 
the downtown east side area in New York 

Distinguished members of the Israel; 
military staff were present and explained 
aspects of Israel’s security situation. 





Watch-Motor Mainspring Co, 
Announces Change of Name 


It isn’t very often that a product be. 
comes so famous that the manufacturing 
firm decides to change its own name to 
that of the product—after almost a quarter 
century operation. 

But that’s exactly what has happened 
in the case of Watch-Motor Mainspring 
Co., Inc., 145 Hudson St., New York, 
manufacturers of Sandsteel Crosscurved 
Mainsprings, which has announced change 
of its name to Sandsteel Spring Co., Inc. 

Explaining the name change, James S, 
Pasman, Sandsteel vice president and gen- 
eral manager, says “it was almost the case 
of the tail wagging the dog. We used to 
receive a great deal of correspondence 
addressed to ‘Sandsteel.’ So in effect we’re 
bowing to our product’s popularity and 
making the practice official.” 

Mr. Pasman emphasizes that merely a 
change in firm name is involved, that the 
firm itself, its policies, and its personnel 
remain the same. 




















Over 20,000 SOLD! 


THESE PRECISION MINIATURE 
CAMERAS HAVE TREMENDOUS 
POPULAR APPEAL!! 


Why Not Get Your Share of 
This Easy Volume Selling? Repeat 
Business Assured in Film Sales. 







Precision made— Sie 
beautifully finish-& 
ed black and 
chrome—3 speeds 
—all metal F4.5 
color corrected lens 
—complete with 
leather carrying 
case—smaller than 
a pack of cigarettes. 


Retail $12.50 


Film 30¢ 
Discount 40% 


VESTA 


Latest precision chrome 
finish miniature with 
F4.5  anastigmat lens. 
Fits into vest or purse. 
Speeds for instantaneous 
a action or indoors. 

| wonderful value. Com- 
> plete with case: 


Retail $9.95 


Film 30¢ 
Discount 40% 


CAMERA SPECIALTY CO., INC. 


50 W. 29th St. New York 1, N. Y. 


Photographic Distributors 
to the Jewelry Trade. 
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Ostby & Barton Company 
Observes 70th Anniversary 


The first of this month marks the 70th 
anniversary of the founding of the Ostby s 
Barton Co. in Providence, R. I. The busi- 
ness was started by Engelhart C. Ostby, a 
young Norwegian goldsmith and Nathan B. 
Barton of Warren, R. I. The first product 
marketed by these two young men was a 
line of gold engraved band rings for which 
Ostby was the designer and manufacturer 
with Barton responsible for the selling end 
of the business. 

The original location of the plant was in 
a small building on Potters Ave. As the 
vears went by and the business developed, 
additional space was added and in 1903, 
the business having achieved a status of 
an important supplier of many types of 
rings, Ostby & Barton moved into its 
present six story building at 118 Richmond 
St. In this structure a modern and com- 
plete ring manufacturing plant is main- 
tained, with experienced personnel and 
expert craftsmen in all branches of the 
business. Ostby & Barton Co. has its 
own designing department, consisting of 
artists, designers and model makers, and 
their manufacturing processes cover every 
phase of the business from the creation of 
ideas to the packaging and merchandising 
of the finished products. 

In addition to the comprehensive line of 
popularly priced rings in the men’s, wom- 
en’s and children’s field, the company now 
produces many specialties such as fraternal 
rings, birthstone rings, etc., which are sold 
in retail outlets throughout the nation. 


FIRM ADDS DIRECT DISTRIBUTION 

Effective July 1, the company will offer 
direct to retailers their complete line of 
women’s, men’s, children’s and baby rings, 
including the new, exclusive patented 
Selfit, the self-fitting ring. To serve this 
market actively and thoroughly, a staff of 
experienced jewelry salesmen will cover 
the country from coast to coast calling 
on jewelry, department and chain stores. 
For the convenience of resident and visit- 
ing buyers, an office has been opened in 
New York City at 366 Fifth Ave. 





Jewelers Benevolent Ass'n. 
Honors Past Presidents 

At a surprise testimynial held on May 
26th at the Proctors Lodge Building, New 
York, honors were bestowed upon the past 
presidents of the New York Jewelers 
Benevolent Association. Henry Bilker act- 
ed as master of ceremonies and was as- 
sisted by Jesse Rothman. 

After extolling their various achieve- 
ments, and praising them for the contri- 
bution of their time, energy and unflag- 
ging zeal to their association, Mr. Bilker 
presented each of the past presidents with 
a scroll appopriately inscribed. 

The following past presidents, listed in 
the order in which they served, received 
their scrolls in person or by proxy: Max 
Kleinman, Sigmund Edelberg, Max 
Schoenbaum. Adolph Pusrin, Sydney Ber- 
man, Louis Cutler, Harry Wittman, George 
Knapp, Dave Weinberg, Max Wolf, Arthur 
Bergman, Sam Finkelstein and Albert 


Walden. 
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New York State Watchmakers 
Elect Henry Fried President 


Henry Fried of Brooklyn, N. Y., was 
elected president of the New York State 
Watchmakers Association at their annual 
convention in the Hotel Lafayette, Buffalo. 
Paul O. Beckes of Orchard Park, presi- 
dent of the Buffalo Watchmakers Guild, 
was re-elected executive secretary of the 
association. 

Other officers elected were: A. Lynn 
Groat, Rochester, vice president; Philip J. 
Farrance, Syracuse, recording secretary, 
and Ray D. Evans, Newark Valley, trea- 
surer. 





Ryder Assumes Ownership 
Of Walter E. Hayward Co. 


Frank J. Ryder, Jr., has become head of 
the Walter E. Hayward Co., Inc., of Attle- 
boro, Mass., as a result of the retirement 
of Walter G. Moon and William P. Lin- 
coln, his partners. 

The trio purchased the company in 1946. 
Moon has been treasurer and Lincoln, vice 
president. It was formerly owned by Mr. 
Ryder’s father, Frank J. Ryder, who died 
in 1943. 

Mr. Ryder will continue as president of 
the firm and will also serve as treasurer. 
Charles E. Bristow will be the new vice 
president. 

Mr. Ryder started working with the 
company in 1938 and, except for a five 
year period which he spent as an officer in 
the U. S. Army, he has always been with 
the company. 
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Earrings in various patterns in 14 KT 
Green and Red Gold. 


St. 


sizes; 
Links to match. 


Lo 


Green Gold Combination in four sizes. 
Earrings, 
match. 


sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 
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Christopher Key—14 Kt in three 
also Bill Clips, Charms and 


ve Knot Ring—14 Kt Red and 
Cuff Links and Studs to 


Our comprehensive line of 
Gold, Platinum and Enamel 
Novelties, including Vanity, 
Cigarette and Card Cases 
are distinctive and have 


Manufacturers 
West 48th Street © New York 























Speed Summer Production With a 


FAST-CHILLING WAX! 
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Summer operating conditions require harder, quick chill- 


ing pattern waxes. Improve production with 


» 
TIFF Green Wax 

& 

% 
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to: 





SIMMONS Extra-Hard Wax 
SAUNDERS Extra-Hard Wax 
KERR Modifying Wax 


For test samples and quantity scale prices, write today 








95 Bedford Street 








"ALEXANDER 5 AUNDERS) 


New York 14, N. Y. 


Cable Address HOWDAH yy, 











Ww WAtkins 4-8880 
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Which is your 
Window? 


Shite 
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FADED display goods and fixe 
tures mean costly losses! 











UNSIGHTLY “‘blindfolds”’ lose 
sales—protect only halfway! 








WITH FAMOUS 


- Chem 


TRADE MARK 


TRANSPARENT SHADES 


WHY suffer from sunfading—or why 
hide your windows? Like 75,000 other 
merchants, you can enjoy both Sun 
Protection PLUS Visibility. Just install 
Infra-Chem Transparent Shades! 
* This exclusive “miracle shade” gives 
top-to-bottom protection—stops both 
direct and reflected fading rays as awn- 
ings alone can’t do. Never weather- 
beaten nor shabby either, for Infra- 
Chem fits INSIDE your windows. 
* For lower display costs and more 
sales, see all the Infra-Chem story. 
Mail this coupon or write—TODAY. 





SAMPLES 
BROCHURE 
ESTIMATE 


em: 

















f YES— Rush me new brochure, generous Infra- 

. Chem test samples, and estimate data. All 
without charge. 

i 

i AME POSITION 

G sort wane 

4 

4 ADORESS Ts-239 (456) 
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501 N. Figueroa St., Dept. 307-C 
Los Angeles 12, California 





RANSPARENT SHADE CO. 


Los Angeles Watchmakers 
Hold First ‘Fun Fest’ Banquet 


Guild Chairman Norman Jarrett wel- 

' comed 75 members and guests to the first 
annual “fun fest” banquet and entertain- 

| ment given June 7th by the Los Angeles 
' Guild of the Horological Ass’n, of Cali- 


| fornia at Carl’s Restaurant. 


Sam Levin (Louis Levin & Son), re- 
ported briefly on the UHAA displays at 
their recent convention in Chicago fol- 















lowed by a report on the meetings } 
Charles Percival (Western Horologica 
Institute). 

Special guest was Carl E. Stellar (Stel. 
lar’s) president of the California Retaij 
Jewelers Association, who expressed a de. 
sire for cooperation between the two or: 
ganizations. 

Entertainment consisted of a vaudeyille 
show which featured skits from the Ver. 
dugo Hills Art Ass’n revue, “Highlights g 
Shadows” and “Gay Nineties Revue.” 





Officers of the Los Angeles Guild of the Horological Association of California are shown 
above. They are, front row, left to right: S. W. Gurney, R. P. Gallien, C. W. Allison, and 
L. F. Wells, all members of the board of directors. Rear row, left to right: R. C. Schenk, 
state president; Lester Kickul, treasurer of the L. A. Guild; Norman E. Jarrett, L. A. Guild 
chairman, and Norman D. Luth, L. A. Guild secretary. 





San Diego Jewelers Assn. 
Elects Jack Rose President 


Jack Rose, supervisor for Kay Jewelers, 
San Diego Calif., was recently elected 
president of the San Diego County Jewel- 
ers Association. 

Mr. Rose, formerly of New York, brings 
to this office experience he gained as an 
active committee member of the Asso- 
ciated Credit Jewelers of New York and 
New Jersey. He was chairman of the 
committee and acted as emcee for the 
many dinner-dance affairs of that group 
held annually at the Waldorf Astoria in 
New York. 

Mr. Rose outlined some of the enthu- 
siastic plans he has made for the San 
Diego Jewelers at a dinner meeting held 
on May 25 in San Diego. 





Co-workers Honor G. Wider 
At Testimonial Dinner in N. Y. 


George J. Wider of Dreher Bros. & 
Wider, Inc., 48 W. 48th St., New York, 
was honored at a testimonial dinner by his 
friends in the industry on June 2nd. The 
occasion was the celebration of his 75th 
birthday. Schwartz’s Restaurant at 183 
Broadway, New York, was filled to capacity 
with 70 of Mr. Wider’s co-workers and 
members of his yacht club. Sol Gordon 
and Isidor Lassner headed the dinner com- 
mittee. | 

Jimmy Theise was toastmaster at the 
affair, and speeches in praise of the guest 
of honor were delivered by co-chairman 
William Wider; N. Getzke of Church & 
Co., Inc.; Magistrate Pisciotta; Al Deve- 
reaux, Commodore of the Stony Brook 
Yacht Club, and Lloyd V. Lassner. 








Mr. Wider was presented with a Seth 
Thomas Westminster Chime Clock as a 
token of the high esteem in which he js 
held by his colleagues. 

A program of entertainment concluded 
the evening’s festivities. 





Sells Elwitt Jewelry Company 


David Elyovitz recently sold the Elwitt 
Jewelry Co., 690 East 185th St., Cleveland, 
Ohio, to Alvin Schreibman. 








ENJOY USING-——— 
THE FINEST 


Type WW Wire Chucks 5 mm 
capacity always in stock at 
leading material dealers. 


i! 8=§s sane $7.80 
ee wssenews 7.20 
No. 2 ‘en 6.60 
PE atene eed 5.10 
No. 3-64 Tr. 


GENUINE E'VIN TOOLS 


CARRY THIS TRADEMARK 





Type D Wire Chucks 8 mm 
capacity. 


No. 1 oop o ORGS 
No.1% ..... 8.10 
No. 2 sooew Wao 
No.2% ..... 6.00 
No. 3-80 ..... 4.80 


ASK YOUR DEALER FOR 
1949 LEVIN CATALOG “’E’”’ 
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In the June 17 issue of Tide, the news 
magazine of advertising and marketing, the 
“cover story” was based upon a silverware 
company, Oneida, Ltd. Reviewing the his- 
tory of Community Plate Advertising 
through the years, the article says of to- 
day, “In the scramble to squeeze the last 
drop of effectiveness out of every adver- 
tising dollar, few firms have fared better 
than the Community division of Oneida, 
Ltd. According to Starch reports, Com- 
munity has rated third among all adver- 
tisers in Life since 1942, with a percentage 
of 70 per cent or better seen among women 
readers. Two years ago, when 3000 typical 
feminine readers of Seventeen magazine 
were asked, What brands of advertised 
silverware do you remember? Com- 
munity led all other brands named. 

“But no measurements of advertising’s 
effectiveness are worth a thing unless the 
advertising produces sales,” states the 
article, continuing, ““Community’s advertis- 
ing definitely has. Its advertising budget 
has been constantly increased—from $262,- 
000 in 1944, to $491,000 in 1946 and $870,- 
000 in 1948—and sales have kept pace. In 
1946, for instance, the first full year of 





Community 
Advertising 


Analyzed 
by Tide 


post-war selling for Community, dollar vol- 
ume spurted to three times that of 1940, 
and each year since has seen a substantial 
gain. 

“This year the Community advertising 
budget has again been upped and company 
executives are confident that sales will con- 
tinue to swell. 

“Behind Community’s sales success are 
many years of advertising experience. 

“Vice-president and advertising director 
Harley H. Noyes believes that good adver- 
tising for a silverware product (should) 
stick mostly to the giant magazines. Mr. 
Noyes expands the list of publications as 
his budget expands. But he never adds 
one until his budget will allow around- 
the-calendar coverage. And in _ business 
papers as well as general magazines, Com- 
munity consistently buys preferred posi. 
tions, frequently uses covers, and runs a 
goodly number of ads in four colors.” 

The article which runs two and two- 
thirds pages explains the philosophy of 
Community Plate advertising and how this 
has evolved into the present Noyes-BBDO- 
Community campaign with its theme of 
“The Happiest Brides Have Community.” 





Gala Celebration Features 
Re-opening of Kay Jewelers 


Kay Jewelers, 7 West Lexington St., Bal- 
timore, opened its completely remodeled 
store recently (Thursday, May 12) with 
Mayor Thomas D’Alesandro cutting the 
door ribbon to touch off a gala celebration. 
Employees of the store gave out some 
15,000 orchids to patrons who jammed 
every inch of the establishment and formed 
a long waiting line outdoors. Highlight 


quired to handle the crowds which gath- 
ered long before the 11:15 A. M. opening. 
The event had been widely publicized by 
extensive advertising for days in advance. 
At one point in the festivities, customers 
were interviewed direct from the store 
over a local radio station. 

The new store, completely remodeled in- 
side and out, has an interior larger in 
depth than the old one but the width is 
unchanged. In addition to two beautiful 
show windows which are proving real eye- 








with any desired combinations of 
emblems at remarkably low prices. 
They have the well known fine finish 
for which “Gran” Emblem Rings are 
noted, 


rings in the Gran Line for 1949, will 
receive prompt response. 


546 So. Meridian St. * Indianapolis 4, Ind. 


14 DEGREE 


MASONIC RINGS 
created by Gran 





No. 1796 A fine quality ring, specially priced 
for quantity sales. 





No. 1795 


An exquisite band ring with raised 
32nd Degree Emblem, in white gold and asso- 
ciated emblems flush in proper colors. 


These Masonic Rings are available 


Your inquiry about these and other 


QIRAW 


AND COMPANY INCORPORATED 


Manufacturers of America’s 
Better Fraternal Ring Line 











—_ 














595 Fifth Ave., New York 17, N. Y. 


GEM STONE 
ENGRAVING 


FINE PORTRAITS - CAMEOS 
INTAGLIOS - SEAL ENGRAVING 
WARRIOR HEADS - REPAIR WORK 


Original Designs Made to Order 


EWALD LEYENDECKER 














catchers, the interior embodies the latest 
equipment and design. Some of the out- 
standing features are a mahogany veneer 
finish throughout, deep showcases with 
sliding glass doors, indirect lighting with 
spotlights over showcases, fluorescent lights 
running down the center aisle, air condi- 
tioning, entire new office equipment, and 
a specially designed showcase to display 
silver. 


of the ceremonies was a $500,000 diamond 
display staged by Suzanne Steinem, Certi- 
fed Gemologist from Washington, D. C., 
who also spoke on “The Romance of Dia- 
monds,” 

Scheduling the reopening for a Thurs- 
day when downtown shops are open until 
9 P.M. and busy Lexington St. is thronged 
with people, the store profited by the in- 
creased traffic. Police assistance was re- 





LEWIS KIRSCHMAN COMPANY, Inc. 
501 MADISON AVENUE NEW YORK WN, Yo 
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Boston Jewelers Outing Draws Record Turnout 


ILVERWARE 
RECONDITIONED 
igs a | ——— 





a“ 
ey _— 
ma 
ve ‘ans 
"ee, nee 
nines cenicteastall 


Let our organization, established 46 
years and staffed with the finest crafts- 
met’ in the country, do your work and 
GUARANTEE IT! 





@ SILVER PLATING The sports program at the annual outing of the Boston Jewelers C!ub held on June | at th 
@ GOLD PLATING New Ocean House, Swampscott, Mass., was highlighted by a soft ball game which a 
@ HOLLOW WARE won by the team shown above. Each member of the winning team received a carvin ok 
@ NEW PARTS REPRODUCED They are, left to right: Kaplin, Reagan, Knowlton, Burque, Stranger, Barnstead, Miller 
° a. MEMATED ARD ——. Donahue, and Salisbury. Seated in front: William Murray of the Jewelers Building, umpire, 
QUERED 

Repairing of the most intricate nature One of the largest crowds ever to gather 
on sterling and plate, for the discrimi- for an outing of the Boston Jewelers Club 
a a aw Some Se aaa. met at the New Ocean House, Swampscott, 

Send pieces for accurate estimate, Mass., on Wednesday, June 1, and enjoyed 

or for epproximate estimate, write to: a round of sports events, followed by a New 


England shore dinner, and a fine array of 
OXFORD SILVERSMITHS CO. talent in the entertainment program pre- 


Established 46 Years 
875 2ND AVENUE NEW YORK 17, N. Y. Iwo soft-ball teams played seven innings, 


with William Murray of the Jewelers Build- 
ing as umpire, along with Don Reaves of 
Smith-Patterson Co. Score was 15-to-1], 


A y U a E R j @) kK with the winners—Salisbury, Burque, Rea- | 
gan, Donahue, Stranger, Branstead, Miller, | Jack Heuer of Framingham (second from 
SILVER POLISH 


sented. 

















Kaplin) and Knowlton being matched 7 pan ryd in ll ah te “0 
avainst a tea d f Webber, Rock- Oulis Lemay o anchester, N. Fi. (secon 
wig alrsaie- “meen sale ee ae from right) was second. Jack O'neill, Attle- 


| 

| 

eae ni gp Ape Simard, Le- | boro (left), Roy S. Brooks, Mauran Watch 

May, McUrath, and Maciewicz. | Co., Boston (center), and Don Reaves, 
} 


CAMPBELL’S This event was followed by a sack race, Smith-Patterson Co., Boston (right) were 


| won by Jack Heuer of Framingham and | referees. 

S I LV E R J SELLS FOR ‘ Louis LeMay of Manchester, N. H. . A | dence as close seconds. Roy Brooks of 
: 50 three-legged race, staged by Dave Percival, | , . , . 
| c : Mauran Watch Co. superintended the po 

{ he 1 ABOTTLE | Jr., saw the team of Joe Donahue of Man- ; . 
: tato race, which was won by Jack Heuer 
E chester, N. H. and Jack Heuer of Framing- 


You pay less and Louis LeMay. 


\ than half ham as winners, with Herbert Thompson of 7 - Toh 
that! Arlinct d Wilk Thurb f Provj- The paper-tearing race, staged by John 
CLEANS \> ) ee _ — Kennard of Kennard & Co., was won by 


gag \ ee ae Ernest Pessalano of the Reagan-Kipp (o., 
Safe too. ? Boston. Forrest Davidson of Thomas Long 
Nothing to Co. won the golf championship with a score 
injure hands. of 80, with other winners of golf prizes in- 
cluding James R. Kay of Lawrence: Wil- 
liam Selberg, Winchester; Edward Cotter, 
Lowell: and Joseph Martin, Lowell. Except 
for the winners of the soft-ball team, each 
receiving superb carving sets, most of the 
other winners took home either a fine 
traveling clock or an electric table clock of 
fine make. 
Many expressions of congratulations were 
heard on the fine program of entertainment 
put on by the committee. 


\\ voc | Winners of the three-legged race at the Awarded AGS Classification 


Boston Jewelers outing were, left to right: Sig Crohn, diamond importer of Port- 
Joe Donahue, Manchester, N. H., and Jack hi 
land, Ore., recently announced that his 


H F e h M : . ° . 
euer, Framingham, Mass. (first pair to firm has been awarded the classification 


C.& E. MARSHALL CO. win); David C. Percival, Jr., referee; and 


BOX 7737, CHICAGO 80, ILLINOIS . Herbert Thompson, Arlington, and William of Graduate Member (Wholesale), by the 


Thurber, Providence, (second pair to win). American Gem Society. 


P > 
IT PLEASES! 
And a 
pleased customer 
always 
\ comes back 
|», for more. 


Only $3.25 
per dozen 
Order No. 
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Talk on Credit Highlights 
Meeting of Washington RJA 


As many as 700 garnishments in one 
month have been handled at the Small 
Claims Court in Washington, D. C., ac- 
cording to Chief Judge Nathan Clayton of 
the Municipal Court of Appeals. Speaking 
on “Credits” at the May meeting of the 
Greater Washington Retail Jewelers As- 
sociation, he blamed this astounding fact 
on a minority group of retail merchants 
who have a tendency to oversell and ex- 
tend credit too easily. 

To remedy this serious condition, the 
judge asserted that thoughtful and_ re- 
sponsible officials of Washington are con- 
sidering legislation which would make it 
dificult to attach salaries, thereby causing 
merchants to be more careful when ex- 
tending credit. This law is now in effect 
in several States. 

He further emphasized to the group 
that greater caution should now be exer- 
cised in selling and extending credit. He 
stated that there was no excuse for over- 
selling and concluded by saying that there 
should be a concerted effort on the part 
of the retailer to create goodwill of the 
consumer by honest and _ straightforward 
business. 

At the meeting a committee consisting 
of Robert King, Harry Brott, George Fal- 
kenstein, Ben Blanken, and Arthur Shein- 
baum, was appointed to represent the asso- 
ciation at the Congressional inquiry on 
the PX and Ship Service problem. 


Chas. Schwartz & Son 
To Open Another Store 


Chas. Schwartz & Son, retail jewelers 
of Washington, D. C., with present loca- 
tions at 708 7th St. and 1305 F St., con- 
tinue their expansion program with the 
opening of a third store in Silver Spring, 
Md. 

Samuel T. Schwartz, president of the 
firm, has watched with interest the rapid 
growth of this Silver Spring community 
which is just over the dividing line of 
Washington and Maryland. The com- 
munity is now second in population in 

















LET US SHOW YOU 


HOW TO OPEN 
a CAMERA 


MULTIPLIED 
by 10\ DEPT. at 
NEW LOW COST 


27 MILLION PEOPLE USE UP 
CAMERA SUPPLIES EVERY WEEK 


Have you a corner in your store that doesn’t 
pull its weight? Use it to get this profitable 
traffic moving through your store. We show you 
how with complete details for organizing your 
new department. Free sales promotion ideas. 
Eastman and Ansco displays, suggested stocks, 
etc. We back you up with fast deliveries from 
one of the largest stocks in the east. If you 
want to multiply store traffic and add a fast 
moving new line, write us today. 


GAMERMAN’S WHOLESALE DEPT. B-97 
3808 Eastern Ave. Baltimore 24, Md. 






STORE 
TRAFFIC 
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Maryland and is situated on the famous 
East-West highway. 

This third store will be known as Chas. 
Schwartz & Son of Silver Spring and will 
be located in the heart of the business 
district. The building occupies a corner 
site which will provide a wonderful oppor- 
tunity for window displays. An all glass 
store front will provide a clear, unob- 
structed view of the store interior. 





The opening date of the new store is | 


tentatively scheduled for October 1, 1949. 


A. Frech Marks 65th Year 
With Eisenstadt Mfg. Co. 


Albert Frech, whose first job was a 
four-dollar-a-week errand boy for the 
wholesale jewelry firm he now heads, ob- 
served his 65th year of continuous ser- 
vice with the company June Ist. 

“I love the job, and the friends I have 
made in the business,” Mr. Frech stated 
in reviewing his career. He is president of 
the Eisenstadt Manufacturing Co., St. 





Louis, Mo., one of the largest wholesalers 
jewelry 


of in the 


and manufacturers 
nation. 


ALBERT FRECH 





Observes 65th Year 
With Eisenstadt 
Mfg. Co. 
Mr. Frech, who will be 80 in August, 


went to St. Louis from his home in Leb- 
anon, Ill., when he was 14. His brother, 
Phillip, now dead, was working for the 
Eistenstadt firm and helped him get a job 
running errands from 7:00 a.m. to 7:00 
p.m., six days a week. 

In a short time he was in charge of the 


shipping department, moved from there to | 


selling, then to buying, and about 30 years 

ago was made a vice president. 

named president ten years ago. 
In 1906, he and Miss Alvina Gerne, a 

young lady from his home town, were mar- 

ried. Their daughter is now married to 

James H. Hetzel, a vice president of the 

firm. a 

Partners Dissolve Business; 

N. C. Firm is Incorporated 


The partnership that existed between 
Jules Aaronson and Samuel Shavitz in the 
operation of Wallace Jewelers, Statesville, 
N. C., was recently dissolved. 

The firm was incorporated on April 22nd 
with authorized capital stock of $100,000. 
Jules Aaronson, Herman Wallace and Con- 
stance W. Aaronson were listed as the 
incorporators. 

Jules Aaronson will continue as manager. 
He has been in the jewelry business since 
1928 and is a member of the board of 
directors of the Retail Merchants Associa- 
tion of Statesville, N. C. 








He was 
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CAMRA-LITE 


the perfect lighter 














RETAILS AT 
Amazing Camera Replica com- 5 5 9 5 
plete with detachable tripod 

YOUR COST 


for desk or pocket. Beautifully 
constructed. Sure-fire lighter. 


$3.57 


Nationally advertised — Mats available 
| | GUARANTEED FOR ONE YEAR | 


CRORE uReemaMIEIR Se 
GIFT 


PRICED 











“MIGHTY” 


RETAILS AT 


$8.95 


YOUR DISCOUNT 
1-23, 40%, 
24-71, 40 & 5% 
72 or more, 50% 





A fine precision camera with 
an #:4.5 lens and genuine 
leather case. 


FILM (10 exp. roll) 


American..... List .30 (less 40%) 
Imported ..... List .20 








Also Available for Immediate Delivery 


MYCRO .......-. .....-List $12.50 
RUBIX ....... s0sceeddene ae 
ee 
TOMB ...ccc. cocccce hist SIZSG 


Above prices include Federal Tax 











WRITE TODAY “FOR COMPLETE CATA- 
LOG OF GIFT CAMERAS AND OTHER 
PHOTO EQUIPMENT 
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ast) OCEAN PHOTO SUPPLY 
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ES /11 W. 20th ST + NEW YORK 11 
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THOMAE IF NOVELTIES 








214 


PHOTO CASES 
One shown for 4 pictures, approximate size 
214, x 84. 
Also made for 2, 3, 5, and 6 pictures regularly 
or for any number on special order. Sterling 
silver. Send for illustrated price list. 


CHAS. THOMAE & SON Inc. 
15 Maynard St., Attleboro, Mass. 
Style, quality, and finish for over 28 years 
SOLD TO RETAIL JEWELERS ONLY 








THE 
Viuher SPORTS LINE 
CHARMS AND MEDALS 


ALL EVENTS 
70 YEARS OF 


QUALITY AND SERVICE 
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THROUGH THE WHOLESALER 
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SPORTS CATALOG ON REQUEST 


J. M. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60. ATTLEBORO, MASSACHUSETTS 








FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 








— — 
Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MEG. CO. 
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the Hotel Wentworth-by-the-Sea 





q During the week of May 16 to May 21, 
the Shreve, Crump & Low Co. held the 
New England premiere exhibition of the 
world’s largest star sapphire, the Black 
Star Sapphire of Queensland, weighing 733 
carats, and valued at $300,000. At the 
same time, there was a showing of other 
fine star rubies and star sapphires which 
attracted wide attention. The Queensland 
Sapphire was brought to the United States 
from Australia, and after display at lead- 
ing jewelers throughout the world will be 
retired to a museum. It is not for sale. 


q Also attracting wide attention during 
the week it was displayed in the windows 
of Thomas Long & Co. was the 14-Karat 
monstrance, with jewels and a cross of 
diamonds, used during the benediction at 
the Holy Rosary Hour in Fenway Park, 
Boston, attended by some 14,000 Catholic 
men. Jewels which formed the monstrance 
were donated by Roman Catholics from all 
parts of the world. 


q Other Thomas Long Co. window dis- 
plays which attracted much attention were 
one of diamonds, shown with the original 
air-mail packages in which the gems were 
shipped from Belgium, and a row of 
panels with collegiate caps and gowns in 
white and pastel shades along with simu- 
lated diplomas for the display of gradua- 
tion gift items. 


q As this issue went to press, plans were 
about completed for the annual summer 
outing and meeting of the New Hampshire 
Retail Jewelers Association to be held at 
in New- 
castle, Portsmouth, N.H., on Sunday and 


Monday, June 26 and 27. 


q Plans also were completed for the meet- 
ing of the Maine Retail Jewelers Associa- 
tion at Lakewood, Maine, on Sunday and 
Monday, June 19 and 20. Several Greater 
Boston jewelers announced plans to at- 
tend this event. 


q The New England Guild of the Ameri- 
can Gem Society will hold no meetings 
during the summer, the next regular meet- 
ing being scheduled for the second Wed- 
nesday in September, at which time the 
annual election of officers will take place. 
The last meeting was well attended, and 
Prof. Solon Stone of Trinity College, 
Hartford, Conn., delivered a lecture on the 
romance of minerals, tracing the history of 
minesalogy through the ages. 


q With the bowling season ended, several 
soft-ball teams were formed, with games 
scheduled to be played on Boston Common 
every Friday night. At mid-season, the 
Shreve, Crump & Low team was in the 
lead. Other teams playing this season in- 
clude: Bigelow-Kennard; D. C. Percival & 
Co.; A. Stowell & Co.; Smith-Patterson 
Co.; and Thomas Long & Co. 


q Throughout the wholesale jewelry 
circles, signs announcing closings during 





BW ENGLAND 


June, July, and August tell of the summer 
vacations and holidays. Many wholesalers 
are closing on Saturdays all year around. 


q It has remained for Back Bay Jewelers, 
236 Massachusetts Ave., Boston, however, 
to close its retail store on Saturdays 
through the summer months. 


q Thomas J. Fagan, of 16 Providence St., 
Statler Building, is moving shortly to new 
quarters at 292 Boylston St. 


q Jean Couturier of Couturier & Cun. 
mings, 140 School St., Manchester, N.H., 
has sold out to his partner, James Cum. 
mings, who will continue to operate the 
store. 


q Miss Mary Lewis has been named as. 
sistant bookkeeper in the Nathaniel |. 
Goodman quarters, 1006-7 Jewelers Build. 
ing, succeeding Mrs. Nancy Larsen, now 
on extended leave. <A new sign, of brown 
and white in latest materials is scheduled 
to be placed in this store shortly. 


q After many years, wedding bells are 
scheduled to ring for Sidney Fisher of 
Sidney Fisher & Brother, 906 Jewelers 
Building, who will be married on August 
21 to Miss Anne Goldberg of Brookline, 
Mass. 


q Miss Rose Marshall of Travis, Farber 
Co., Inc., Jewelers Building, recently went 
on a special AA trip to Churchill Downs 
to see the Kentucky Derby, and was lucky 
enough to hold a ticket on the winning 
horse “Ponder’—which caused many to 
ponder on her continued good luck. 


q David Rosen of Crown Jewelers, Ban- 
gor, Maine, is convalescing at his home 
after several weeks in the hospital. 


q Holmes Jewelry Store, Presque Isle, 
Maine, operated by Mrs. Alberta M. Ches- 
ley, has moved into a new location with 
greatly improved quarters. 


q Members of the Katherine A. Murphy 
Co. and Herbert Stranger Co., who were 
entertained by Donald Safford, Newbury- 
port, Mass., jeweler, at his summer home 
at Plum Island, tuned into song, with 
David Abrahamson and Edward Scully hit- 
ting the high notes—Henry McGrath of 
Mahar & Engstrom, and Marilyn Jenkins 
of Smith & Zaff—accompanying. 

q Harry Glaser of Glaser Brothers, 910 
Jewelers Building, recently hooked a 
record pickerel while fishing on Cape Cod. 


q Mike Mahar and Alice, his wife, of 
Mahar & Engstrom, Jewelers Building, 
combined a pleasure and business trip, 
taking in Washington, D. C., and the Great 
Smoky National Park before heading to 
Chicago to attend the convention of the 
Watch Material Distributors Association, 
June 6 and 7. 


q The D. C. Percival Co. had every de- 
partment brightened recently with a color- 
ful display of peonies and gladiolus which 
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The members of the Boston Jewelers 
Bowling League wound up their 26th sea- 
son with a banquet at the Gardner Hotel 
on Saturday, May 14, at which time prizes 
and trophies were distributed to winning 
teams and to individual high-scorers. The 
Corham Trophy went to Thomas Long Co., 
and the Kingman Trophy to Bigelow-Ken- 
nard’s team. 

Everett Hardy of D. C. Percival Co.., 
chairman of the prize committee, superin- 
tended the distribution of the more than 50 
donated prizes which included watches, 
table lighters, bracelets, trays, belt and 
buckle sets, clocks, electric razors, tie sets, 
and cuff links, among many other items. 

Silent tribute was paid to George 
Fletcher, president of the League for 10 
years, who passed on in Keene, N. H., on 
May 8. Frank Gendreau, Jr., presided in 
the absence of Arthur Bleckstein, president. 

Following the distribution of prizes, an- 
nouncement was made of the officers for the 
coming season: Frank Gendreau, Jr., 
President: Erskine Gay, Vice-President: 
Robert Parker, Secretary: James Russell, 
Treasurer; and Samuel Robinson, scorer. 


Jewelers Wind Up Bowling Season With Banquet 
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Warren Donnelly, presented a fine floor 


The entertainment committee, headed by | 
show. 


WINNING TEAM | 














The Thomas Long Company team, tied, 
until the final roll-off, with Shreve, Crump & 
Low's team, is shown here. Left to right, 
front row: Israel Rosenberg, Capt. Joseph 
Magnifico, Chester Surrette. Back row: left 
to right: Roy Clark, Hugh Brown, Richard 
Biddell, and Joseph Ball. Captain Magni- 

fico holds the Gorham Trophy Bowl. 





were brought in, in accordance with an 
annual summer practice, by H. B. Locke, 
an oldtime jeweler of Amesbury, Mass. 


({ When it comes to flowers, Carl Lawton 
of the E. H. Saxton Co. makes a pretty 
display each month of June with many 
colorful exhibits of his fine roses which 
perfume the air of the Saxon quarters. 


(Bert Stranger, Jr., of Herbert W. 
Stranger Co., Washington Building, made 
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the front page of Boston papers on Sun- 
day, June 5, with his picture, fighting a 
big fire in Provincetown, Cape Cod. Bert 
is rapidly becoming more than an amateur 
smoke eater. The Strangers, now summer- 
ing at Truro, Cape Cod, have purchased a 
26’ cabin cruiser, and hope now and then 
to commute back and forth between Truro 
and Boston. 


q George Avilla has opened a new jewelry 
store in Provincetown, Cape Cod, Mass. 


q Arthur S. Kelley, treasurer of the Nor- 
ling & Bloom Co., Washington Building, 
spent two weeks on a fishing trip, includ- 
ing in his itinerary Kidney Pond Camps. 
Millinocket, Maine, and the streams around 


Colebrook, N. H. 
q Members of the Thomas Long & Co. 


employees association planned an outing 
with a dinner, moonlight sail, and dancing 
aboard the motorship Provincetown on 
June 24. 


q Smith-Patterson Co. recently displayed 
one of the most complete collections of 
minerals and gem stones in its Washington 
& Avon St. windows, which attracted wide 
interest. Included in the display were 
gemological certificates of Philip E. Stet- 











PEARL 


RESTRINGING 
For The Trade 


SO¢ 


PER STRAND 


Plus 15¢ For The In- 
surea Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 
WE COMPLETE YOUR WORK 


THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne St. 
NEW ORLEANS 12, LA. 




























son, Ella J. Bird, and Frank Libbey. 


Your diamonds 
look better 


tn 


WALLACH 
MOONTINGS 












A FULL LINE 
of 
GOLD and PLATINUM 


MOUNTINGS 
to the 


WHOLESALE TRADE 


WALLACH JEWELRY 
MFC. CO. 


213 SOUTH BROADWAY 
LOS ANGELES 12, CALIF. 





223 























A WEDDING 
RING 
iid 





“THE BETTER 
KIND” 


Available in Platinum, 


Palladium, Yellow Gold 
BYARD F. BROGAN 


805 SANSOM STREET “=Mpun 
PHILADELPHIA 


| Styles Nos. DW713 and Mé/9 Illustrated | 


FOR IMMEDIATE DELIVERY 


WE CAN SUPPLY 
Watch Maker's & Jeweler's tools and materials 


°° L&R Produets °e K & D Tools 
© Levin Tools ¢ Bestfit Assortments 
e Cases & Dials ¢ American Perfit 
e Fulton & B.B. Glass Crystals 
¢ GS. & $.U.C. Unbreakable Crystals 
e J.B. Watch Attachments 
e NEET Leather Watch Straps 


PHILADELPHIA WATCH 
SUPPLY CO. 


WHOLESALE JEWELERS 
730 SANSOM STREET PHILA. 6, PA. 


oy 




















DEPT. 2 














WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 








CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


« Wholesale Jewelers 


134 So. 8th St. Phila. 7, Pa. 











LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Established School—Est. 1894. Approved 
for P.L. 16 Veterans & 346 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept. “K” Ill’d Catalog 
BAidwin 9-1376 
Arthur T. Johnson, Principal 



































| 
| 





q The firm of Louis J. Meyer, Inc., sil- 
versmiths and platers located at 205 South 
9th St., Philadelphia, was recently reor- 
ganized. Joseph A. Meyer is the new 
president, Louis J. Meyer is vice presi- 
dent, and Louis J. Hauck was named 
treasurer. Mr. Hauck has also been ap- 
pointed general manager of the company. 
q Reeve & Mitchell Co., manufacturers of 
silverware containers, announced the re- 
moval of their factory and offices to 300 
Spruce St., Philadelphia. The firm was 
formerly located at 1110 Sansom St. 

q Sylvester Klein of Tappin’s, Inc., Wil- 
liam Schaller of M. Simon & Co., and 
Stanley Lefkoe were among the 150 re- 
tailers who won a sales contest for out- 
standing work in the sale of Philco radio 
and television sets. The prize was a cruise 
to Havana on the Queen of Bermuda 
from May 27th to June 3rd_ inclusive. 
q A Normandie ladies’ watch is the most 
promoted prize on the continuing con- 
tests for teen agers being run in conjunc- 
tion with Abbott’s radio program. Each 
week a contest is begun in a different sec- 
tion of the city or suburbs to select “Miss 
Teen Age” in that particular community. 
In each neighborhood the contest runs for 
five weeks. During that time all Abbott’s 
dealers display window streamers telling 
of the watch and other prizes while local 
newspapers give it publicity. The contest 
running from June 2nd to June 25th in- 
clusive was centered in the Chestnut Hill, 
Mount Airy section. Benz & Cagno of 
7118 Germantown Ave. featured the prize 
watch as the center of a special display. 
McCutcheon’s of Jenkintown and William 
S. Irwin of Conshohocken have also been 
the center of attraction through this con- 
test recently. 

q Miss Chara Cooper of Fred J. Cooper, 
Inc., 109 S. 13th St., is spending the sum- 
mer in England visiting relatives who op- 
erate a jewelry store in Colchester, 
England. Her younger brother, Douglas 
Cooper, will spend his student’s vacation 
taking her place in the store in Philadel- 


phia. 
q Members of the Philadelphia Retail 
Jewelers’ Association and the Eastern 


Pennsylvania Guild of the American Gem 
Society, and many guests including those 
from out of town, enjoyed a joint meeting 
Tuesday, June 7th, at which Mrs. Gladys 
Babson Hannaford was the distinguished 
speaker. Mrs. Hannaford, who is asso- 
ciated with N. W. Ayer & Son of New 
York, is a noted lecturer on diamonds. 

q To celebrate the closing of the season, 
the Philadelphia Retail Jewelers’ Associa- 
tion held a picnic June 23rd at the Had- 
donfield Country Club. Members, guests, 
and representatives of wholesalers and dis- 
tributors’ organizations enjoyed a_ golf 
tournament, dinner, prizes and other en- 


tertainment. A good time was had by all. 
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< Joseph Fela, Vincent Rabiolo, and Leo 
Strykowsky, all of Philadelphia; and Rus. 
sel] R. Smith of Annapolis, Md., gradu- 
ated from the Philadelphia College of 
Horology during the month of June. 

q Mr. and Mrs. Neiderman of 3654 Ger. 
mantown Ave. have returned from their ya. 
cation in Atlantic City where they cele. 
brated their store’s 24th anniversary by 
observing displays and techniques bring. 
ing business to jewelers in that city, and 
found time for pleasure, too. In their ab. 
sence, Mr. Kay and other store employees 
held a one day anniversary celebration jp 
which local merchants and customers par. 
ticipated. The celebration has already re. 
sulted in evidence of profitable good will 
expanded. 

q The Philadelphia Retail Jewelers Asso. 
ciation will sponsor a series of ads in a 
leading local newspaper of the type so 
recently successful in conjunction with the 
“Diamond Jubilee.” The new series will 
be centered around promotion of one type 
of merchandise and will contain addi- 
tional institutional copy designed to in- 
form the public of the nature of the or- 
ganization and the names and addresses 
of members. A spokesman for the organi- 
zation says the last series of ads contain- 
ing a list of members brought in addi- 
tional good will and direct sales in large 
proportions. 

q Lester Sauter has returned from a 
brief vacation on his boat in the Chesa- 
peake Bay with evidence that stripers are 
running, 

4 Miss Elaine Cooper of Fred J. Cooper, 
Inc., 109 S. 13th St., spent four days dur- 
ing June at historic Williamsburg, Va., 
where she examined early American sil- 
ver and jewels. 

4 At a meeting of the new board of di- 
rectors of the Sansom Street Business 
Men’s Association, Wednesday, June 8th, 
Mickey Orloff was elected chairman of the 
board by unanimous vote. The new off- 
cers expressed their intentions of carry- 
ing out all the plans made by the retiring 
officers. The board of directors will meet 
monthly during the summer but the next 
regular meeting of the entire organization 
will take place on September 27th. 

4 The Horological Guild of Philadelphia 
held a meeting Tuesday, June 14th, at 
the Franklin Institute. For the first time 
this year the agenda deviated from the 
usual technical aspect and was focused on 
plans to secure watchmaker licensing for 
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the state. Two previous attempts to effect 
passage of a watchmaker licensing bill in 
Harrisburg were unsuccessful. This time 
the watchmakers are planning to place 
their full weight toward passage of a bill 


requiring state examinations and_ subse- 





quent registration before anyone may prac- 
tice watch repairing in Pennsylvania. 


q John S. S. Cooper, salesman for Jos. B. | 


Bechtel & Co., Inc., 729 Sansom St., is 
recuperating at home from a serious opera- 
tion after six weeks in the hospital. 





a re 


Sansom Street Jewelers Attend Annual Banquet 





A request that the name of the Sansom 
Street Business Men’s Association be 
changed was made at the 38th annual ban- 
quet of that organization by newly elected 
president Josef S. Milner. A capacity 
crowd attended the affair which was held 
on May 25th at the Warwick Hotel, Phila- 
delphia, Pa. 

Mr. Milner said the present name of the 
association sounds like a civic organization 
and suggested changing it to the Sansom 
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Street Jewelers Association. In his address 
he also suggested that the annual banquet 
be held in the cooler months of October or 
November, and the picnic in the warmer 
month of May. 

Mickey Orloff, immediate past president 
of the group, acted as emcee at the ban- 
quet. He introduced the guest speaker of 
the evening, A. Evans Kephart, Pennsyl- 
vania State Senator, who spoke on a home 
rule charter for Philadelphia and other 
legislative matters of public interest. 

Short talks were also delivered by Her- 
man Dubrow, secretary of the association, 
F. Clarke Bechtel, treasurer, and Marcus 
Rosnov, member of the board. 

Mickey Orloff was presented with a 
beautiful briefcase in appreciation of his 
valued services during his tenure of office 
as president. 


Mr. Orloff also received a | 


plaque inscribed in part as follows: “In | 


appreciation of a splendid record of 
achievement reflected in the growth and 
strength of the association under his 
leadership.” 

After the serving of the usual sumptuous 
dinner, an entertaining floor show of five 
acts was presented and a large number of 
attractive door prizes were awarded to 
holders of the lucky numbers. 





Mickey Orloff (right), immediate past presi- 
dent of the Sansom Street Business Men's 
Association, was presented with a plaque at 
the annual banquet of that organization in 
appreciation of services he rendered dur- 
ing the past two years as president. Mar- 
cus Rosnov, member of the board, made the 
presentation. 
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4 W. W. Edenfield has formally opened his 
new jewelry store, the Edenfield Jewelery 
Co., Inc., 1801 Main St., at the corner of 
Eighth St., Jacksonville, Fla. Assisting Mr. 
Edenfield will be John W. Rast, manager o! 
the store, and Kenneth H. Haddock, man- 
ager of the repair department. 


4 Luther C. Brown, prominent jeweler ol 
Danville, Va., is the new president of the 
Danville Retail Merchants’ Association. 

4 Time Supply Co., Inc., Asheville, N. C., 
has been organized with capital stock ol 
$25,000 to engage in a jewelry business. 
Incorporators: Homer Adkins, Flora Cham- 
bers and J. C. Cheesborough, all of Ashe- 
ville. 

q Claude S. Bennett, Inc., prominent dia- 
mond merchant of Atlanta, Ga., has un- 
veiled a new ultra-modern entrance on the 
Peachtree St. store. The new show-win- 
dow front, built in the shape of a wedding 
bell from floor to ceiling, has a background 
of mahogany paneling. White marble 
forms the base of the entrance and is also 
used as the floor in the modernistic win- 
dows. 


q Southern Jewelers, Inc., Raleigh, N. C., 
has been granted a charter by the Secre- 
tary of State to deal in jewelry. Authorized 
capital stock is $100,000. Incorporators: 
Bessie Goldman, of Oxford; Lillian Dwor- 
sky and Seymour Dworsky, both of Raleigh. 


qD. W. (Doc) McCulloch, prominent 
jeweler of Lexington, N. C., has been 
elected president of the Lexington Retail 
Merchants’ Association. The retiring presi- 
dent, another local jeweler, is Henry C. 
Miller, Jr. 

q Dick Hankin, former manager of Nath- 
an’s Jewelry store in Denison, recently 
joined the Zale Jewelry Co. in Lubbock, 
Texas. 

q Officials of Gordon’s Quality Jewelers at 
1605 Main St., Dallas, Texas, recently an- 
nounced the appointment of Jack Colbert 
of New Orleans as manager of the store. 
Colbert, former manager of a Gordon store 
in New Orleans, has been with the jewelry 
chain for 13 years. 


NEWS FROM BALTIMORE 


q Baltimore jewelers have used an extraor- 
dinarily large amount of newspaper 
advertising in bidding for graduation and 
June bride business. Reports from _ re- 
tgilers indicate heavy sales of watches, 
rings and other gift items. 


q Swerdlin’s Jewelers have taken over the 
store at 2030 W. Pratt St. formerly occu- 
pied by Willard’s, which is now in its 
ultra-modern location at 21 Shipping Place, 
Dundalk. Swerdlin’s formerly was at 127 
S. Broadway. 

q Gideon N. Stieff, executive of the Stieff 
Co., manufacturers and wholesalers of sil- 
verware, was elected president of the Re- 
tail Merchants Association of Baltimore by 
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the organization’s board of directors. Mr 
Stieff had been a member of the associa 
tion’s board of directors for several yeas 
and we appointed to fill the vice presi. 
dent’s position only four months ago, 

q During its extensive rebuilding progran, 
Castelberg’s is featuring a series of “remod. 
eling sale” specials. Large Newspaper 
advertisements are being used, 

q Now that the two percent retail gale’ 
tax has been passed in the District o 
Columbia, Maryland jewelers in Moy. 
vomery and Prince Georges counties ar 
breathing a sigh of relief. Both counties 
lie adjacent to the District line and shop. 
keepers have complained of the unfair com. 
petition provided by Washington stores 
which heretofore could sell jewelry withoy 
collecting a sales tax. Maryland has had 
a two per cent sales tax for some time, The 
Washington sales tax is expected to become 
effective August 1. It will cover generally 
all tangible personal properties sold in 
Washington or purchased outside ani 
brought into the District. 

q Leon Engel, of J. Engel and Co., was 
elected president of the National Whole. 
sale Jewelers Association. Mr. Engel for. 
merly held the position of vice president 
in the national organization. 


q A certificate of incorporation was tre. 
ceived at the office of the State Tax Com- 
mission from Gamerman’s, Inc., 3808 
Eastern Ave.; to deal in jewelry; capital 
stock, 1,000 shares, no par value.  Incor. 
porators, Hillard Gamerman, Sander Gan- 
erman and Gerald Gamerman, all of Balti- 
more. 

q The second and third floors at Brady’s, 
106 North Eutaw St., have been completely 
remodeled for appliances and_ television. 
The television department will feature win- 
dow displays and will have its own sales 
force. Norman Labovitz, manager, also 
announced plans for a mammoth 28th 
anniversary sale to be held in August, 
which will be promoted by newspaper, 
radio and television advertising. 


q.S. and N. Jewelers, a new store at 1933 
Linden Ave., made its debut to the Balti- 
more public. Carrying a complete line 
of jewelry, diamonds, television, radio and 
electrical appliances, the business is 3 
partnership of Sidney Weinberg and his 
father-in-law, Nathan Cowan. Mr. Weir 
berg formerly was connected locally with 
Roberts Jewelers and Kay Jewelers, serv- 
ing as assistant manager of Roberts’ Broad: 
way store before launching his own busi 
ness, 


q The remodeling of David’s, Inc., credit 
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Dallas Jewelers Association 
Elects A. G. Blair President 


Arnold G. Blair, manager of the Shaw 
Jewelry Co., Dallas, Texas, was elected 
president of the Dallas Jewelers Association 
at a recent dinner meeting of that organi- 
yation. Mr. Blair succeeds W. Tim Welch 
pf the Arthur A. Everts Co., Dallas. 

Other new officers are: Sylvan Garonzik, 
manager of the Garonzik Jewelry Co., vice 
sident, and Arch M. Lyles, president of 


pre MM. | 
the Lyles-Van de Grazier Co., secretary- 
treasurer. 

Mr. Blair has been manager of the 


Shaw’s store in Dallas for the past three 
years, and prior to that was assistant 
manager and manager of the Shaw Jewelry 
Co.. Houston, Texas. 

The Dallas Jewelers Association meets 
monthly and is one of the strongest or- 
eanizations of its type in the Southwest. 


McKenzie Elected President 
Of Ayre & Taylor Company 


George W. W. McKenzie was elected 
president of the Ayre & Taylor Co. of 
Washington, D. C., at a recent board of 
directors’ meeting. 

Mr. McKenzie began his business career 
as an errand boy for George Jones and 
Sons, Ltd., of London, England. He came 
to the United States in 1926, securing 
employment with Tiffany and Co., later 
moving to Baltimore where he was asso- 
ciated with the James R. Armiger Co. He 
is widely known through the East, both 
to manufacturers of fine jewelry and sil- 
verware. 


California Jewelers Discuss 
Changing Trends in Industry 


The May meeting of the Jewelers 24 
Karat Club of Southern California set a 
new pattern by featuring a panel discus- 
sion of five main topics under the general 
theme, “The Changing World of the 
Jewelry Business.” Manny Lippett, Shaw’s 
Jewelers in Santa Monica, was moderator 
for the forum. 

From his own firm’s experience, Dan 
Bennett, associated with Harry Winston, 
Inc., Los Angeles, appraised the diamond 
market and expressed the opinion that 
it will be strong in the future. 

Watches were discussed by Harry Pre- 
zant of Bulova who noted that sales had 
reached the saturation point last fall but 
are now beginning to move again. 

As a means of facing the conflict of 
fixed overhead and shrinking sales, Albert 
Arthur of Arthur’s in San Bernardino, 
Suggested more personnel meetings and 
pooling of ideas. 

From chain store experience, Joe Koven, 
Lawson’s Jewelers, said, “We try first to 
get the store on a break-even point, then 


FOR JULY, 1949 

















on normal profit operation. Given momen- 
tum of business in the community, adver- 
tising increases both sales and_ profits; 
without that momentum, it is useless.” 

Frank Stirling, E. W. Reynolds of Los 
Angeles, talked about supply sources and 
reported only two items still in very short 
supply. Max Strasburg, Strasburg’s of Hol- 
lywood, discussed the excise tax and point- 
ed out the need for a unified front to 
avoid repercussions that are possible with 
individual action. 

President Jules Lindenbaum, King 
Jewelry Co. of Santa Monica, introduced 
the following new members: Leo Turtle- 
dove, Gruen, Los Angeles; Lloyd Kirsch, 
Electric City Box Co. of Calif.; Harold 
Riley, manufacturer’s agent, Los Angeles; 
and Clarence M. Burner, Temple City 


retailer. 
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Leading Horological Officials 
Attend Chronograph Premiere 


Bringing the retail potentialities of the 
chronograph watch before the trade, the 
first chronograph premiere was held in 
Chicago, May 17 and 18, with more than 
90 watchmaking school administrators and 
watch importers and distributors in atten- 
dance. : 

Sponsored by William O. Smith, presi- 
dent of the Western Pennsylvania Horo- 
logical Institute, the premiere served as 
the first general showing of the Esembl-O- 
Graf method of servicing chronographs, 
developed by Mr. Smith and a staff of 
research technicians during the past two 
years. 





William O. Smith, president of WPHI and 

originator of the Esembl-O-Graf method of 

chronograph repair, welcomes the watchmak- 

ing school heads, importers and distributors 

attending the first American Chronograph 
premiere. 


Thirty-five schools expressed the desire 
to incorporate the Esembl-O-Graf course of 
instructions in their curricula. Taught and 
practiced by means of a 23-volume set of 
procedure guides, the Esembl-O-Graf 
method has been used in a chronograph 
repair course at WPHI for the past several 
months. 

Attracting particular attention among 
attendants of the premiere and later at the 
UHAA convention was a giant working 
model of a chronograph. Parked near the 
hotel where the chronograph premiere was 
held was the WPHI mobile chronograph 
exhibits, now making a tour of the coun- 


try. 
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CRAFTSMEN 


in the art of RESTORING 


SILVERWARE 
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ANTIQUE and MODERN 


e REPAIRING ¢ REFINISHING 
¢ REPLATING * LACQUERING 
e SPECIAL ORDER 


Write for Price List 





Serving the Trade since 1892 
The House of Mastercraftsmen 


LOUIS J. MEYER, Inc. 


SILVERSMITHS & PLATERS 
JEWELRY REPAIRING & ENGRAVING 


205 S. 9th St. Philadelphia 7, Pa. 

















For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins cre available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 























JADE 


AND OTHER SEMI-PRECIOUS 
STONES 
ORIENTAL JEWELRY 
F. R. GABBOTT & CO., LTD. 


P. O. BOX 232 HONGKONG 
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LEWIS KIRSCHMAN COMPANY, Inc. 
501 MADISON AVENUE 
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Gold=Silver 
PLATING 


“ASK ABOUT” 


HODANIZ 


TRACE MARK REG. VU. 6 PAT. OFF 


|Silve rware 


EPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 





























LOST 


“Valuable time, detail- 
ed accuracy, and indi- 
vidualized identity be- 
cause I failed to use 
the NEWALL-IZED 
fy ‘Finger-Print’ System in 
‘selecting Swiss Watch 
Material.” 

Don't let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print” System. 


THE NEWALL MFG. CO. 


Chicago 2 Illinois 














WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 











CENTRAL WATCH CO. 


ESTABLISHED I9!! 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 
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MAYNARD LEVY 


Leading Jewelery Auctineer for le- 
gitimate jewelers. Write for date and 
information. 

PHONE BUTTERFIELD 1100 
$200 BLACKSTONE + CHICAGO 15 

















Chicago Institute of Watchmaking 
is pleased to announce a six months’ course 
in Jewelry and Advanced Watch Repair 
A few benches are avallable in our 
regular course in watch repair 
CHICAGO INSTITUTE OF WATCHMAKING 
end Certified by oe 


pproved for Veterans. 
Acoredited by U.H.A.A. 
Dept. JC-7, 7 S. Pulaski Rd., Chicago 24, 
Telephone Sacramento 2-6680 
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q As this issue went to press, all eyes 
were turned toward the 29th annual sum- 
mer outing and initiation of the Golden 
Roosters of Chicago at the Acacia Country 
Club, scheduled for June 30th. Golf, base- 
ball, good fellowship and fun were to be 
the order of the day—on the light side. 
In a more serious vein, Bob Lieberman 
and his Wrecking Crew were to take over 
the hatching of the new eggs for this year. 
Ten resident candidates and four non-resi- 
dent were voted upon at the general elec- 
tion held on Tuesday, June 14th, at the 
Jewelers’ Club. The “lucky” candidates 
were to have the opportunity of proving 
their right to membership to the Wreck- 
ing Crew and other members on June 30th. 
Watch this column for names of survivors 
or next of kin. 

q William A. (Billy) Lamb had been very 
much in evidence around Chicago during 
the month of May, meeting old friends at 
the Jewelers Club and _ other favorite 
haunts. Billy appeared at the CJA annual 
meeting at the Morrison Hotel on Thurs- 
day, May 10th, and also spent some time 
at the UHAA convention at the Sherman 
Hotel. Bill, hale, hearty and sartorially ele- 
cant as ever, then flew back to the coast. 

q Paul Leeds, director and founder of the 
Chicago Institute of Watchmaking, Chi- 
cago, Lll., was recently re-elected to the 
Executive Board of the National Associa- 
tion of Horological Schools at the conven- 
tion of the United Horological Association 
in Chicago. 

q Samuel Katzen, 62, a Loop jeweler for 30 
years until his retirement in 1947, died 
Thursday, May 18th, in Grant Hospital, 
Chicago. Services were held for Mr. Katzen 
on Friday, May 20th, with burial in West- 
lawn Cemetery. He is survived by his 
widow, Mildred, and two daughters, Mrs. 


Muriel Fisher and Mrs. Helene Drell. 


ee 


Greater Chicago Jewelers 
Elect Kernis President 

The Jewelers Association of Greater 
Chicago held their annual meeting on 
June 6th at the Standard Club with ex- 
cellent attendance. 

The following officers and _ directors 
were elected for the ensuing term: Nor- 
man Kernis (Norman Jewelers), presi- 
dent; Joseph Hirtenstein (Federal Jewel- 
ers), honorary president; Ira Marks 
(Marks Bros., Inc.), vice president; John 
Baumrucker (Jones & Baumrucker), trea- 
surer, and Sheldon Phillips (Phillips 
Jewelers), secretary. 

Elected to the board of directors were 
Lewis Litt (Litt Jewelry Co.); Harold 
Cohn (Shaw Bros., Inc.); Peter Schur- 
beck (Royal Jewelers) ; David Wexler (S. 
D. Slavin); Robert Appel (Carter’s Jewel- 
ers, Inc.) ; Phil Martin (Martin Jewelers) ; 
Ray Hargrave (Parks Jewelers, Inc.) ; 
Howard Raymond (Raymond’s); Michael 
Fox (Kent Jewelers); Jerome Hirtenstein 
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(Federal Jewelers) ; Charles Gold (L ¢ 
Rogers, Inc.), and Al Berke (Berke 
Jewelers). 

The advertising committee outlined jp 
detail proposals for a very interesting ¢o. 
operative program, in which all of the 
members will participate. This program 
when put into effect, will be a very worth. 
while and forward step for association 
members. Full details are to be worked 
out in further meetings. 

Executive secretary Ben Sacks spoke on 
the NACJ trade show and _ convention 
which is to be held in Chicago late t. 
July, and urged the members to take ad. 
vantage of the many excellent and inform. 
atove programs that have been arranged, 
He also suggested that members endeavor 
to have as many of their sales personnel 
as possible attend the various meetings, 


ey 


Visitors at UHAA Convention 
Tour Marshall Company Plant 
The C. & E. Marshall Co. of Chicago 


entertained over 200 UHAA convention 
visitors and out-of-town salesmen on Fri- 
day, May 20th, with a well-planned and 
finely executed tour of their six-story 
modern plant. | 

Buses were available for transportation 
and upon arrival at the plant, visitors were 
conducted in small, manageable groups 
through the entire building. At each sep. 
arate section a pleasant, courteous depart- 
ment head gave a concise explanation of 
the functions of his or her particular unit, 

The tour gave everyone an _ excellent 
visual and word picture of just how a 
firm goes about handling some 5,000 orders 
daily. Feeling that some of the visitors 
might be subject to fatigue, the Marshalls 
arranged for liquid pick-me-ups in quality 
and quantity after the tour was completed. 
Jack Marshall showed the first three scenes 
of their new movie, “Your Swiss Material 
Problem Simplified,” which is now in the 
making and is expected to run to 45 scenes 
when completed. 


Chicago Jewelers Association 
Re-elects Biggins President 


The Chicago Jewelers Association held 
their annual meeting on May 19th in the 
Mural Room at the Morrison Hotel. The 
following officers were re-elected for the 
ensuing year: John M. Biggins, president: 
Mead Montgomery, vice president, and 
Charles D. Ellbogen, treasurer. 

Directors elected for a two-year term 
were Webb Ball, Vincent Newman, Alvin 
Lauschke and Allen Gellman._ 

The members voted unanimously to elect 
two old timers to honorary membership. 
Gus Weinfeld of Drach & Weinfeld Co. 
who retired from business a few years ago 
and is now living in Florida, was one of 
the two named to honorary membership. 
Also elected was Claud Wheeler, Mid-west 
advertising representative for THE JEWEL 
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In the major silver area of National Silver Company's new Chicago showroom, the fixture 
facings are of natural finish prima vera wood. Tables and chairs have been carefully chosen 
to harmonize with the general color scheme. Ceiling areas are finished in Caribbean blue, 
and the floors are of cedar and beige tile blocks. The pillars running through the showroom 
have been utilized by attaching modern off-the-floor display cases five feet in length and 


National Silver Opens New Chicago Quarters 











FREDERICK J. ESSIG & COMPANY 


Importers G Cutters 
Precious & Semi-Precious Stones 
— Established 1869 — 
7 W. Madison St., Chicago 2, Ill. 
LAPIDARY WORK 
Drilling — Cutting — Encrusting 


Specializing in Zircons, 
Opals and Star Sapphires 

















24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 






































two feet in width. 


National Silver Co. recently opened an 
ultra-modern sales showroom in the Mer- 
chandise Mart, Chicago. The new show- 
room occupies an excellent location on the 
lith floor of the Mart. The 4500 square 
feet area of the new quarters is nearly 
triple the space formerly occupied on the 
15th floor. 

In the -new are displayed 
products of the National Silver Co. and its 
divisions: Royal Brand Cutlery Co., Santa 
Anita Potteries, Cheltenham & Co., Ltd.., 
Guilderaft Silverplate, F. B. Rogers Silver 
Co. 

In designing its new showroom National 
Silver Co. sought display each 
category of merchandise advantageously. 
Colors were carefully chosen to effect a 


showroom 


has to 


ERS CIRCULAR-KEYSTONE for 32 years until 
May Ist of this year. 
Claud, like Gus, has chosen a more tem- 
perate climate than the Windy City has to 
offer and now lives in California. 

The prozram closed with entertainment 


his retirement on 


headed by emcee Gil Robinson, an accom- 
plished mimic, and featured several good 
acts, 


Watchmaking School to Award 
Braille Watches to Veterans 


Twelve Braille wrist watches are being 
made available for blind World War Il 
veterans by the Chicago Institute of 
Watchmaking, Chicago, III. 


Which Case Abang 


Our work costs no more 
than ordinary work e 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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pleasant atmosphere while centering at- 
tention on the merchandise. 

The background color for silver hollow- 
ware and flatware is burgundy which ac- 
centuates the gleaming silver in all its 
natural richness. For cutlery and chrome- 
ware Indian turquoise is used as the com- 
plementary color. Puritan 
lected as the complementary 
dresserware and California dinnerware. 

Lighting has been concentrated on the 
merchandise. All ceiling lights have been 
eliminated with the exception of 8 recessed 
spots which illuminate the floor area 
through the center of the showroom. 

The entire 40 feet frontage of National's 
treated one 


V\ as SC- 


erey 


color for 


new showroom has been as 


mammoth display window. 


The Braille watches will be awarded on 
basis of the 12 best letters receivtd 
the school before July 15, 1949, rec- 
ommending the veteran most worthy of 
receiving a watch. Paul Leeds, director 
of the school, announced that entries will 
be aecepted from all parts of the United 
States. 


the 
by 


Renovate Store's Main Floor 


The main floor of the Tilden-Thurber 
store in Providence, R. |I.. has been re- 
cently renovated. The elevator that for 


years has occupied a central place in the 

store has been replaced by a modern ele- 
| vator. Walnut panelling has been installed 
| on the main floor in the mezzanine which 
is now used for a credit department and 
for the store superintendent’s office. 


Smith Sells Business 


| Fred J. Smith recently sold his watch 
repair business in Sharon, Pa., to Paul 


H. Ague. 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 

Dept. C Peoria, Ill. 














ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 
20 years 
6956 North Ashland Ave., Chicago 26 
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Sry—=2 STOP SILVER TARNISH } 
-~ a One simple application of Pro-Tex- { 
me ane Sil will protect beautiful silver from ) 
: == tarnish for many weeks. ; 
x FREE TEST SAMPLE 
3 WELMAID MANUFACTURING CORP. ) 
Hy 1737 N. Campbell, Dept. 27, Chicago 47 ; 
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PROMPT SERVICE ALWAYS 
THE 


GERWE BROWN CO. 


Wholesale Jewelers 
CINCINNATI 
NEW ORLEANS 

















We SPECIALIZE... 


in special ooder seule. Sad “3s your 
specifications. W. a scohesit a design 
without obligation. 





SCHUMER BROTHERS CO. 


/ ( f 
Whe nufac ay rin g Jewe ers 


S EAST THIRD STREET + CINCINNATI, OHIO 


DIAMOND-CUTTING 


EXPERT WORK 
SY EP) 4.8 414 


LITWIN & SONS 
114 West 6th Street. Cincinnati. Ohio 


700 EAST MCMILLAN ST. CINCINNATI 6, OHIO 















SALESMAN WANTED 


to represent gold-filled stock manu- 
facturer in New York Metropolitan 
area. Applicants should have knowl- 
edge of the jewelry business and 
good connections in the manufac- 
turing trade. Address 


Box “J-3059", Care 
JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St., New York 17, N. Y. 
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q Practically all local wholesalers and 


manufacturers salesmen were enjoying an- 
nual vacations during June, after having 
made what was generally considered a 
satisfactory volume of spring sales to the 
retail trade, in view of general business 
conditions. Local industry leaders continue 
optimistic regarding the prospects for busi- 
ness this autumn and winter, which will 
get underway with the return of salesmen 
to their territories during July and August. 
In preparation for this exodus, all local 
wholesalers and manufacturers have been 
busily at work on new as well as standard 
lines, and with numerous price reductions 
now in effect, it is generally believed here 
that the retail trade this year will be 
offered merchandise that is unusually at- 
tractive, both as to variety and price. 

q Golf, tennis, swimming, a baseball game 
and other sports featured the annual picnic 
of the Cincinnati Wholesale and Manufac- 
turing Jewelers Association on June 14 at 
the Ryland Country Club in nearby Ken- 


tucky. More than 200 attended, including 
numerous retailers from this and other 


cities. The program opened at 9:30 a. m., 
and continued until late in the evening, 
with time out for dinner at 1 p. m. and 
again at 6:30 p. m., and mid-morning and 
mid-afternoon lunches. During the war, 
the traditional evening steak dinner had 
to be abandoned in favor of chicken, but 
this year again juicy tenderloin steaks 
featured the dinner. Members of the Asso- 
ciation arrangements committee for the 
picnic were Clarence Loeb, chairman; Dick 
Heileman and J. Paul Knight. This was 
the 35th successive year that Mr. Loeb had 
served on the committee, during all but 
four years of which he was the committee 
chairman. 

q Boris and Max Litwin of Litwin and 
Sons, Inc., manufacturers of 114 West 
Sixth St., accompanied by Aaron Best, 
who is in charge of the firm’s New York 
City diamond cutting plant at 580 Fifth 
Ave., flew to Europe on June 21 to visit 
the diamond markets in London, Paris, 
Antwerp and Amsterdam. It was the 15th 
trip abroad for Max, but the first for Boris 
Litwin. Mr. Best, a native of Belgium, 
has made frequent business trips abroad 
during the 10 years he has been with the 
company. The three are scheduled to re- 
turn to this country late in July. 

q More than 20 salesmen of the Wads- 
worth Watch Case Co. from cities through- 
out the country attended a_ semi-annual 
sales” meeting in Hotel Netherland Plaza 
on June 8 and 9, when the fall line of 250 
different items was presented. These in- 
clude many designs and patterns that are 
distinctly new and novel, according to a 
company spokesman. 

q Maury Solomon, salesman for D. Jacobs 
Sons Co., wholesalers of 811 Race St., 
has been appointed publicity chairman for 
the Ohio State Lodge, Fraternal Order of 
Police Associates, which will hold its an- 
nual convention in this city from July 24 
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to 27 inclusive. The organization of busi. 
ness men promotes the betterment of police 
departments in the state. 

q A number of local wholesalers and man- 
ufacturers followed an annual custom of 
closing for a week over the July Fourth 
holiday. Among these were Rosfeldey 
Brothers and Co., manufacturers at 413 
Race St.; the Oskamp Nolting Co., whole. 
salers at 26 West Seventh St. Faigle 
Brothers, manufacturers at 528 Walnut 
St.; the Kaufman-Kassel Co., manufactur. 
ers at 434 Elm St., and the Ira A. Seleyan 
Co., wholesalers in the Provident Bank 
Bldg., who were closed from June 18 to 
July 5. 

q J. G. Engel of J. Engel and Co., whole. 
salers in Baltimore, Md., visited for several 
days with George Brown of the Gerwe 
Brown Co., wholesalers in the Temple Bar 
Building, following the Chicago conven. 
tion. Both attended meetings of the 
American Jewelry Distributors, which were 
held in Chicago following the convention, 
q After 30 years in the retail jewelry busi- 
ness, William A. Effler, has retired, and 
the operation of his two stores at 5908 
Hamilton Ave., and 7618 Hamilton Ave., 
in suburban Mt. Healthy has been taken 
over by his son, William A. Effler, Jr., and 
his son-in-law, Herbert A. Schwartz. 

q A promotion that attracted considerable 
attention was staged by the _ Richter 
Jewelry Co., retailer at Sixth and Main 
Sts., during May. A statue of a mytho- 
logical goddess was displayed in one of 
the store windows, and _ passersby were 
invited to write letters identifying the 
goddess. The winning lettter was written 
by Miss Anne Brems, who received a $50 
merchandise order; while a diamond ring 
was awarded to Miss Betty Lynne Stewart, 
an art student, whose face most nearly 
resembled that of the statue. 

q Instead of the staggered vacation 
periods for employees, this year Carroll’s 
Jewelers, Fifth and Main Sts., was closed 
from July 1 to 10 inclusive, to enable all 
employees to vacation at the same time, 
This was said to have been the first time 
this vacation plan has been carried out by 
a local downtown retail jewelry store. 

q Mr. and Mrs. Al Schneider, retailers at 
3936 Spring Grove Ave., recently pre- 
sented their son, Jack, with the traditional 
watch on his 2]st birthday, and also a 
plot of ground for a future home. The 
couple have three sons, all jewelers, and 
each has been given a building lot on his 
21st birthday, all on the street on which 
the parents reside. 

4 Mrs. Edith Torf, wife of E. Torf, retailer 
at 3439 Reading Road, is one of three 
founders of the Council for the Retarded 
Child of Hamilton County, which now has 
a membership of 1,100. The Cincinnati 
Board of Education helps manage the 
project, but it is financed entirely by the 
Council, which held its second ann 
versary dinner on June 29 in Hotel Alms. 
q Mrs. George Kleier, wife of George 
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Kleier, retailer at 3507 Harrison Ave., in 
suburban Cheviot, enjoyed a visit with 
their son, Howard, in Shico, Calif., during 
June. Mrs. Kleier was accompanied by 
her daughter, Betty. 

4 Al Riechman, a member of the manu- 
facturing firm of T. Knoebber and Co.,, 
31] Race St., and his family, spent two 
weeks in June on a combined business and 
pleasure trip to Florida. 

4 Charles Richter, president of the Richter 
Jewelry Co., presented a $500 diamond 
ring to Mrs. Jeanette M. Dunn of this city, 
who was a winner on the “Stop the Music” 
road show, which played here recently. 

4 John A. Gerwe of the Gerwe Brown Co. 
is vacationing at his summer home in 
Clarks Lake, Mich. His son, Jack Gerwe, 
and family also will spend their vacations 
at Clarks Lake. 

4 The Twentieth Century Watch Strap 
Co., 815 Main St., claims it has the tallest 
salesman in the city. He is Charles Mc- 
Cullough, who is six feet, four inches tall, 
and who recently joined the firm to call 
on city trade. 

q Mrs. Lida Kehr has been appointed 
editor of Gruen Time, the monthly em- 
ployee publication of the Gruen Watch Co. 
She succeeds Mrs. Jo Anne Ingram, who 
resigned to devote her full time to house- 
hold duties. 

q Tom Nolan, wholesaler in the Neave 
Building, recently spent two weeks in 
Detroit, Mich., on business. Mr. Nolan 
also operates two retail stores, one in De- 
troit and the other in suburban Norwood, 
Ohio. 

q Mr. and Mrs. Edward Rosfelder, parents 
of Howard J. and Norman Rosfelder of 
Rosfelder Brothers and Co., manufacturers 
at 413 Race St., celebrated their 50th 
wedding anniversary on June 7 with a 
reception for their family and _ friends. 
They have three sons in the jewelry busi- 
ness, a daughter and nine grandchildren. 

q Mark P. Herschede of the Frank Hers- 
chede Co., retailers at 8 West Fourth St., 
has been elected president of the Cincin- 
nati Alumni Chapter of Sigma Chi fra- 
ternity. 

q Sandy Armstrong, salesman for Litwin 
and Sons, Inc., has returned to his terri- 
tory after having been confined to his 
home with chicken pox during June. 

q Ken Matsumoto, jewelry display manu- 
facturer at 1109 Main St., has been ap- 
pointed display counsellor for the Indiana 
Retail Jewelers Association. 

q J. Kassel and H. B. Cohen represented 
the Kauffman-Kassel Co., manufacturers, 
at the recent Chicago convention. 

q Mrs. Marie O’Donnell of the Lind 
Jewelry Co., Inc., manufacturers at 128 
West Sixth St., attended the wedding of 
her daughter in Miami, Fla., on June 18. 
q Frank Garrett, retailer at 504 Broadway, 
and his family attended the convention of 
the Ohio Watchmakers Association in 
Canton on June 11 and 12. 

q Carl Leser, retailer at 4144 Hamilton 
Ave., has been appointed a Baltimore and 
Ohio Railroad watch inspector for his area 
of the city. 

q Robert J. Seifert of the Albert and 
Seifert Co., wholesalers at 18 West Seventh 
St., has returned from a two weeks buying 
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trip in Providence, Attleboro and New 
York City. 

q Victor Kaufman of the Victor Corp., 
manufacturers in the Enquirer Building, 
spent the first two weeks of July in 
Miami Beach, Fla. He was accompanied 
by his wife. 





q Charles Stern of the Wallenstein Mayer | 


Co., wholesalers at 31 East Fourth St., has | 


returned from an eastern buying trip. 


q Rohs and Brodbeck, manufacturers at | 


604 Race St., are closing on Saturdays 
through August. 

q Robert Gau and R. J. Frommeyer of the 
Klein Brothers Co. have returned from an 
eastern buying trip. 


q Robert Stocker, a partner in Rosfelder | 
Brothers and Co., and Norman Rosfelder | 
of the same firm, vacationed in Florida | 


during June. 

q Carl Leser spent the last two weeks in 
June at Myrtle Beach, S. C. 

q Dave Sharp, retailer at 3221 Madison 
Road, spent a June vacation fishing in 
West Virginia. 





q After an illness of several months, | 


Thomas Atkinson, district salesman for 
Oneida, Ltd., is again calling on the trade 
in this area. 





Greater Cincinnati RJA 
Adopts Decal Emblem 
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The Greater Cincinnati Retail Jewelers 
Association now has an attractive decal em- 
blem for attaching to store doors or win- 
dows. The decal is three and three-fourth 


inches wide by three inches high, with the | 


upper portion printed in diamond blue, and 
black lettering against a gold background 
beneath. 


Association members, at their June din- 


ner meeting in Hotel Sinton, approved an 
extensive advertising campaign in the three 
local newspapers, with large display ads 
scheduled at least once monthly during the 
remainder of the year. Carroll C. Seghers 


is chairman of the advertising committee. | 


The Association, in cooperation with the 
Hamilton Watch Co., ran an _ attractive 
Father’s Day display ad, measuring 15% 
inches by five columns, in the Cincinnati 
Enquirer on June 5. 





Announce Vacation Schedule 


The office and factory of S. Nathan & | 


Co., Inc., and subsidiary firms Victoria 
Pearl Co., Ltd., and Nathan Lapidaries, 
Inc., 550 Fifth Ave., New York, will be 
closed from July 2nd to July 17th inclu- 
sive in accordance with a resolution of the 
American Stone Importers Association, 
Inc. All are members of the association. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT. 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 











SCRAP GOLD 


We are buyers and refiners of Gold, Silver and 
Platinum offering the following prices for your 
scrap gold and gold-filled: 
22K $1.48 per dwt. or $29.60 per oz. 
18K 1.21 per dwt. or 24.20 per oz. 
14K §6.94 per dwt. or 18.80 per oz. 
10K .67 per dwt. cr 13.40 per oz. 
Gold-filled optical 1.00 per oz. 
20 yr. G.F. watch cases 1.25 per oz. 
25 yr. G.F. watch cases 2.00 per oz. 


Silver and Platinum at current prices. Small 
or large lots. Prompt and reliable service. 
All shipments held subject to your approval. 
Ship your next lot of scrap to us. 


A & A GOLD REFINERS 


Scrap — Filings — Sweeps 
323 West 5th St. Los Angeles, Calif. 




















Largest Selection of 14 K Earring 
and Scarf Pin Mountings. 
For Immediate Delivery 
Plan to see us when in Chicago 


JACK T. GOLDMAN & C0. 


29 E. MADISON ST., CHICAGO 2, ILL. 




















A TOPFLIGHT TIP 


More and more new uses and users every day 
make self-adhesive cellophane advertising strips 
by Topflight, tops in this field. Easy to apply. 
Costs less per day. 

TOPFLIGHT TAPE CO. YORK, PA. 
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Where to Bay 
China and Glass_ 














PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 











WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 











MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

CGALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 


VS. BOOTHS 


\ See Fine English Tablew are | 
Send for illustrated literature 


MIDHURST IMPORTING CORP. 


129 FIFTH AVENUE NEW YORK 3, N. Y. 
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TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 = Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 

















: Importers of 

SJ ENGLISH CHINA 
and 

EARTHENWARE 

Stoek and Import 


VILLE & CO., INC. 


E 
Fifth Ave. New York 10, N. Y. 
AL. 4-0104 

















ROYAL DOULTON 


Snugliskh Bone China and Earthenware 


DOULTON and CO., Ine. 


Successors To 
WM. 8. PITCAIRN CORPORATION 


ei2 Fifth Ave. New Yerk, N. Y 
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COMING EVENTS 


July 
10-15—National China, Glass & Pottery 
Show, Hotel New Yorker, New York. 
11-14—-Southeastern China, Glass & Gift 
Show, Municipal Auditorium, Atlanta, Ga. 
18—Connecticut Retail Jewelers Associa- 
tion, Annual Convention, Meriden, Conn. 
24-28—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 
24-29—California Gift Show, Hotel Alex- 
andria, Brack Shops, Merchandise Mart 
Building, Biltmore Hotel, Los Angeles. 
25-28—National Association of Credit 
Jewelers, Convention and National Jewelry 
Fair, Stevens Hotel, Chicago, IIl. 
31-August 4—San Francisco Gift, Jewel- 
ry, Toy, Stationery and Housewares Show, 
Civic Auditorium, Western Merchandise 
Mart, St. Francis and Sir Francis Drake 
Hotels, San Francisco. 


August 

1-12—Chicago Gift Show, Palmer House, 
Chicago, Ill. 

1-13—Merchandise Mart Gift Show, Mer- 
chandise Mart, Chicago, II]. 

14-17—Michigan Merchandise Show, Ho- 
tel Statler, Detroit, Mich. 

14-18—Seattle Gift, Jewelry, Toy, Sta- 
tionery and Housewares Show, Olympic 
Hotel, Terminal Sales Building, Seattle, 
Wash. 

14-18—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 

15-18—American National Retail Jewel- 
ers Association, Annual Convention and 
Trade Show, Waldorf-Astoria Hotel, New 
York. 

16-19—Allied Lines Show For Credit 
Jewelers, Belmont Plaza Hotel, New York. 

21-24—-Portland Gift, Jewelry, Toy, Sta- 
tionery and Housewares Show, Portland 
and Benson Hotels,- Portland, Ore. 

22-26—New York Gift Show, Hotel New 
Yorker and Statler, New York. 

27-31—Ohio State Gift Show, Hotel 
Deshler-Wallick, Columbus, Ohio. 

28-29—West Virginia Retail Jewelers 
Association, Annual Convention, Frederick 
Hotel, Huntington, W. Va. 

28-30—New Mexico Retail Jewelers As- 
sociation, Annual Convention, Hilton Ho- 
tel, Albuquerque, N. M. 

28-31—New Orleans Gift & Jewelry 
Show, Roosevelt Hotel, New Orleans, La. 

29-September 1—Memphis & Mid-South 
Gift & Jewelry Show, Hotel King Cotton, 
Memphis, Tenn. 


September 

4-8-—Detroit Gift Show, Hotels Statler 
and Book-Cadillac, Detroit, Mich. 

4-9—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Tex. 

4-9—Dallas Gift Show, Baker Hotel, 
Dallas, Tex. 

12-16—Boston Gift Show. Hotel Statler, 
Boston, Mass. 

18-20—Ohio Retail Jewelers Association, 
Annual Convention, Deshler-Wallick Hotel, 
Columbus, Ohio. 

18-21—Denver Gift & Jewelry uw. Ho- 
tel Albany, Denver, Colo. 

18-22—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 








18-22—Northwest Gift, Art & House. 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

26—Pennsylvania Retail Jewelers Asso. 
ciation, Annual Convention, Harrisburg, 
Pa. | 

26-30—Philadelphia Gift Show, Hote] 
Benjamin Franklin, Philadelphia, Pa 

26-30—Annual Premiums & Advertising 
Specialties Exposition, 71st Regiment Ar. 
mory, 34th St. and Park Ave., New York 





Bulova and NYU Jewelry Course 
Draws Industry-Wide Response 

Applications for the two week training 
program in Jewelry Store Management and 
Merchandising offered jointly by the Joseph 
Bulova School of Watchmaking and New 


York University were received in such 
quantity as to over enroll the course. 
Two weeks after the announcement was 


made, applications for this course were re. 
ceived from over 20 states. As applica. 
tions were received as far West as Arizona. 
it is obvious that the training program had 
widespread regional appeal. 

The program was designed to provide 
intensive and comprehensive training ex- 
perience for the retail jewelry store repre. 
sentatives attending. by familiarizing them 
with the essentials of conducting a SUCCESs- 
ful, modern jewelry store. 

Buying, merchandising, advertising, sales 
promotion, credit managing, were but a 
few of the topics discussed and presented 
in the course. Lectures, discussions, and 
demonstrations, were the basis of the pro- 
sram which involved trips to large retail 
jewelry stores and jewelry and watch manv- 
facturing plants. In addition, specialized 
tours to precious stone exhibitions and dia- 
mond cutting establishments were included, 

Only 25 applications were accepted as 
the program was designed to give personal 
intensive training to each student attend: 
ing, and also to enable the student to have 
close contact with the instructing ‘staff. 

Instruction was conducted at the New 
York University School of Retailing build- 
ing in daily sessions from 9:00 A.M. to 
4:00 P.M., Monday through Friday, June 
20 to July 1. 

This initial program was designed to 
serve the specialized needs of the retail 
jewelry industry. Future programs will be 
developed as the need and demand dictates. 
These may include either additional pro- 
grams, additional emphasis on specialized 
phases of retail business, longer programs, 
or any combination of the above that will 
best meet the needs of the jewelry trade. 


Basch Opens Remodelled Store 


Basch & Co., Inc., 340 Summit St., To- 
ledo, Ohio, recently celebrated the grand 
opening of their remodelled store. The 
main floor has been enlarged, the optical 
department has been remodeled, and the 
radio and sporting goods department on 
the second floor has been expanded. 











SWEDISH CRYSTAL | 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N.Y. 
LOngacre 4-7851 
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OBITUARY 


FREDERICK A. BALLou, 80, prominent in 
the manufacturing jewelry business in 
Rhode Island for many years, died on May 
14th. Mr. Ballou was president of B. A. 
Ballou & Co., Inc., Providence, a firm estab- 
lished by his father, Barton Allan Ballou, 


in 1868. 

He was educated in the public schools 
‘1 Providence and attended commercial 
college before entering his father’s firm as 
a bookkeeper. After a short time, he went 
‘nto the mechanical side of the factory 
where he remained for several years. After 
his apprenticeship there, he became a sales- 
man for the firm and traveled over the 
country. In 1896, he was made a partner 
of the firm and soon became its general 


manager. 


FREDERICK .A. 
BALLOU 





His outside interests over the years, in- 
cluded directorships in the Rhode Island 
Hospital Trust Co. and the Old Colony 
Co-operative Bank. He also served as a 
vice president of the Manufacturing Jewel- 
ers Export Co. of New York, president of 
the Manufacturers Refining Co., and presi- 
dent of the Yale Jewelry Co. In 1918, he 
was elected president of the Manufactur- 
ing Jewelers’ Board of Trade. 

Mr. Ballou served as a member of the 
board of governors of the New England 
Manufacturing Jewelers’ and Silversmiths’ 
Association, and during World War I, he 
was chairman of the N.R.A. Code Au- 
thority. He acted as chairman of the 
Stamping Law Committee. 

His widow, a son, Frederick A. Ballou, 
Jr., a sister and a brother survive. 

Henry |. Jacopson, 53, president of the 
Jacobson Brothers Diamond Corporation, 
New York, died May 25th. Long promi- 
nent in the diamond-cutting industry in 
New York, Mr. Jacobson was active in 
cooperative movements within the diamona 
and jewelry industries. He served as di- 
rector of the Jewelers Board of Trade and 
on the Jewelry Industry Council. He also 
was a member of the Executive Committee 
of the Jewelers Security Alliance. Fol- 
lowing World War I, in which he served 
as a lieutenant in the artillery, he became 











CRYSTAL by BRODEGAARD 


Swedish crystal stemware patterns, all 
carried in open stock — available for 
prompt delivery. Write for our new 1949 
catalog which gives full details. 


R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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general manager of the United Diamond 
Works. Later he was a partner in Jacob- 
son Brothers, and when that firm was in- 
corporated he was named president. 


HENRY |. 
JACOBSON 





A trustee of the Hospital for Joint 
Diseases, he had also been active in the 
American Red Cross, the National Con- 
ference of Christians and Jews, the Travel- 
ers Aid Society, the Boy Scouts of America, 
the Federation of Jewish Philanthropies 
and the New York University-Bellevue 
Medical Center. 

Surviving are his widow, a son and two 
daughters. 

Joun C. OBERHOLTzER, 75, vice president 
of Joseph B. Bechtel & Co., Inc., wholesale 
jewelers of Philadelphia, Pa., died June Ist. 
He began to serve his apprenticeship in the 
jewelry trade at the age of 17. In 1894, 
his apprenticeship complete, he began work 
with Dilsheimer and Co., wholesalers, and 
on Jan. 1, 1900 left this company for a posi- 


- JOHN C. 
OBERHOLTZER 





tion in the Material Department of Joseph 
Bechtel’s Co. In 1909 this company was 
incorporated and at that time Mr. Ober- 
holtzer became the head of the Material 
Department and vice president of the cor- 
poration which title and position he re- 
tained until his death. He is survived by 
his widow. 

JuLEs ScuHwos, 69, special sales repre- 
sentative for the Flex-Let Corporation, call- 
ing on manufacturers and importers of 
watches, died May 3lst. Mr. Schwob was 
well-known in the watch industry and for 
a long period served as vice president of 
the former New York watch importing firm 
of Adolphe Schwob, Inc., founded by his 
father, the late Adolphe Schwob. Born in 
New York, he attended the Lawrenceville 
School and then entered his father’s busi- 
ness. Surviving are two brothers, Magis- 
trate Henri Schwob of New York and Louis 
A. Schwob, president of the Schwob Watch 
Co., 22 W. 48th St., New York. 
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| THEODORE HAVILAND ! 
CHINA 


Theodore Haviland 
Jew Bork 
MADE IM AMERICA 


THEODORE HAVILAND & CO. | 
INCORPORATED | 
26 West 23rd Street 
New York 10, N. Y. ) 


Merchandise Mart Room 302 Brack Shops 
§ Chicago 54, Ill. Los Angeles, Calif. | 
— 
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GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 77-0400 
CHINA « GLASS * TABLEWARE 
EARTHENWARE 7 GIFT and ARTWARES 


Domestic and Foreign 


SERVICE PLATES - DINNERWARE 
SINCE i918 
Patterns especially designed for 
JEWELERS 
Specialists in All-Over Gold Decorations 
Write for details. 


ATLAS CHINA CO., INC. 
27 WEST 20th ST., NEW YORK 11, N. Y. 




















DELUA WARE 


AMERICAN MADE 
distributed by 


FISHER, BRUCE & CO. 


| Phila.: 221 Market St. e New York: 1107 Broadway 


LEVY BROS. CHINA CO., inc. 


Gifts ... Dinnerware ... Service Plates 
ALL-OVER DESIGNS IN 22K GOLD 


Office and Showroom Showroom 
. 79 Fifth Avenue 225 Fifth Avenue 




















DECORATIVE 
MARY RYAN ACCESSORIES 
FURNITURE 


GIFT AND ART 
225 Fifth Avenue, New York ~ 


Merchandise Mart, Chicago NOVELTIES 












CASTLETON 
Distinguished American China 


CASTLETON CHINA INCORPORATED 
L. E. Hellmann, President 


212 FIFTH AVENUE NEW YORK 10 








ENRIGHT -LeCARBOULEC, INC. 


CRYSTAL from SWEDEN 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


Send for new catalog 


160 FIFTH AVENUE NEW YORK 10, WN. Y. 
Telepnone: GHelsea 2-3702 and CHelsea 2-2558 
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Replacing Regulator Pins 


Poor timing in a watch can frequently be caused by the regulator 


pin which has been broken or bent. The various steps in removing 


the old pin and making or replacing a new one are explained here. 


by HENRY B. FRIED 
Executive Secretary 


The Horolog:cal Society of N. Y. 


(Drawings by the author) 


oo the first taper is formed, the regu- 
lator is fitted over the taper as shown in Figure 10 and 
pushed as far as it will go, twisting it on with a little 
pressure. Then the regulator is twisted off again. The 
place on the taper pin that was tightest in the regulator 
pin hole will show a burnish mark (Figure 11). This 
point is noted because from that mark outward the pin 
must be reduced in thickness so that it becomes cylindri- 


Fig. 10-11. The regulator 
is twisted on taper as tight 
as possible. This spot will 
be indicated by burnish mark 
and from this point onward, 
the pin is made cylindrical. 

















cal, or a file mark is made at the spot the taper pin 
emerges from the pin-hole in the regulator (shown by the 
arrow in Figure 10). This too will indicate wHere the ta- 
pered section of the pin is to be converted to a cylindrical 
shape. 

Before this operation is started, this section is short- 
ened to its proper length. The length of a regulator pin 
must be adjusted so that it will permit the toe of the 
regulator key to be closed under it (Figure 12). It should 
not be too short so that the hairspring can escape from 
it (Figure 13). The length of the regulator pin is ad- 
justed at this time because it is still thick enough to have 
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its end filed flat, which could not be done if it were thin. 
Furthermore, if it were left longer it would be difficult 
to make it cylindrical and as thin as required. 
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Fig. 12. Before tapered 
pin is converted to cy- 
lindrical shape it must 
be cut to proper length. 
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To determine the correct length, the regulator key is 
turned partially back again, and the pin is cut off flush 
with the bottom surface of the key. Then, the file works 
across the front tip of the pin until it is about .05 mm 


Fig. 13. Regulator pin must not be 
cut off too short so as to allow the 
| hairspring to escape from under it. 
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STILL UNCHANGED IN PRICE SINCE 1939 


The WatchMaster is built to give a lifetime of service. The sound- 
ness of its basic operating principles has been proven in all 
branches of the Armed Forces on such exacting assignments as 
bombsight timing and in industry where accuracy must be un- 
questioned. Its dependability on the benches of watchmakers has 
been evidenced through the years by the negligible amount of 
machine service. 


When you purchase a WatchMaster you get the ultimate in mechan- 
ical efficiency, personal installation and instruction, sectional group 
education in watch-rating, a nationwide repair service and adver- 
tising material that promotes your business to an extent that 
hundreds say, “The WatchMaster quickly pays for itself.” 


Available on time payment through a 
representative near you. Write for his name. 






WATCHMASTER ADVERTISING IS APPROVED BY 
TECHNICAL EXECUTIVES 


AViiluwlaill Me Millio maitillto Roam bY oe 


S8BO FikFTHuH AVENTE NEW YORK. ee ¥ 





Distributors of. Western-Electric Watch-rate Recorders 
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above the top of the toe of the key, leaving this much 
freedom between the top of the toe of the key and the 
end of the pin. 
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Fig. 14. Groove is cut into section of the taper just above 
point it enters taper to facilitate breaking this portion off. 


The cylindrical portion of the regulator pin when 
finished, should gauge about .10 mm. However. the 
filing should be stopped when the pin reaches .15 mm. 
Here, a burnisher or a fine jasper stone is used to finish 













Fig. 15. After breaking off unwanted portion above the groove, 
top of pin is finished off with file, burnisher or jasper stone. 


the pin so that when it is reduced to its final thickness 
it will have a fine finish and be free from file marks. 


When this is done, it should look like Figure 14. To 











Fig. 16. Preparing old pin for repair, top is filed flush with 
the regulator and hole is drilled in center of stump of old pin. 
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facilitate breaking the pin after it is turned to dimensions 
a groove is cut into the section of the taper which 
just above the point where it enters the pin hole in the 
regulator, shown by the arrow in Figure 14. 

After this operation, the regulator is twisted on the 
pin as tight as it will go. A slight bending twist wij 
break the pin at the groove (arrow—Figure 14). The 
top of the pin is then finished off with a file, burnishe; 
or jasper stone, taking care not to scratch the polished 
steel top of the regulator. The finished job should ook 
like Figure 15. 
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Fig. 17. A fine piece of 
wire is inserted tightly 
in drilled hole in stump 
and its length is ad. 
justed to fit regulator key, 























Another method of repairing a broken regulator pin 
is to file the stump of the broken pin flush with the 
underside of the regulator. Then a very fine pivot drill, 
set into the nib of a bench screwdriver is made to drill 
a hole through the center of the stump, as shown in 
Figure 16. 

A fine piece of wire is then prepared which will fit 
tightly into this hole, and the length is adjusted to suit 
the regulator key. This finished job should appear as 


shown in Figure 17. 
(To be continued) 





Chatty Ads vs. Door-to-Door Salesmen 


A recent column-type advertisement sponsored by Har- 
rison’s jewelry store in Pocatello, Idaho, pointed out to 
the potential silverware buyer the dangers of patronizing 
door-to-door sales crews. 

The ad, which was written in plain simple language 
from the point of view of the housewife, was not only in- 
serted in the local Pocatello papers but in many of the 
rural weekly publications in the Pocatello trade area. 

The ad was a masterpiece of readability and presented 
in clear, concise style the potential dangers facing the 
housewife when she purchases silverware ‘from the travel. 
ing sales crews. 

The unique and highly readable ad. read in part ‘as 
follows: 

“Hello, Folks: 

“No investment, High commissions.’ 

“The above is a quote from a local newspaper seeking 
someone to show a line of silverware. 

“It seems quite likely someone with no experience, no 
investment and high commissions will soon be knocking 
at your door.” 

The column-type advertisement goes on to explain in 
chatty style that the housewife should be wary of door- 
to-door salesmen because— 

They are not silverware specialists. 

There is no time to ponder selection of right pattern. 
Premiums are not given with good silverware. 

. The quality is likely inferior. 

No chance for replacements. 

6. No factory guarantee. 
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Tuis is the finest and most complete line cere 9 
of clocks ever developed by The Sessions lo. 3 
Clock Company, at Forestville, Connec- ie. NA 
ticut—for more than a century recog- Ne Me Be. PH | 
nized as the source of dependable clocks. —— | eee 
: ] , ” 476W — “Third Dimension” 339W—''Teapot’’ wall 386W — Square kitchen 
All Sessions C ocks are accurate, trust wall clock, with ‘‘inside”’ clock—the fastest selling wall clock, 72°’ high, 
worthy and quiet, for they contain far etched numerals but a plas- kitchen clock in America. molded plastic case in 
‘ tic surface smooth as glass. Plastic case, in six striking white or Chinese red. 
fewer parts than ordinary clocks—far Retails $5.95* colors. Retails $4.95* Retails $4.75* 
T° ) 
fewer parts to go wrong. With the famous a P A62W—Round kitchen wall 
2 clock, 734°’ diameter, white 


Sessions name, generous national adver- 
tising, and the excellent styling, these 
models are sure-profit investments for 
any dealer! 


enamel. Retails $4.50* 
(471W, copper finish, and 
481W, chrome finish, 
slightly higher) 


487W — ‘Pierre’ — French s 
chef in uniform and cap, 
with tinted face, eyes and 
goatee. White plastic. 
5-inch dial. Retails $4.95* 





456W — ‘’Pilot Wheel’ clock, in 467W — Tambour, graceful 464W —Pointed Gothic design, 475W — Modified Tambour, with 
mahogany finished wood with sweeping lines, mahogany col- mahogany colored wood case modernized touch of square cen- 
brass trim, 71/2’ high, metal dial. ored wood, metal dial and brass with solid back, metal dial, 12° ter, mahogany finish and metal 
Retails $10.00” feet. Retails $10.50* high. Retails $18.50* dial. Retails $10.50* 














ALARM CLOCKS | 





453A—Square Modern, maple 477A—Semi-Round, mahogany 478A—Tapered, maple or ma- 479W—Ovel case in mahogany 
front panel, metal dial. With colored wood, fluted base. With hogany colored, fluted sides. colored finish, metal dial $7.95* 
alarm $8.85* ... (453W with- alarm $7.90* . . (477AL with With alarm $8.95* ... (478W 

out alarm $7.75*) alarm and luminous dial $8.95* without alarm $7.95*) 


...454W without alarm $6.85*) 











THE SESSIONS CLOCK COMPANY 
FORESTVILLE, CONNECTICUT 


In Chicago: Merchandise Mart Plaza; In San Fran- 
cisco: The Western Merchandise Mart; In Canada: 
Northern Electric Co., Ltd., Montreal, P. Q. 














480A—Curved, maple or mahog- 451A—Famous ‘’Catnapper’’ \ 
any colored finish, metal dial. alarm, in plastic ivory finish. 

With alarm $8.50* . . . (480W Retails $4.95* ... (451AL with 

without alarm $7.50*) alarm and luminous dial $5.95*) 








463W —"'Banjo” with mahogany colored 
*Slightly higher in far West. Subject to Federal Excise Tax. wood case, metal dial, brass side brackets 
and eagle, 22 inches. Retails $15.75* 
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ROWN SHEARS—Who makes the jewelers’ shears 
known a3 Brown shears? Is this the name of some 
type of shears, instead of shears made by a firm named 


Brown? (Question No. 6143) J. A. L. 


Answer—Many years ago this name was that of the 
introducer and maker of this shear. For at least sixty 
years, the type of tool designed by this Brown has been 
made by other manufacturers. Now the term “Brown 
shear” is used in the jewelry and other metal-working 
trades to mean one of the varieties of “plate” shears. In 
fact, the old Brown design is usually described under a 
general heading of “plate-shears,” as the “regular” plate- 
shear; which is a plate-shear with jaws more obtusely 
pointed than any of the other varieties of plate shears. 


oe KEY—We are somewhat up against it. A 
customer wants a key to wind and set an old watch, 
but our material house cannot supply this. Where could 


we buy one? (Question No. 6144) M. H. 


Answer—We suggest writing to F. J. Boesse & Co.. 
Inc., 9 Rockefeller Plaza, New York 20, New York: 
and/or to Buhl, Peer & Keefe, 41 Maiden Lane, New 
York 7, New York. These firms are well known for some- 
times having in stock odd items that are not obtainable 
from most of the other material dealers. 


APER DIALS—TI always have trouble in putting new 

paper dials on old kitchen clocks as the paste does not 
stick to the smooth metal dial plate and when dried, there 
are blisters in the paper. Is there a way to do this and 
have the paper dry perfectly flat? (Question No. 6145) 
S. O. 


Answer—tThe trouble you report having can be 
avoided by following this method: After removing the old 
paper dial, cut all old glue, etc., off of the plate down to 
the bright metal surface with a medium-grain sandpaper 
or emery cloth. If the new dial has glue on the back, wet 
this thoroughly to make it quite liquid. If there is no 
gummed surface on dial paper, use plenty of any good 
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AND 
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prepared liquid glue spread evenly over the paper. Lay 
the metal plate on a sheet of paper laid on a flat surface 
and if you do not have a smooth flat bench-top, better 
lay on your bench a piece of metal or plate glass, or the 
like, to provide a support for the work. 

Place the glue side of the paper dial on the metal 
plate. With a wad of several thicknesses of blotting 
paper, press paper dial to the plate, beginning at center 
of dial and gradually working toward the edge. If any 
surplus glue exudes at the edges, carefully wipe it off with 
a clean rag so none of it remains on the face of the dial. 


Now lay a sheet of paper on the dial paper, and pile 
up on this some large, heavy books, or a flat, solid piece 
of any kind of material, and on it, a lot of weight of any 
sort. We suggest books, like a number of encyclopedias, 
as available almost everywhere. The weight, whatever 
you use, should be left on the job for about 24 hours. 
This will keep the paper flat on the metal until the glue 
sets firmly and there will be no “blisters” on the paper 


dial. 


EARL COATING—I would like to know how to ex- 
tract the nacre out of clam shells, without harming 
the nacre itself, and then make a varnish for coating 
small ornaments to give them a pearl-like appearance. 


(Question No. 6146) W. H. R. 


Answer—tThere is no way in which you could “ex- 
tract the nacre out of clam shells without harming the 
nacre itself.”” The work you have in mind, to coat arti- 
cles of various substance with a pearl-like or nacreous 
varnish, would be similar to the processes used for pro- 
ducing artificial pearls. For this, however, the pearly 
nacreous varnish is made of a transparent lacquer mixed 
with a powder made from dried scales of special varieties 
of fish. The fish scales are pulverized, then treated in 
various ways to produce powders of graded qualities. 

We should point out that processes like this are highly 
specialized; there is no literature detailing them, and 
the only way we can think of to suggest for learning the 
technic would be to arrange with persons experienced of 


THE JEWELERS’ CIRCULAR-KEYSTONE 














NOW—THE FAMOUS BIG BEN FAMILY in a beautiful new 
design that’s strictly modern in every line—years ahead 
from every angle! Important to you and every retailer 
because it gives this popular alarm clock family greater 
acceptance than ever. They have the same reliable move- 
ments that have made millions of satisfied customers. 
Big Ben Loud Alarm, with fire alarm call and tick you 
can hear, comes in black finish; retails at $4.75. Big 
Ben Chime Alarm, “‘first he whispers, then he shouts’’, 
has quiet tick and 2-voice alarm; comes in ivory finish 
at $5.75. Baby Ben, with quiet tick, and an alarm that 
adjusts to loud or soft, comes in choice of black or ivory 
finish at $4.75. All three are available with luminous dials 
at one dollar more. Order from your wholesaler today! 


WESTCLOX, LASALLE-PERU, ILLINOIS; IN CANADA, WESTERN 


FOR JULY, 1949 


CLOCK 





Prices subject to change without notice 


*Trade Mark Registered U. S. Patent Office 


CO., 


LTD. 
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engaged in manufacturing imitation pearls to teach you 
what you wish to know. 

What it would take to obtain such help, we cannot say, 
but you might make a start toward the matter by inquir- 
ing of the following firms, who are in the artificial pearl 
business: Imperial Pearl Syndicate, 607 Fifth Avenue, 
New York, N. Y., or Indestructible Pearl Bead Makers, 
Inc., 27 West 20th Street, New York, N. Y. 


PILAME PROCESS—In a book, Watches, Adjust- 

ment & Repair,” I read this: “The introduction of 
the Epilame process has enabled mineral oils to be used 
eee re To make the best use of ........ special oils 
are prepared in conjunction with it.” Material dealers 
so far write that they cannot supply Epilame or the oil 
to be used with it. Can you advise me where to get both? 


(Question No. 6147) C. W. T. 


A nswer—tvhe preparation sold under the trade-mark 
‘“Epilame” which is used to treat pivots of watches to 
enable the use of mineral oil on them without “spreading” 
is manufactured by Compagnie Francaise de Raffinage, 
address: 1] rue du Docteur-Lancereaux 8-e, Paris, France. 
Concerning purchasing this product in U. S. A., we sug- 
gest writing to the Hamilton Watch Company, Lan- 
caster, Penna. Before the last war started in Europe, this 
firm had an arrangement with the French manufacturers 
of Epilame, and Chronax (mineral) watch oils, to sell 
their products in America. We are under an impression 
it is no longer in effect but no doubt the Hamilton Com- 
pany could tell you who is the present representative of 
the French firm here, or whether Epilame would have to 
be obtained directly from the makers in Paris. 


OLUMBUS CLOCK—TI am sending a photograph of 
an old clock, made entirely of wood, that the owner 
thinks was brought to America in one of Christopher 
Columbus’s ships, and wants. to sell it for $500.00. It 
runs but the regulator weights do not affect the time- 
keeping closely. Do you think his opinion is correct? 


(Question No. 6148) S. U. 


Answer—The description and photograph sent of the 
wooden clock shows that this is a clock of which thou- 
sands were made for and sold as souvenirs at the World’s 
Fair, Chicago, in 1893. The relief-work on the wooden 
dial is die-stamped, and this and the other workmanship 
indicates “mass production” instead of handicraft work. 
These clocks often turn up and are thought to be ancient 
clocks. There are many “headaches” in the antique 
trade resulting from high prices paid for this particular 
clock, for which of course, there is no justification as 
they have none of the factors of rarity or value as a 
collector’s specimen. Even without any knowledge of 
old clocks, one might reason that Columbus would hardly 
have had a clock made with “1492” as part of the design, 
before he accomplished the deed that is now commemo- 
rated by that date. 


RYING OIL—I recently went into business repairing 
watches and I am having trouble with oil quickly 
drying off. I have used Nye’s, Fulcrum, LaPerle. and 
Elgin oils. I explained this to my material house and 
they said I should try Chronax oil, but I got the same 
results. I thought it might be because of the damp salt 
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air here on the coast. Can you advise me what to do? 


(Question No. 6149) R. G. H. 


A nswer—tThe brands of oil that you name as giving 
you trouble are all oils that have been giving general 
satisfaction for many years. In any brand of oil, it js 
possible for an occasional lot or bottle of it to be up. 
satisfactory, which the manufacturers are always glad to 
exchange or otherwise make an adjustment of a com. 
plaint. The fact that your trouble is with all these oils 
of good reputation, suggests that some other cause may he 
responsible for the drying-out complained about. We do 
not believe that “salt air here on the coast” causes the 
trouble. It would be more likely to be due to some fault 
in your methods or materials used in cleaning watches, 
If you would write us again, describing very fully how 
you clean watches, maybe we could point out something 
in this that should be modified, that could damage the 
oils. 


EMOVING SOLDER—A job came to us, a 14k solid 

gold brooch, for putting on a new pin-joint, which 
we of course want to do with gold-solder. The present 
joint was attached by soft-solder and some of this is 
smeared all around and over the frame of the brooch. 
What is the best way to make a thorough job of remov- 
ing the soft-solder, leaving the original gold intact? 


(Question No. 6150) B. W. I. 


A nswer—tThis job should be done in two steps. First, 
heat the work over an alcohol lamp or bunsen gas flame 
and when the solder is melting, and after the bulk of it 
has fallen away by its own weight, remove all the rest 
of it that you can by brushing with a medium stiff bristle 
hand-brush. This will leave a rather thin coat of the 
solder, which can be entirely removed then by immersing 
the work in a solution of 2 parts muriatic acid in | part 
of water. Watch carefully and remove the work as soon 
as the solder film has completely disappeared. Wash the 
work with soap and water, rinse and dry. Polishing is 
usually needed to restore the gold surface perfectly. A 
warning about mixing the acid and water: Drop acid 
slowly into water, not water into acid, to avoid boiling 
up and possibly splashing acid out to injure your skin, 
or your workbench. 


E HAVE an old watch-timing machine here that has 
lost anything originally on it that would tell who 
made it which we would like to find out in order to 
obtain repairs. It has no paper tape for recording rates 
like modern machines have, but a graduated dial, appar- 
ently for reading without making a record on paper. 


(Question No. 6151) A. N. 


Answer—We believe the machine you refer to is the 
one that was the earliest of its type to be very widely 
advertised and sold under the name, “Time Micrometer” 
by Henry Paulson & Co., 131 South Wabash Ave., Chi- 
cago 3, Ill. Other firms went into market with variations 
on the Paulson model instrument on more or less the 
same principle but soon passed out, whereas the Paulson 
firm sold a great many of their machines before they 
changed to the printing type of recorder. No doubt it 1s 
their early “Time Micrometer” that you have. 
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Esemll-O-Grag 





Every watchmaker, every jeweler has a real stake in the. 
revolutionary new Esembl-O-Graf method of servicing 
chronographs. The popular market for complicated move- 
ments has grown and will continue to grow to such an 
extent that the average watchmaker can no longer ignore 
it... nor will he want to. ; 


Chronograph repair by the Esembl-O-Graf method is a 
profitable undertaking. Finishing a job in only a fraction 
of the time formerly required, the watchmaker can realize 
a far greater return for his services. Similarly, many 
watchmakers whose crowded schedules have not permitted 
chronograph repair at any price can now take on this 
profitable activity without slighting their regular watch 
repair business. Jewelry department traffic is thereby in- 
creased. 


As a dependable, fool-proof technique, the Esembl-O-Graf 
method is a valuable prestige builder. Every customer for 
whom a chronograph is serviced quickly and satisfactorily 
becomes a walking, talking billboard for the watchmaker 
and the jeweler. 


Put Esembl-O-Graf profits in your watch repair depart- 
ment now. Inquiries answered in detail. 


Ecsemll-O-Graf 


DESK 18, 807 RIDGE AVE. PITTSBURGH 12, PA. 


The Esembl-O-Grat method of chronograph repair is 
taught at Western Pennsylvania Horological 
burgh, Pa. 


currently 
Institute, Pitts- 
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ALKA PRECISION TOOLS & EXP. WOR 


22-44 122 ST. COLLEGE POINT, N. Y. 
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LECTRIC-CLOCK: OIL 


There is nothing better 





on the market 





I Tor 
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FINEST OILS SINCE 1844. 
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A New Swiss-TypE Lapping MACHINE { 
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as a buying center for the best — 


Give special emphasis to selectic 
that are out of the ordinary. : Disp! ay 
a Revere Chiming Floor Clock in 
operdtion. Smart, beauty conscious 
homemakers, discriminating shop- 
pers, are captivated by its handsome, 
distinguished ‘‘look of life’; by _ its 
mellow, authentic Westminster Chimes; 
by its traditional weights and swing- 
ing pendulum; by the unerring accu- 
racy of its electric timetelling. You'll 
be elated by the interest it attracts; 
by the sales you'll make. To widen 
the selling range there are stunning 
Revere Chiming Mantel Clocks. 
















Send for catalog showing the notable designs 
fashioned to fit any decorative scheme. 


THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 


NEW YORK: 37 West 47th St. 
CHICAGO : 1422 Merchandise Mart 


Available through 
Revere Authorized Distributors 


* 


The PILGRIM is a highly popular Colonial model. 
80” high. Westminster Chimes. 
Retails for $425 plus tax. 


The R-947, brilliantly designed, and with 
Westminster Chimes, retails for $45 plus tax 


! z Floor Clock 
é. fF prices are 
. Ld slightly higher 
& CHIMES OF Wiggh) WESTMINSTER on the West 
ut Coast 
& 


Ghee CHIMING 


ELECTRIC 


Clechs- 


y fy Yolo hon © Nelor A 
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New Vice Pres. 
of Watch Co. 


PIERRE BOHY 


Vice President 
Eterna Watch Co. 





Pierre Bohy has been named executive 
vice president of the Eterna Watch Co. of 
New York City, in charge of advertising, 
promotion and distribution of Eterna 
watches in the United States, it was an- 
nounced recently by Dr. Rudolph Schild, 
owner and director of the company whose 
organizations cover 72 countries of the 
world. A native of Lausanne, Switzerland, 
Bohy has been in the watchmaking field 
since 1939, when he came to the United 
States to organize Eterna’s U.S.A. agency, 
now located at 580 Fifth Ave., New York 
City. For the past ten years he has acted as 
U. S. director and general manager of 
Eterna’s national enterprise. 


New Ala-Diner Outing 
Kit Makes Bow 


Spurred by the success of last year’s out- 
ing kit promotion, Aladdin Industries, Inc., 
Chicago, has launched a “bigger and bet- 
ter” advertising campaign for its new 
streamlined Ala-diner outing kits, accord- 
ing to an announcement by Frank C. 
Terry, Vice-President. 


Aladdin has stepped up production, im- 
proved the design and is increasing the 
scope of the advertising program, all of 
which promises a season of even greater 
sales and store trafic for dealers featuring 


the Ala-diner. 


The 1949 advertising program will see a 
continuation of the successful series of 
color ads in Holiday and The Saturday 
Evening Post, plus Life Magazine with its 
circulation of over five million, to add new 
impetus to the Ala-diner sales. 


A complete package of merchandising 
helps and tie-in material, such as news- 
paper mats, window streamers, envelope 
stuffers, is available by writing Aladdin 
Industries, Inc., Vacuum Bottle Division, 


223 West Jackson Blvd., Chicago 6, IIl. 


Study of Watches 
by Joseph Dean 


A new 64-page 54%” x 8%” paper bound 
book has just been published by Joseph 
Dean, of 116 Nassau St., New York. The 
title “What Makes It Tick” explains the 
contents which covers the watch, its clean- 
ing, and all phases of its operation. The 
various sections of a watch, their functions 
and the parts that make them up are all 
discussed in detail with illustrations to 
clarify the text. This easily understood 
booklet is available at 75 cents. 
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Reeve & Mitchell in 


| New and Larger Quarters 


Reeve & Mitchell Co., makers of jewelry 
and silverware bags since 1898, has an- 
nounced the removal of its offices and 
factory from 1110 Sansom St., to new and 
larger quarters at 300 Spruce St., Philadel- 
phia, Pa. 

New and improved machinery and fix- 
tures, P. J. Reeve, president of the firm an- 
nounced, will assure a continuation of the 
company’s high quality standards. 


Ad Campaign Highlights 
Jeweled-Lever Watch Features 


Copy aimed at educating the public con- 
cerning the value of features found only in 
jeweled-lever watch movements will high- 
light the new series of advertisements by 
The Watchmakers of Switzerland, sched- 
uled to begin in July consumer magazines. 
All of the ads will continue to be in full 
color. 

The main illustration in the advertise: 
ments will continue to emphasize the gift- 
giving theme that has proven so successful 
in the past. The secondary panels, however, 
will be devoted to promotion of the sale of 





watches with quality and _ jeweled-lever 
Swiss movements, and the importance o! 
buying a quality timepiece from the jeweler 
in whom the customer has confidence. 

The ads continue to stress the slogan: 
“For the gifts you'll give with pride—let 
your jeweler be your guide.” 

This forthcoming advertising cam>aign, 
prepared by Foote, Cone & Belding Inter- 
national, will reach hundreds oi millions 
of readers via Life, Look, Saturday Eve- 
ning Post, Time, National Geographic, 
Ceuntry Gentleman, and Farm Journal. 
Closely coordinated with it will be a mer- 
chandising and promotion campaign that 
wil] include window displays and other 
point-of-sale aids. Idea brochure will be 
mailed to retailers to help tie-in with such 
peak promotional periods as Watch Inspec- 
tion Time, The Watch Parade, Christmas 
and others. 

Extensive advertising space in jewelry 
and horological magazines will continue to 
be utilized to inform the trade concerning 
both the consumer campaign and the Off- 
cial Swiss Watch Repair Parts Program. 














eld 


Swank, Inc., Honors 
Long-Term Employees 


Continued high level demand and sale 
for men’s jewelry, leather and other nae 
sories were predicted by J. Carlton Bagnall 
executive vice-president of Swank, Ine “ 
a dinner honoring almost 100 employees 
for long service records with the company. 
It was the first Swank service pin dina 
to be held in Taunton, where the com- 
panys leather manufacturing plant was 
started a little more than three years ago 





- 


Tracing the growth of Swank from 350 
to 1600 employees in four years, Bagnall 
said he felt the company’s progress was 
due primarily to the “spirit of working 
together” of the men and women in both 
the Taunton and Attleboro plants and in 
the nationwide sales organization oi the 
company. 

Special recognition was given to Miss 
Bertha Pelletier of the Jewelry Finishing 
Department of the Attleboro Plant, who 
completed 40 years with the company re- 
cently. She is shown above with William 
Marshall, left, and J. Carlton Bagnall, both 
of whom completed 30 years of service. 

S. M. Stone, President of the company, 
and Miss Josephine Wilmarth of the Pack- 
ing Department, were awarded 50-year ser- 
vice pins at a previous dinner. 


Longines Awarded to Midget 
Auto Race Victor 


Fans are gathering around Sam Disbro 
of Poughkeepsie, N. Y., while he is being 
awarded a Longines watch in commemota- 
tion of his thrilling victory in the 50 lap 
Mid-season Championships at the Kings- 
bridge Armory Midget Auto Races, Bronx, 


N. Y. 





Making the are Larrie 


presentation 
Crovat, right, Director of Racing, and 
Henry Steiger, Official Starter. 
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MIKSPRING VIBRATING CO. 
CHARLES THOMAS 
P. O. Box 330 406 32nd St. Union City, N. J. 


Formerly in charge ot Hairspring Dept. for Bulova Watch Co.) 





Be Sure It Is 
THE KAGAN SIZER 


ENLARGES Stone- 

' set and Diamond-set 
Rings with Safety 
to Stones 
ee 


REDUCES and 
ENLARGES All Kinds 
of Wedding Rings 
© 
_, Kagan Master Precision Ring 


: Sizer will be on display at tae 
Chicago Convention, July 25th 


J. J. KAGAN & CO. 


424 S. Broadway, Los Angeles 13 























LEARN ENGRAVING 


Prepare for better income in spare hours. 
Complete Home Study Course of 26 lessons 
prepared by experts. All lessons carefully 
graded. It’s easy — practical — interesting! 


No other Course like it! Send for FREE folder. 


A. W. THACKER ACADEMY 


Dept. C, 423 Federal St., Pittsburgh 12, Pa. 























SEND US 


YOUR NEXT 


PEN REPAIR OR 
DIAL REFINISHING 


Recommended Super Service Station 
for all brands. Quality repair service, 
any job, any size. Lowest prices, 
quick delivery. Write for price list. 








' 
62-12 ROOSEVELT AVE. 


‘thical 
| WOODSIDE, L. 1., N. Y. 


eT cay Uh a ets BARS e TEL: NE 9-8920 
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Prices Reduced 20% on 
C&G Ring Clasps 


The only clasp on the 
market that will clamp 


two rings firmly together. 





Has tested and proven it- 

self over a period of years 

@ Easily Applied 

© Prevents Rings 
turning 

@ Prevents wear be- 
tween Rings 


Retail Price $2.75 F.T.I. 


The C&G Dual Ring Clasps Are Sold By All 


Leading Material Houses 
GUARANTEED AGAINST BREAKING 


Retailers Don’t Be Misled — Insist on 
C&G Dual Ring Clasps 


Manufaciured By 


FRANK R. CAMPANA CO. 


704 Market St#. San Francisco 2, Cal. 
Wholesale Distributors 


M. J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N. Y. 
F. H. NOBLE & CO., 559 W. 59th St., Chicago, III. 








243 











New Automatic 
Styled for Women 


Pierre Bohy, Vice-President of the Eterna 
Watch Co., predicts his firm’s new watch, 
the “Eterna-matic,” will mark the begin- 
ning of a new era in women’s approach to 
watch buying. 





Bohy points out that the Eterna-matic 
winds clockwise and counterclockwise on a 
ball bearing at the slightest flick of the 
wrist; is thin enough to appeal to the most 
feminine taste; and, should it be left on 
milady’s dresser, will continue running and 
keeping accurate time for 40 hours after 
the last wearing. 

It is available in three basic models, 
standard and water-resistant, in stainless 
steel, steel and gold, or 14K and 18K 
cases. It is priced to sell from $71.50 to 


$200. 


Forstner Opens Enlarged 
Chicago Showrooms 


The newly appointed and enlarged Chi- 
cago showrooms of the Forstner Chain 
Corp., Irvington, N. J., have been opened 
at 29 East Madison St., Chicago, Ill. The 
showrooms are under the supervision of 
H. I. Jacobs, who is assisted by his son, 
Alan Jacobs. 


—_____-__-- -— 


A Zippo Light For the Stars 


Two stars of “Light Up the Sky,” Broad- 
way musical hit, are guests at the Zippo 
Lighter exhibit in the recent 17th annual 
convention of the National Association of 
Tobacco Distributors, at the Hotel Statler. 


ZIPPO . 


. oR tis 8 Stor thst made 34 a 
gi. Z Eide ; 
asf . 


* 





Lee Minter (left), Zippo sales manager, 
lights up for stars Jane Middleton and 
Philip Ober. 
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Audemars Visits U. S. 


Edmund Audemars, distinguished French 
aviator whose experience in the field of 
aeronautics dates with that of the Wright 
brothers whom he met in Paris in 1908 and 
later flew with them in the United States, 
was a recent visitor to this country with 
his wife. 

More familiarly known in the watch field 
as president of the Jaeger LeCoultre firm, 
makers of fine timepieces and precision 
airplane instruments, M. Audemars came 
to this country to consult with U. S. Army 
officials on new nevigational instruments 
which his firm is developing. He took ad- 
vantage of the trip to show some of the 
latest creations of his watch stylists. 








Holding an international flying license 
No. 100. M. Audemars ranks with the early 
pioneers in aviation. In 1910 he _ partici- 
pated in a three nation air race held at 
Bournemouth, England. That same year he 
participated in the famous Gordon-Benet 
Trophy Race for a prize of $10,000 for the 
fastest flight from Belmont Park, Long 
Island, around the Statue of Liberty. 


In 1914 he made the first non-stop air- 
plane flight from Paris to Berlin and in 
1914 he collaborated with Roland Garros 
to develop a method of firing a machine 
gun through the revolving propeller of a 
plane. 


Sterling Guild Promotes 
Girl Graduate Market 


Keyed to helping jewelers cash in on 
the annual new market in sterling silver— 
high school girl graduates—the Sterling 
Silversmiths Guild of America, 551 Fifth 
Avenue, New York, has issued a valuable 
12-page booklet titled “The Girl With a 


Future—and a Future for You!” 


Pointing up the importance of this po- 
tential market for the retail jeweler, the 
booklet contains a complete merchandising 
and promotion program directed to the girl 
sraduate. Based on the successful tested 
promotions of jewelers who presented girl- 
graduates with gifts of a spoon in the pat- 
tern of her choice, the booklet explains 
how to start the promotion and goes on 
from there to give many helpful hints on 
the followup, publicity, window display, 
newspaper advertising and_ personalized 
direct mail. 

in line with promoting this girl-graduate 
market, Towle Sterling, Newburyport, 
Mass., is suggesting the use of their minia- 
ture spoon lapel pins as gifts, available in 
the various patterns which this firm makes. 











Feature Ring Announces 
New Fishtail Series 


The Feature Ring Co., 126 West 46th 
St., New York City, creators of Feature 
Lock ring mountings, announces the intro. 
duction of a new, magnified fishtail 
to their line of ring mountings, 

Henry Peterson, president and designer 
in showing the new series to his authorized 
distributors, emphasized the unique, highly 
styled crafting which makes one point 
stones appear considerably larger to the 
eye. 

This new series is typical of Feature 
Lock’s pioneering in the treatment of 
melee as center stones—in giving the 
jeweler salesworthy, fashion-right merchap. 
dise he can profit by. Jewelers interested 
in seeing the new, magnified fishtail series 
should ask their distributors to show them 
the 26x or 16x series. 


Series 


—_—_- 


Beattie Jet 
Lighter On TV 


Marking their first entry into the tele. 
vision field, Beattie Jet Lighter (Co, 
launched a new series of one minute film 
commercials on WPIX on April 22. At the 
present writing, the Beattie commercials 
are shown at 7:30 P.M., Thursday, just 
prior to the Rube Goldberg series, and ip. 
clude an open end for announcements of 
key dealers in New York. 

The exclusive jet action of the Beattie 
Jet Lighter has proved to be as interesting 
in television demonstration as it has been 
to pipe smokers. 

Dealers who have seen the filming of the 
new Beattie commercial have expressed 
enthusiasm for the maximum “sell” that 
the medium offers for demonstration of the 
“iet-action” feature. 

Produced by John A. Cairns & Co., Inc., 
Beattie advertising agency, the Beattie film 
was made by Hartley Productions. 


New "Golden Chord" Package 


This unique _ presentation box for 
Speidel’s “Golden Chord” watch bracelet 
is the result of the combined efforts of 
Speidel and the Arrow Manufacturing Co., 
Inc., of West New York, N. J., designers 
and manufacturers of metal and _ plastic 
boxes, 





Because of the heavy promotion put be- 
hind the “Golden Chord” it was felt that 
an unusual styling job had to be done. 
Arrow craftsmen produced the package in 
a cream-colored molded plastic with raised 
gold corded effect, and a lucite cover that 
adds sparkle and richness. The inside is 
velvet and the name is in gold stamped 
letters. 

Representing a radical departure from 
the usual watch-bracelet display box, this 
is one of the many new designs Arrow has 
engineered in the jewelry field. 
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Gruen Leases 
New Building 


The Gruen Watch Co. has leased a five- 
story building containing 100,000 square 
feet of floor space in Norwood, a Cincin- 
nati, Ohio, suburb, which is to be used for 
manufacturing purposes pending develop- 
t of the companys building program, 


men yee 
announced by President Benjamin 


it was 
S. Katz. 





Gruen has been occupying space in five 
Cincinnati buildings and it now will be 
possible to effect a consolidation of opera- 
tions under two roofs, with greater floor 
space. This step also means that the move- 
ment manufacturing operation, now con- 
ducted at Long Island City, N. Y., will be 
transferred to Norwood. 

These changes in Cincinnati have no 
bearing on Gruen’s manufacture of move- 
ments in its factory at Bienne, Switzerland, 
it was pointed out. 


Picture Frame Package 


Philips Mfg. Co., makers of gold jewelry, 
of Brooklyn, N. Y., introduces a new idea 
in the merchandising of their babies’ and 
misses’ 1OK and 14K jewelry by packaging 
each item in a lovely double miniature, 


hinged picture frame, with metal trim, 
richly embossed with distinctive basket- 


weave design. Each piece of jewelry is dis- 
played on a baby-pink velvet pad with the 
famous Philip tassel. When the pad is re- 
package 


moved, the accommodates two 


photographs. 





The Philips jewelry line includes crosses, 
lockets, bracelets, pendants and charms in 
10K and 14K gold. Some of the fastest 
selling items are also available in 1/20 12K 
gold filled. In addition to its kiddies’ 
Jewelry, Philips Mfg. Co. also manufac- 
tures complete lines of smartly styled gold 
Jewelry for men and women. 
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Kreisler's New 
Change-O-Color Jewelry 


The new and novel Change-O-Color 
jewelry has already proved to be a ready 
seller in its first few weeks on the market, 
according to a statement by a spokesman 
of Kreisler-Craft. Despite the fact that the 
merchandise has been in the store for a 
comparatively short time, the company re- 
ceived many reorders from all sections of 
the country. 

Change-O-Color, the jewelry that changes 
color with a flick of the finger, is available 
in three styles—Rollisphere, Rollitube and 
Slide-It. Change-O-Color comes in cuff 
links, tie holders and in dress sets. 





Bruner-Ritter to Launch 
Network Program in Fail 


Bruner-Ritter, Inc., 630 Fifth Ave.. N.Y.. 
makers of Bretton Watchbands, report that 
plans are about complete for the launch- 
ing of a $1,000,000 advertising campaign 
which will be sparked by a coast-to-coast 
radio network program over 187 stations 
of the American Broadcasting Company. 
The exact nature of the program has not 
been announced but it is reported that it 
will be a new type of audience-participa- 
tion show. 





Saul Ritter and Marvin Bruner, presi- 
dent and vice-president of the firm, are 
shown signing the contract with ABC of- 
ficials for the half-hour Sunday night pro- 
gram which will go on the air September 
4th, from 9:30 to 10:00 p.m. 

To tie up with this network program, it 
is announced, the company is introducing 
several new and exclusive series, designed 
for today’s market. 








Gold-Filled Folder Available 


In simple straight- 
forward terms, this 
folder answers such 
questions as: “What 
does gold filled 
mean?”; “What 
does gold plate 
mean?”; “Which 
contains more 
gold ?”; “Which will 
wear longer?”; 
“What is rolled gold 
plate?”; 

This little folder 
should prove valu- 
able to every retail 
jeweler, and copies 
may be obtained 
from any manufac- 
turer from whom 
you buy gold filled 
jewelry items, ac- 
cording to The American Silver Co. of 
Flushing, N. Y., who are making quantities 
of these folders available to manufacturers 
for distribution to the jeweler. 

“The problem of educating the public 
that gold filled items, though low in cost, 
are really quality pieces, is a big job,” says 
the company. It is an industry-wide prob- 
lem to bring the sale of low cost jewelry 
back to the jewelry store. 
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Miniature Drill Press 


Now in production, with patent applied 
for, is a new highly accurate 6-inch drill 
press by Cobb Precision Co., 6646 Lexing- 
ton Ave., Hollywood 38, Calif. Using a 
standard Jacobs Chuck, it takes drills from 
No. 0 to 5/32”. Adjustable clearance, 
chuck to fixed table base, is 0-7”. Spindle 
feed of 1” has solid, sensitive feel. Coarse 
and fine adjustments on spindle-stop per- 
mit unusually precise work. 

Rheostat control, foot operated, permits 
speed to be adjusted from 6000 r.p.m. 
down to zero. Unit employs easily detached 
1/10 hp. double sealed ball bearing AC-DC 
motor, 

All parts are machined dural or stainless 
steel—except the base which is 5%” cold 
rolled wheel with machine ground surface. 
Over-all height is 12”, and weighing 18 lbs. 
with motor, it is easily moved. Available 
complete, or without motor and toot con- 
trol, at a price exceedingly low for this 
highly versatile and precise equipmeni. 





Apex Watch Case Co. 











Case Mig. Co., formerly 
located at 304 E. 45th Street, New York, 
have moved to their newly-constructed 
modern plant, shown above, on Old Track 
Rd., Greenwich, Conn. 

The new garden-type building contains 
some 25,000 square feet of floor space. 
Profusely windowed to allow the maximum 
of natural light, coupled with the installa- 
tion of the latest in modern equipment, the 


Apex Watch 
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new plant is designed for greater efhciency 
and increased production in the firm’s line 
of high grade men’s and women’s gold and 
cold-filled watch cases and their recently 
added line of expansion watchbands. Park- 
ing space for 100 automobiles is provided 
on the plant grounds for employees. 

Apex Watch Case Mfg. Co. was founded 
in 1920 by Richard Jaccarino who is still 
actively engaged in the business. 
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Pacific Mills to Show 
Products of Silver Cloth Users 


One display at the National Jewelry 
Fair (Hotel Stevens, Chicago, July 25-28) 
which will be especially interesting to jew- 
elers and to buyers of silverware is the 
Pacific Silver Cloth exhibit (booths 228-9). 
Here, gathered together in one vast collec- 
tion, will be the products of all of the 
many manufacturers who are using Pacific 
Silver Cloth in their silver chests, hollow 
ware bags, flatware rolls and so on. 

This most effective of tarnish preventives 
is yeing more and more widely accepted, 
by both consumers and trade, and it is 
now available in a great variety of silver- 
ware containers; and jewelers and buyers 
are here offered the opportunity to see and 
compare the various lines side by side. It 
will be observed that the quality of the 
chests generally has been improved, while 
prices are lower than heretofore. 

Also to be shown are the new visual dis- 
play box and the smart new cellophane 
put-up of the wraps. Wraps of Pacific 
Silver Cloth are now available in two sizes, 
the former 18” x 31” piece (half-yard 
size) and the new 36” x 31” piece (one- 
yard size). These retail at $1.10 and $2.20 
respectively. 


Space Filler Display 


As a result of a survey of night displays 
in jewelry store windows made by the 
Henri Stern Watch Agency, Inc., 587 Fifth 
Ave., N. Y., exclusive distributors of Uni- 
versal Geneve watches, a need was found 
for the larger type of displays which would 


Ke MCE VOR. 25 The Seed Ketphn, Mosee Atonipe 


Wh AS i § este Sats Seiad ha: Sree: doe pubes 
Die Mhenenece Veer, Secaeen, ites. atm & 
nw Dekocste 9 Sooapeotease.. Riflaws ie 
Poa Tent Seek te So Pagenn ene WSS 





fill out empty spaces in a jeweler’s night 
display and do a good selling job also. 

To fill this need, the firm has created 
two new displays which are not of the 
“sign” class. The one shown here tells of 
the unique calendar clock created by 
Thomas Jefferson at his home at Monti- 
cello. Copy goes on to cleverly tie in this 
story with the fact that Universal Geneve 
is making calendar wristwatches today. 





Victoria Pearl Co. 
Announces New Line 


The new fall line of nationally adver- 
tised, uniquely packaged, simulated pear! 
necklaces, bracelets, earrings and other 
pearl novelty accessories of the Victoria 
Pearl Co., Ltd., 550 Fifth Avenue, N. Y., 
will be ready for showing on August 1, the 
company has announced. This new line 
will be on display at the Annual Conven- 
tion of the A.N.R.J.A. at the Waldorf- 
Astoria hotel, August 15 to 18, in New 
York. 
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Elgin Awards Bonus 


Annual wage bonus for 1948, amounting 
to $404,715, was delivered to 3,817 em- 
ployees of Elgin National Watch Co. dur- 
ing the month of June. 





= 
a € 


Above, Therese Warner, watch assembler at 

the company's Elgin plant, receives her 

check from John M. Biggins, Vice-President 
and Treasurer. 


Byard F. Brogan Issues 
Catalogue of Mountings 


Byard F. Brogan, 805 Sansom St., Phila- 
delphia, Pa., manufacturers of wedding 
rings and diamond mountings, have just 
issued an attractive 16-page catalogue of a 
selected group of their line, selected for 
their increasing popularity. 

Thirteen of the sixteen pages are devoted 
to full-page plates of various types of 
rings. The inside back cover has an affixed 
envelope which contains a printed Key- 
stone price list of the items shown. 


Clyde Allen to Represent 
Manning-Bowman in No. Calif. 


The Manning-Bowman Co. of Meriden, 
Conn., will be represented in the Northern 
California territory by the Clyde Allen Co. 
The new headquarters office and showroom 
of the Clyde Allen Co. will be located on 
the fourth floor of Western Merchandise 
Mari, San Francisco. 


Fisher Displays Charms 


The J. M. Fisher Company of Attleboro, 
Mass., manufacturers of Charm jewelry for 
over 70 years, has made available a three- 
color charm display, free upon request, 
with each purchase of 24 sterling, 10K or 
14K gold charms. 





The featured display has positions for 24 
charms, each charm being mounted on a 
card of its own so as not to disturb the 
display when one is removed. The Fisher 
charm display is designed to make charms 
easily viewed without the customary han- 
dling and also to attract attention whether 
it be in the show case, on the counter or 
as a week end display in the store window. 








Wiesen-Hart Ready 
For Christmas 


In announcing their 1949 Christmas p, 
motions, Wiesen-Hart of Cincinnati es 
out that each promotion embodies ey 
for selling jewelry and gifts in the kena 
market that exists today. 

The 1949 Wiesen-Hart Christmas Catalog 
will have a new, larger page size and every 
page will be in direct color. The jeweler 
store name is featured prominently through. 
out the book and there is wide latitude in 
changing merchandise, description and 
prices. In the catalog are many “specials” 
Whether the catalog is used as a self-mailer 
or mailed with a credit courtesy card in 
envelope, only one addressing is required 
Wiesen-Hart also announced that the cog 
of the catalog is the lowest in many years 

An innovation in the Wiesen-Hart pro- 
motional campaign for jewelers is a “House 
Magazine-Catalog.” It looks like a maga. 
zine and reads like a magazine. 

New, colorful promotions that stress the 
importance of early lay-away—new credit 
courtesy cards—new Christmas Dividend 
Certificates—and many other new items are 
now ready. 

The Premium Division of Wiesen-Hart 
has an array of merchandise for use as free 
gifts, cash specials, account openers and 
trafic items. 

All jewelers are invited to visit the 
Weisen-Hart booths at the NACJ Show in 
Chicago and also at the Allied Lines for 
Credit Jewelers Show in New York, August 
15 to 19. 


Farrington Package 
for "Phyllis" Line 


At the time of its introduction in 1946, 
M &S gold filled jewelry was packaged in 
a paper box which, it soon became appar- 
ent, left much to be desired for purposes 
of display distinction. Months were then 
spent in designing a new package. This 
made its appearance in 1947. At the same 
time as the M & S jewelry line acquired 
its name, “Phyllis.” 





Designed by Farrington craftsmen in con- 

junction with A. F. Scitarelli, M & S Presi- 

dent, and M.« R. Parillo, Sales Manager of 

M & S, this metal-frame snap hinge box has 

a removable pad so the box can be used 
as an attractive jewel case. 


This box met with dealer enthusiasm— 
and, more important, was apparently an 
eye-catcher for the consumer. However, 
there were soon many imitators. So they 
developed a truly “gift” package which 
would embody suitable materials, construc- 
tion and design too expensive to be copied. 

Farrington Manufacturing Co., Boston, 
makers of display packaging for scores of 
America’s outstanding products, came 
through with the design that met all re- 
quirements. 
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Executives Enroute 


ion of manufacturing facilities 
jae te Co. in England, Scotland, 
France and Denmark is now being made 
by Willis Rabbe, Vice-President in charge 
{ manufacturing, and Philip Hull, General 

intendent. 
eS ieaiee of the new Parker “21” pen, 
king its appearance in the 


ich is just ma . 
ca? States, will be discussed with Euro- 


pean manufacturers. 





New Coro Package 
By Arrow 


Coro, Inc., is packaging its fashion 
jewelry and pearls in a new series of heart- 
shaped boxes designed exclusively for this 
company by Arrow Manufacturing Co., 
Inc., West New York, N. J. The new pack- 
ave shows a fresh treatment of the tradi- 
tional heart motif, with the heart shape 
subtly modified to encourage all-season 
giving of jewelry as “a gift from the heart.” 





The new boxes have been developed in a 
complete range of sizes to accommodate 
items in the Coro line from single pieces to 
elaborate sets. Boxes are covered in rich 
velvet in a variety of glowing tones selected 
to enhance the jeweled contents. The satin 
lining bears the distinctive Coro trademark, 
in a color to match the covering. 


New G-E Service 
Facilities Offered 


Reflecting the company’s policy of estab- 
lishing servicing facilities within conve- 
nient reach of every customer, 11 General 
Electric appliance service centers across 
the country are now offering 48-hour ser- 
vice on repairs of G-E traffic appliances, 
according to John Miller, manager of the 
company’s product service division. 

The 11 appliance service centers, which 
with few exceptions are within overnight 
shipping distance from any point in the 
country, are located in Atlanta, Boston, 
Chicago, Cleveland, Dallas, Kansas City, 
Long Island City, Los Angeles, Philadel- 
phia, San Francisco and Seattle. 

Miller pointed out that General Electric 
exchange plans cover irons, fans, automatic 
coffee maker stoves, blankets, heating pads 
and footwarmers which fail within war- 
ranty periods. “In such cases,” he ex- 
plained, “the customer need only return 
the appliance to the retailer from whom it 
was purchased and she receives a new 
model from the dealer’s stock. When re- 
turned to the service center, the inopera- 
live appliance is replaced in the retailer’s 
stock.” 

On G-E electric clocks, the company 
feels its service policy can best be carried 
out by franchising independent repair sta- 
lions across the country. There are at pres- 
ent about 130 of these. 
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Flex-Let Display Boosts Band 
Sales in Repair Depts. 


To take advantage of the obvious oppor- 
tunity for increasing the sale of watch 
bands in watch repair departments, the 
makers of Flex-Let watch attachments have 
developed the display unit shown here. 





Designed to afiord watch repairmen a 
simple, easy sales opening and to permit 
the display of a variety of bands, the unit 
features a cut-out acetate window with the 
sales message. Behind the face oi the unit 
a wheel is mounted to which are affixed 
eight different Flex-Let bands. As_ the 
wheel is turned the bands flash into view, 
two at a time, through the acetate window. 

Sturdily made and occupying only one 
foot of space, the unit withstands long, 
hard wear. 


Army Awards Plaque 
Brigadier General, USMC, John T. 


Selden is shown presenting a special plaque 


to John H. Ballard, President, Bulova 





Watch Co., for the company’s cooperation 
and assistance and for demonstrating the 
spirit so necessary to success of the na- 
tional defense. 


Farrington Opens Western 
Office in San Francisco 
Richard B. Paddock, Jr., Western dis- 


trict manager of Farrington Mfg. Co., 
Boston, Mass., has announced the opening 
on July 1 of this company’s new Western 
headquarters office and showrooms on the 
second floor of the Western Merchandise 
Mari, San Francisco. 

Complete displays of the several lines 
“Fashioned by Farrington” will be made in 
the new showrooms and will include show- 
ings of jewel boxes, display packages and 
metal specialties. District headquarters for 
“Charga-Plate Service,” a Farrington prod- 
uct, will be maintained in the new location. 

The new district office will serve the en- 
tire 11 Western states. Richard B. Paddock, 
Jr., who has been in charge of this territory 
for some time, will be assisted by William 
S. Clark and Mrs. Lura Wilson. The office 
and the showrooms will be open every busi- 
ness day to serve the trade. 





Personnel... 


Monroe Froehlich, Jr., has joined the 
New York sales organization of Swank, 
Inc., manufacturers of men’s jewelry, 
leather and other accessories. 

Froehlich previously was with Jacques 
Kreisler Mfg. Co. as New York sales repre- 
sentative. A graduate of Union College, he 
— in sales and sales promotion since 


Walter Lampl, Inc., 608 Fifth Ave., New 
York City, has appointed Benjamin Levy 
as salesman for their Texas territory. For- 
merly associated with Ollendorff Watch 
Co., Crawford Watch and Kraft Watch and 
Jewelry Co., Mr. Levy is well known in the 
jewelry field. Mr. Levy intends to make his 
home in Texas when he takes over his new 
duties in August. 


The Enger-Kress Co., West Bend, Wis., 
manufacturers of fine personal leather 
goods, has announced the appointment of 
Carolyn H. Abney as advertising and sales 


CAROLYN H. 
ABNEY 
Advertising and Sales 


Promotion Manager 
Enger-Kress Co. 





promotion manager. Prior to the appoint- 
ment she was director of the firm’s public 
relations department, working with stores 
throughout the country in promotion of the 
Enger-Kress line. 


Charles G. Roberts has been appointed 
Television Equipment Product Manager for 
General Electric’s Transmitter Division 
here at Electronics Park. The announce- 
ment was made by Paul L. Chamberlain, 
Manager of Sales for the Division. 

Prior to his appointment, Mr. Roberts 
was Assistant to the Manager of Sales for 
the Transmitter Division. 


Earl Goetze of Kansas City, Me., has 
been appointed to represent Camfield in 
Missouri, Kansas, Nebraska and lowa. Mr. 
Goetze is a veteran of 25 years in the elec- 
trical appliance industry. 


Nat Weinstein has joined H. W. Haupt- 
man Co., 19 East 4c6th St., New York City, 
as radio director. Mr. Weinstein will also 
serve in the capacity of account executive 
on the accounts which he has brought with 
him. He was formerly a free lance writer 
specializing in retail advertising and radio. 


S. M. Fassler has been appointed man- 
ager of advertising and sales promotion for 
the Receiver Division of the General Elec- 
tric Company’s Electronics Department, 
Syracuse, N. Y. 

Mr. Fassler was formerly engaged in 
various advertising and sales promotion 
assignments in the company’s Appliance 
and Merchandise Department at Bridzge- 
port, Conn. 


Vincent Tutching has been appointed 


Canadian manager for Foote, Cone & 
Belding International in Montreal. 
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Special Notices 


“Situation Wanted”’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word, 


“Help Wanted’—*‘‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words: additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceeding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

Not subject to agency commission. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


y 9 M4 a 
Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








MASTER salesman; expert window trim- 
mer. Address “L., 2862,’ care J C-K. 


WATCHMAKER; 35 years’ thorough ex- 
perience; good references. Address ‘“S., 
914997 79 Area J C-K 
” ] at, care . » 








WATCHMAKER: thoroughly experienced, 
several years at bench, desires position ; 
references. Address “J., 2985, care 
J C-K. 





WATCHMAKER:; fine workmanship; age 
47: 33 years’ experience; sober; indus- 
trious, conscientious, seeking position. 
Address “H., 1625,’’ care J C-K. 





JEWELRY engraver; several years ex- 
perience; veteran; married; in early 
thirties ; wishes permanent position. Ad- 
dress “D., 3044,’ care J C-K. 





salesman; manager; 

T.S. graduate; chronographs; 20 
years’ experience; best of references; 
permanent position only. Address “N., 
3109,” care J C-K. 


WATCHMAKER ; 
B 





WATCHMAKER, A-l, from Switzerland; 
25 vears’ benchwork; age 50; all makes 
of watches; desires all year around po- 
sition; 75. Address “S., 3163,’’ care 
J C-K. 





WATCHMAKER; 13 years’ bench experi- 
ence; four years’ Watchmaster experi- 
ence ; first class workman; age 34 years; 
married; desires permanent position. 
Address “G., 3048,” care J C-K. 





ARTIST and designer ; experienced ; knows 


all phases of manufacture, antique, 
modern, gold and platinum, creative, 
new ideas; part-time; free lance. <Ad- 


dress “H., 3142,” care J C-K. 





JEWELER; first class on ladies’ and 
gent’s fancy rings, special order work 
and general repairing; seeks perma- 
nent position. Address “E., 3004,’ care 
J C-K. 





THOROUGHLY experienced retail dia- 
mond and watch salesman, desires situ- 
ation with a good store; age 42; mar- 
ried; excellent references. K. Craig, 
3126 Reynolds St., Fort Wayne 4, Ind. 








FIRST class watchmaker desires perma- 
nent position in Pennsylvania, New 
York, or Ohio; operation of department 
on salary or concession basis considered. 
Address “S., 3097,” care J C-K. 





WATCHMAKER; age 33 years; 11 years’ 


experience; good mechanic; best ref- 
erences; desires steady position; New 


England States preferred. Address “D., 
3031,” care J C-K. 





RETAIL jewelry salesman, with 25 years’ 
experience in both managing and sell- 
ing in better lines, wishes to connect 
with reliable store in Mid-Atlantic sec- 
tion. Address “J., 3119,’’ care J C-K. 





RETAIL diamond salesman, fully experi- 
enced in all phases of jewelry business, 
wishes situation with emplover catering 
to high type clientele only. Address ‘‘A., 
3143,” care J C-K. 





SALESMAN, retail, 25 
thorough, desires permanent 


years’ experience, 
position 


with reputable concern, catering to the 
better class of trade: excellent refer- 
ences. Address “M., 3159,’ care J C-K. 





SALESMAN; young; married; ambitious ; 


retail credit jewelry experience; thor- 
ough knowledge of diamonds; seeks po- 
sition with future; Metropolitan New 


York. Address “D., 3136,’ care J C-K. 





JUNIOR salesman; single; presently re- 
tail field; assistant to top notch sales- 
man for top notch house; willing travel 
out of town: best references. Address 
“EK., 3098,” care J C-K. 





WATCHMAKER; first class; sober and 
reliable: 31 years old, married; fully 
experienced in repairing, estimating and 
selling: desires position in San Diego 
County, Calif. Address “P., 3110,’ care 
J C-K. 





OPPORTUNITY for reputable chain or 
individual to acquire immediate services 
top flight, enviably experienced store 
manager; results absolutely guaran- 
teed; finest references. Address “B, 
919,” care J C-K. 





DIAMOND jewelry salesman seeks posi- 
tion reputable California store; prefer- 
ably Los Angeles or vicinity; in his 
early forties: married; long successful 
experience. Address ‘“N., 3012,’ care 
s ©. 





SALES LADY; experienced diamonds, 
watches, jewelry, silver; watch and 
jewelry repair estimates; small repair- 
ing and general assistant; permanent; 
references. Address ‘“K., 3076,” care 
a Cok. 


| 





MANAGER, 21 years of top retail credit 
jewelry experience, heavy background 
in all phases of management and super- 
vision, volume operation; location im- 
material. Address “D., 3115,’’ care 
J C-K. 


WATCHMAKER; European trained; over 
20 years at the bench; desires perma- 
nent position; am making change; have 
been continuously employed for past 15 
years; 38 years of age. Address “G., 
309117,’ care J C-K. 








WATCHMAKER; European trained; age 


44, married; fast and accurate on all 
makes, desires position in better class 
store, where good work is first con- 


sideration ; best references. Address “G., 
3052,” care J C-K. 





MANAGER; 30 years of age: 10 years’ 
experience in high quality merchandis- 
ing; excellent window trimmer; burst- 
eing with ideas and ambition; would like 
to locate in New York State or New En- 
gland. Address “Y., 3066,” care J C-K. 





DIAMOND assorter; young, married; ex- 
tensive working knowledge of diamonds; 
student of detailed gemology course; 
ambitious ; desires permanent position, 
Metropolitan New York. Address “E., 
39137,” care J C-K. 

MAN; with 30 years’ experience in all 
phases of the jewelry. business, also 
knows china and crystal; desires posi- 
tion aS manager or buyer in fine store 
only; best of references. Address “B., 
3134,"’ care J C-K. 




















WATCHMAKER, experienced bails 

graduate, M.K. degree, both stoea en 
factory experience: sober: o...2%4 
tious ; capable of managing store : 
tion immaterial. Address “Pp ‘59-4 
care J C-K. ™ : 





EXECUTIVE: young; thorough know! 
edge wholesale jewelry and watch j » 
porting; experienced at supervising 





watch production, repair departm 
distribution, inside sales; stock conteat 
Address “R., 3126,” care J C-K. = 
eee 
EXECUTIVE; accountant; office »; 
ager, credit and collection supervision 
’ 


15 years’ experience with wel] know 
watch importer and ring manufacturer. 
excellent references. Address “Q.. 399% 
care J C-K. es mom 





ttt LLL 
DIAMOND assorter; experienced: relia 
ble; capable ; conscientious : knowledge 
of ring manufacturing; excellent ref. 
erences; desires position with diamond 
jewelry concern; location immateria] 
Address “P., 3161,” care J C-K. 





BOOKKEEPISR; full charge; some ge}. 
ing experience; stenography; English 
and French ; desires to return to jewelry 
industry ; will locate anywhere; present 








earnings over $3,000 yearly. Address 
‘“H., 3118,” care J C-K. 
SALESMAN; 35; married: experienced 


all phases retail credit jewelry, algo 
display and window trim; capable, ef- 
ficient, personable; desires permanent 
position with reliable organization. Ad. 
dress “K., 3158,” care J C-K, 








YOUNG lady; years of diversified experi- 
ence in all phases of jewelry office de- 
tail; knowledge of special order work, 
repair department; some _ bookkeeping, 
stenography and typing; metropolitan 
area. Address “G., 3074,” care J C-K. 


WATCHMAKER; 13 years’ experience; 
A-1 mechanic; 33 years old; possess 
own tools; college training; veteran: 
go anywhere in California; salary, per- 
centage or concession arrangement. Ad- 
dress “F., 3051,” care J C-K, 





JEWELER and diamond setter; A-1 me- 
chanic ; special order repairing in gold, 
platinum and colored stone setting; 30 
years’ experience, both in retail store 
and trade shop; age 47; single, sober, 
reliable; will go anywhere. Address “L., 
3103,” care J C-K. 


MANAGER-salesman, 25 years’ experi- 
ence; thorough knowledge of diamonds 
and colored stones; fine jewelry and 
watches; special order work; now em- 
ployed; desires change; employment 
with high class retail firm only. Address 
“*A., 3169,” care J C-K. 


CHICAGO and western retailers; highly 
productive top man; thoroughly experi- 
enced management, buying, merchandis- 
ing; unusually good background; ex- 
cellent credentials; available immedi- 
ately. Address Circular 144, Room 1415, 
Heywood Bldg., Chicago 2. 








————EE 





WATCHMAKER;; A-1; age 42; 20 years’ 
experience; good producer at bench, 
take charge of repair department, if 
necessary ; presently working with well 
known jeweler; excellent references ; 
desires position in Miami, Florida. Ad- 
dress “G., 3040,” care J C-K. 


one 





SALES manager; presently employed re- 
tail cash and credit; expert on collec- 
tions: window trim; topflight salesman. 


promotional minded; have increased 
business even in these critical times, 
seeks connection with outfit that can 


stand exnansion; $7,500 plus. Address 
“Pp. 3125,” care J C-K. 

MORE sales and better profit can be 
yours; general manager large retail 
jewelry store, 25 years’ successful eX- 
ecutive experience, certified gemologist, 
gemological institute; registered jewel- 
er, American Gem _ Society; prestige 
store preferred: minimum $9,000. Ad- 
dress “X., 3029,” care J C-Kk. 


———————— ens 
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SITUATIONS WANTED—Continued 


—————era————_— 


. 1 “self starter’; 20 years’ ex- 

CO ee aah and installment ; past five 
es manager for chain store, thor- 
mf administrative, sales, promotion, 
po and collection experience; will 
sasiet or assume management, accept 
hona-fide offer anywhere with possible 
long-range return. Address “L., 3147, 
care J C- 

Nae a nares aaa 

MR EXECUTIVE are you looking for a 

' “goer” not an “asker”; a man proven 
capable to relieve you of a majority of 
your heavy responsibilities; over 20 
vears of extensive credit jewelry ex- 
perience buying, merchandising and 
store supervision, with volume units; 
minimum starting salary, $10,000. Ad- 
dress “E., 3116,’ care JI c-K. 














or salesman; 35 years’ ex- 
with leading jeweler, desires 
ble position with reputable firm ; 
thorough knowledge of diamonds, fine 
jewelry, watches and _ special order 
work; broad sales, personnel and ad- 
ministrative experience ; highest creden- 
tials and references. Address “B., 31 i3, 
eare J C-K. 


MANAGER 
perience 
responsl 








—- emapmnantiiasnteenaniansiite 

ALL AROUND jewelry store experience ; 
lady with executive ability, thoroughlv 
versed in chain store buying, merchan- 
dising, office management, credit and 
inventory systems; seven years’ experi- 
ence in accounting and office manage- 
ment: nine years’ jewelry experience ; 
will consider any attractive offer with 
qa future; excellent references. Address 
“w., 3166,” care J C-K. 





WATCHMAKER;; age 27; graduate of ac- 
eredited watchmaking and jewelry re- 
pair and manufacturing schools, desires 
“on-the-job training,’’ preferably with 
someone who knows gemstones, aS am 
interested in taking correspondence 
course In gemology; have had some ex- 
perience as watchmaker in retail store; 
prefer South or Southwest. Flovd H. 
Wall, P. O. Box 113, Pearson, Ga. 





TOP flight jewelry man, age 34, married: 
12 years’ experience: thoroughly fa- 
miliar with all phases of store opera- 
tion, cash or installment, seeks per- 
manent position, with progressive firm: 
presently employed, desires change: lo- 
eation optional: highest of references 
as to ability and character: will make 
moderate investment in going business, 
if necessary. Address “A\., 3113," care 
J C-K. 








CERTIFIED master watchmaker by Horo- 
logical Institute of America, Washing- 
ton, D. C.; technical training ; five years 
apprenticeship under factory watch- 
maker and course in Bowman Tech- 
nical School; 20 years watch work: 10 
years railway time inspection: experi- 
enced in buying and selline in wateh 
department; present position eight 
years; age 41: married: two children. 
Address “F., 3039,” care J C-K. 

A THOROUGHLY qualified and experi- 
enced watchmaker of neat appearance, 
well educated, married, desires position 
with a good class substantial jeweler, 
preferably in Pennsylvania, Washine- 
ton, or adjoining states; successfully 
conducted own business for 13 years in 
large eastern city and since the war 
worked three years for prominent 
Jeweler in southwest; experienced in 
chronograph and repeater watches; also 
railroad watch inspecting: best of ref- 
ences available. Address “T., 3082,” 

_care J C-K, | 


JEWELRY merchandise man; not just a 
buyer, but one thoroughly versed in 
chain jewelry buying and merchandis- 
ing for the greatest amount of turnover 
and profit possible, proven ability to 
sense buying and merchandising trends 
and ability to create jewelry and watch 
promotions for increased store traffic: 
my capability and background, in this 
eld, is proven by more than 12 years’ 
experience with one of the larger chains 
of credit jewelry stores; desire connec- 
tion with a progressive firm where a fu- 
ture will be assured, commensurate 
with my ability to produce; references ; 
will go anywhere. Address ‘“A., 2725,” 

care J C-K., 



































Lines Wanted 








WHOLESALE; general line for south 
and southeast; want active accounts 
by reputable house. P. O. Box 1120, 
Santa Fe, N. M. 





SALESMAN; experienced; college gradu- 
ate; desires platinum and gold semi- 
mounted diamond line; sell New York 
City and vicinity; best references. Ad- 
dress “G., 3138,’ care J C-K. 





PACIFIC Coast salesman: have covered 
better stores for over 20 years: desires 
factory line of platinum or 14kt. jewel- 
ry; commission basis. Address “K., 
2829,” care J C-K. 





DIAMONDS, loose and set, watches, watch 


attachments, to sell to retail stores; 
showroom in Miami: covering south- 
eastern States. Address “C., 2870,” 


care J C-K. 





PACIFIC Coast representative, with fol- 
lowing second to none, desires line of 
better grade jewelry, rings or watches; 
commission basis. Address “M., 2830,” 
‘are J C-K. 





SALESMAN, 19 years’ jewelry experi- 
ence, desires connection with rep- 
utable organization for Metropolitan 
New York area. Address “B., 3148,” 
eare J C-K. 





SALESMAN, 27, married, desires whole- 
sale selling general jewelry line in Mid- 
west; present residence in southwest 
Michigan; will change residence to fit 
»osition, Address “M., 3108,” care 
J C-K. 





SALESMAN experienced; capable; neat; 
seeks connection with manufacturer of 
outstanding jewelry line, presently em- 
ployed in New York territory; highest 








references. Address “K., 3157,” care 
J C-K. 
[ WISH to represent strong watch line 


in San Francisco Bay area and North- 
ern California; have  non-conflicting 
line, office and excellent following among 
better retail jewelers. Address “G., 
3154,” care J C-K. 





WATCH salesman; 20 years’ experience; 
personable, indefatigable worker: fa- 
miliar better watchmakers and jewelers 
eastern territory; with car; desires con- 
nection well advertised watch or jewelry 
line. Address “B., 3027,” care J C-K. 








WANTED, side line, non-conflicting, 
to earry with diamond and platinum 
line in the Southwest, well ae- 
quainted with all well rated jewelers 
on whom I have called many years. 


Address “*K., 3146,” eare J C-. 





SALESMAN; excellent following among 
fine jewelers Midwest and South, wishes 


to represent reputable manufacturer 
making a small line of outstanding 
jewelry. Address Circular 143, Room 


1415, Heyworth Bldg., Chicago 2, 





DN 


ALESMAN, now carrying reputable 
gold and platinum mounting line to 
jobbers and wholesalers in Middle 
and Southwest, wants non-conflict- 
ing line. Address “M., 3121.” care 
J C-K. 





SALESMAN: interested in a manufac- 
turer’s high class 14K line of bracelets, 
brooches and rings: price no _ obiect. 
but quality is. Address “Circular 137,” 
Room 1415, Heyworth Building, Chi- 


cago 2. 














MANUFACTURER’S representative, 
with strong following, desires line 
on straight commission, for the 
wholesale and jewelry jobbers on 
Pacifie coast. Address “B., 3068,” 
eare J C-K. 





CUBA: solidly established agency; high- 
est business, banking references; in- 
terested lines, solid gold gifts, porce- 
lains, glassware; commission; exclusive 
arrangement; when replying mail cata- 
log illustrations, prices. Antonio, Apar- 
tardo 1270, Havana, Cuba. 





COSTUME jewelry; resident salesman, 
covering Ohio, Indiana, Kentucky, with 
large following among department, 
specialty, jewelry and gift stores, car- 
rving a popular priced line already, de- 
sires high class manufacturer’s rhine- 
stone or gold filled line. Address “V., 
3129,” care J C-K. 





INTERESTED in loose diamond, or 
mounted line, or mounting and wed- 
ding ring line; only established reputa- 
ble house: now calling on retailers, 
manufacturers, wholesalers; Louisiana, 
Mississippi, Alabama, Florida, Georgia, 
Texas, Oklahoma; will be in New York, 
August. Address “W., 3065,” care J C-Kk. 





—_ — ——————— 


SALESMAN: has a following Pittsburgh 
West and all of South for fancy dia- 
mond watches, diamond chokers and 
bracelets, single stone and dinner rings 
in platinum and gold; should be priced 
to sell mounted and unmounted. Ad- 
dress “Circular 136,’’ Room 1415, Hey- 
worth Building, Chicago 2. 





MANUFACTURERS’ 
Francisco office, is open 


agent, with San 
for good fac- 


tory line; watch attachments or popu- 
lar priced jewelry preferred; estab- 
lished following among Pacific Coast 


wholesalers: can furnish business and 
financial references. Address “V., 3017,” 


care J C-K. 








TOP line of ladies’ stone and fancy rings, 
from reliable manufacturer; selling 
only top jobbers and large credit jewel- 
ers: I am now carrying emblem and 
gent’s rings with following amonc best 
jobbers and chain operations covering 
all territories. Address “Circular 135,” 
Room 1415, Heyworth Building, Chi- 


cago .; 


bo 
. 





ESTABLISHED Ohio mounting and spe- 
cial order manufacturer with beautiful 
showroom wants strong costume jewelry 
and/or nationally advertised jewelry 
line for Ohio and West Virginia; must 
have active accounts in territory; we 
have several hundred accounts and wide 
acquaintance: travel constantly by car, 
complete coverage large and small 
stores. Address “J., 3156." eare J C-K. 





EXCELLENT opportunity for manu- 
facturers’ lines; wanted immedi- 
ately; one of the nation’s outstand- 
ing representatives for the past 30 
years is in the market for gold and 
platinum lines; can use a good 
watch line; eastern territory; calling 
on jobbers, chain stores, large users; 
commission basis. Address “A., 


3024.” care J C-K. 





JOBBING items wanted: well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout’ the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gifts, stationery and leather 
goods stores. Address “H., 2006,” care 
d C-K. 





(Continued on page 250) 
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PACIFIC coast representative, desires 
strong sterling or silver plate line; pre- 
pared to open showrooms and organize 
sales staff if necessary; can really put 
aggressive manufacturer on map; I am 
not a beginner but a seasoned salesman 
and organizer with ability for increas- 
ing sales and doing an important vol- 
ume of business: I consider myself out- 
standing and so must ask for only 
worthwhile firms to reply; all letters 
answered. Address “A., 3067,’ care 
J C-K. 





SALESMAN; capable, aggressive, ex- 
perienced ; now employed, seeks per- 
manent connection with natiznally 
advertised or well established manu- 
facturer needing Midwestern repre- 
sentation; prefer watches, silver- 
ware, jewelry, giftware or kindred 
merchandise; can produce volume, 
own car; reside in territory; sea- 
soned traveler; 36 years old, $15,000 
year type; excellent references; will 
be in New York City early July. Ad- 
dress Circular 145, Room 1415, Hey- 
worth Bldg., Chicago 2. 





DO you want sales, not weather re- 
ports; do you need a salesman, not 
an order taker; answer this adver- 
tisement and contact the Pacific 
Coast salesman covering the entire 
Western territory who wants a ma- 
jor line, capable of doing a real vol- 
ume business; this line will replace 
one of the oldest and most promi- 
nent lines in the jewelry business 
that I am _ relinquishing due _ to 
changes in the company’s sales pol- 
icy to the wholesalers; I maintain 
excellent offices in the San Francisco 
wholesale jewelry building and have 
valuable jobber connections; write 
me; you'll get an immediate reply; 
more important you'll get intelli- 
gent representation and plus sales. 


Address “J., 3104,” care J C-K. 


Side Lines 











UNUSUAL OPPORTUNITY fsr_ wide 
awake jewelry salesmen, for nationally 
advertised men’s gold filled expansion 
bands; commission. Address “V., 3064,’’ 
care J C-K. 





SALESMEN wanted, by Swiss watch im- 
porter, to carry line popular priced 
watches, as side line: commission basis: 
all territories open. Address “D., 3151,” 
care J C-K. 





MANUFACTURER wants salesmen, with 
established jobbers’ trade to carry na- 
tionally featured line of medium priced 
plated and sterling gifts and men’s 
items. Address “‘N., 3092,” care J C-K. 





WATCH salesmen, to sell highly styled 
Swiss watches at competitive prices; 
drawing against commission; state ter- 
ritory desired. Yormark Watch Co., 129 
W. 46th St., New York. 





SALESMEN; all territories, with es- 
tablished retail store following, to 
carry short, single tray of unusual 
hand carved 14K wedding rings. 
Address “A., 3000,” care J C-K. 





SALESMAN wanted; to travel Chicago 
and Middle West, to carry as a side line, 
to fine retail trade, old established man- 
ufacturers’ line of ladies’ and men’s 
high grade 14K gold jewelry and nov- 
elties; commission. Address “A., 3085,’’ 
care J C-K. 





SALESMEN; Middle West, Far West 
and Southern territories open; well 
known manufacturer of stamped 
rings desires representation to whole- 
salers; commission basis. Address 


“K., 3106,” care J C-K. 





SALESMEN: “manufacturer of baby 
outstanding sterling line, popular 
with leading jewelers and depart- 
ment stores; protected territory; 
commission basis. Address “B., 


3171,’ care J C-K. 





SALESMAN; manufacturers since 1919, 
of ladies’ rings and mountings; exclu- 
sively designed quality, 14K, require 
representatives, south, midwest, and 
west; must have a following with bet- 
ter jobbers and chain stores; if you are 
the right man, we have a good proposi- 
tion for you. Address “P., 3095,” care 
J C-K. 


SALESMEN, with jewelry store follow- 
ing, to carry outstanding line of ear- 
rings, gold and gold filled, together 
with other good selling items; most 
territories open. Address “J., 3075,” 


care J C-K. 








IDEAL side line; leather watch straps; 
commission 15%; compact case, 16 Ibs. ; 
following territories: New England 
states; Texas, Oklahoma, Arkansas and 
Louisiana; New York and Pennsylva- 
nia; Wisconsin, Minnesota and Dako- 
tas; give territory and present line car- 
ried. Chic Watch Straps, 817 Main St., 
Cincinnati, Ohio. 





WELL known manufacturer of ladies’ 
and men’s 10K and 14K gold stone 
set rings wants salesmen with follow- 
ing, calling on retail jewelry stores, 
on commission basis; good oppor- 
tunity for the right men. Address 
“Y., 3168,” care J C-K. 





SALESMEN; manufacturer of sterling 
silver novelties and cutstanding baby 
line ; sold nationally ; popular with lead- 
ing jewelers and throughout jewelry 
trade; proven volume sales to depart- 
ment stores; only top notch salesmen 
with strong following; good territories 
open; commission basis. Address “N., 
1253,” care J C-K. 





MANUFACTURER, wants salesmen 
with established trade, to carry line 
of highest grade rosaries, to retail 
jewelers and department stores; 
commission basis; give full particu- 
lars in first letter. Address “R., 
2954,” care J C-K. 





SALESMAN; for a side line; wedding 
rings, mountings, emblems, diamond 
rings, stone rings, ete.; good and quick 
seller; have a wonderful opportunity for 
a man with a non-conflicting side line; 
very fine merchandise for the jewelry 
stores; territory: Kentucky, Tennessee, 
Virginia, West Virginia, North Carolina 
and South Carolina; give information 
in detail. Address “J., 3144,” care J C-K. 





SALESMAN; old established manufac- 
turer of exclusively designed quality 
plated hollowware, has South, South- 
west territories for experienced men, 
now calling on better jewelers, de- 
partment stores, gift shops. Address 


“C., 3149,” care J C-K. 





SIDE line salesman wanted to er o 
of Texas, other territory se state 
carry excellent line of popul 
rhinestone necklaces, pins and featy 
ing a proven well accepted line of po 
rings; you can sell every account - mo 
your choice of nationally advertised 
general jewelry lines; excellent oan 
missions; give full details. Addres. 
“K., 2930,’’ care J C-K. : 





————————______ 


STERLING salesman ; we are offering ap 
exclusive territory for a superior line of 
popularly priced, imported silver plateq 
Sheffield hollowware reproductions; we 
are looking for a superior salesman ty 
match the line; the man we want jc 
already earning a good income in the 
jewelry trade, but because he is ageres- 
sive, our liberal commission appeals to 
him; he is accustomed to calling on fine 
jewelry accounts and department st>res: 
he knows the value and responsibility of 
an exclusive line; our man will write 
full details immediately to Schwachter’s 
Hippodrome Bldg., Cleveland 14, Ohio, | 


AE SORENESS PE I ESET MISES ERE 
Help Wanted 

















WANTED; all around engraver who can 
also do chasing. Chas. F. Damn, Inc., 
123 Franklin St., Buffalo, N. Y. 








WANTED, two A-1l watchmakers; per- 
centage basis only. Address “T., 1460,” 
eare J C-K. 





———————_—____ 


WANTED, A-1l jeweler, wno can repair 
and set stones. Address ‘V., 1461,” care 
J C-K. 





ENGRAVER and carver, who is able to do 
some small die work; wonderful oppor- 
tunity for a refined and capable man. 
Address “T., 3094,” care J C-K. 








SALESLADY; experienced in silverware 
retail store; state age and qualifica- 
tions; prefer girl from small town. 
William Crow, 320 University Bldg. 
Denver, Colo. 





JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week: 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 





WANTED; jeweler and engraver who can 
do first class work in our retail store, 
permanent position; state qualifications 
and salary expected. Sutton Jewelry 
Co., 72 W. Flagler St., Miami, Fla. 





SALESMAN; experienced; wanted for 
New York state, by a wholesaler, to 
carry many nationally known lines and 
diamonds; must have car: replies con- 
fidential. Address “F., 3046,” care J C-K. 








SALESMEN wanted; for exclusive line of 
14K gold jewelry, commission basis; 
all territories open; may be carried as 
a side line with other non-c-nflicting 
lines. Address “M., 3091,” care J C-K. 








SALESMEN:; to carry nationally known 
line smoking stands, sand urns, desk 
trays, cocktail smokers; territory guar: 
anteed ; advise experience, lines carried, 
territory covered. Write, Agins Sales 
Co., 285 Madison Ave., N. Y. C. 

a 





SALESMEN with established retail store 
following, to carry very outstanding 
line of fine alabaster pearls, which are 
very competitive in price, and which can 
be very profitable for you. Address “H., 
3101,” care J C-K. 
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HELP WANTED—Continued 


————— 
<4 LESMEN ; sterling and plated hollow- 
~ ware and flatware ; established orzani- 
zation needs experienced men to cover 
Southeast and Middle South ; drawing 
against commission. Address “A., 3133,” 


eure J C-K. 


ee 

EXPERIENCED salesmen wanted; one 
for the Mid-West and one foor the Kast- 
ern territory ; to carry a line of fine 14K 
gold watch bracelets, earrings, clips and 
brooches; send references with letter. 
Address “C., 3135,’’ care J C-K. 

















WANTED: combination repair man and 
diamond setter; must be experienced ; 
fine workman; sober; permanent posi- 
tion with old, established retail store; 
good pay; references required. Address 
“Pp, 3056,” care J C-K. 











HUB and die cutter; manufacturer of 
scholastic jewelry in midwest city wants 
young man thoroughly experienced in 
all phases of hub cutting; references 
necessary; terms open, dependent on 
ability. Address “N., 3160,” care J C-K. 








SALESMAN; to represent manufacturer 
of baby sterling silver and cutlery sets 
in New York state and New England, 
selling wholesalers and department 
stores; commission basis. Address “W., 
3084,” care J C-K. 








SALESMEN wanted; one of nation’s lead- 
ing jewelry firms; staple, costume and 
promotion jewelry for retail jewelers, 
department stores and gift shops; pro- 
tected territories open: reply in full 
detail. Address ‘“H., 3053,’ care J C-K. 





SALESMAN wanted; experienced sales- 
man for a credit jewelry store; full ex- 
perience of credits and good salesman: 
good opportunity for right man: store 
located in the southern part of Ohi». 
Address “T., 3164,’ care J C-K. 





SALESMEN; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress “A., 2256,” care J C-K. 





ENGRAVER;; skillful in engraving watch 
dials, including fine names and second 
bits; must live in, or move to Los An- 
geles; write stating qualifications and 
sulary desired. Kirk-Rich Dial Corp., 
408 S. Spring St., Los Angeles 13, Calif. 








SALESMAN, with following among 
jobbers and wholesalers, to carry 
ladies’ mountings and wedding rings 
on East Coast; men with good fol- 
lowing only need apply. Address 
“K., 3120,” care J C-K. 








SALESMAN; experienced: to represent 
wholesale jeweler; territory open in 
Eastern Pennsylvania, Southern New 
-Jersey, Delaware, Maryland and Dis- 
trict of Columbia ; must have car; salary 


and commission. Address “E., 3045, 
care J C-K. 








JEWELER; on platinum and yellow gold; 
age from 35 to 45, and with about 20 
years’ experience; willing to leave your 
home town; a fine opportunity for a 
g00d mechanic; be sure to give informa- 
by in detail. Address “V., 3093,’ care 








GEMOLOGIST ; high type jewelry store 
in medium size city wants aggressive 
semologist, with 10 years or more ex- 
perience, in buying and selling fine 
Jewelry at retail; excellent opportunity 
yh age man. Address “‘W., 3131,” care 

















SALESMEN: established following, de- 
partment, jewelry and gift stores: man- 
ufacturer of an outstanding line of well 
made sterling costume jewelry; exclu- 
Sive territories open; liberal commis- 
sion; full details in first letter: confi- 
dential. Address “L., 3088,” care J C-K. 











SALESMEN wanted; by nationally 
known watch importer, to carry line 
of popular priced watches; no ob- 
jection to non - conflicting lines; 
10% commission; advise territory ; 
strictly confidential. Address “N.,, 
2934,” care J C-K. 











SALESMAN ; leading jewelry supply and 
watch material firm has vacancy for 
capable man to call on established ac- 
counts; knowledge of watch repairing 
desired ; territory covers Ohio and vicin- 
ity ; give full details in first letter; ap- 
plications kept confidential. Address “F., 
3099,” care J C-K. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





SALESMAN wanted, to make two trips 
per year through west and s-cuthwest, 
with fine line of antique jewelry, gold 
and diamond pieces; trade all built up; 
simply require man who can be bonded, 
with good background; non-conflicting 
lines desirable, and liberal commissions 
offered. Address “‘C., 3043,’ care J C-K. 





SALESMAN; pressure salesman for in- 
stallment credit store; full informa- 
tion first letter, with inexpensive 
photograph; arrangements can be 
made for personal interview July 
24 at Blackstone Hotel, Chicago. 
Jacobs Jewelry Co., N. C. Morris, 
Nashville, Tenn. 





DEALER;; established in China, wishes 
to appoint representatives for sale 
of jade stones, unset, to manufac- 
turing and retail jewelers; prepared 
to furnish capable and reliable sales- 
men with limited stock against bank 
or other acceptable guarantee. Ad- 


dress “B., 2865,” care J C-K. 





SALESMEN ; costume jewelry, established 
manufacturer, highly styled rhinestones, 
prong-set; line that gets reorders, seeks 
salesmen with following, jewelry and 
specialty stores; excellent’ territories 
open and protected; high commission ; 
references: no objection to non-conflict- 
ing line. Box 1258, New York 8, N. Y. 





WANTED; West Coast representative 
to handle a quality line of ladies’ 
and men’s watch bracelets in 14K 
and 1/20 12K; also, men’s jewelry, 
by an established, well known New 
York manufacturer selling to whole- 
salers: commission basis. Address 


“E., 3153,” care J C-K. 





SALESMEN wanted to carry high class 
line of gold and platinum wedding 
rings, for old established house; liberal 
commission and exclusive territories: 
selling principally to better class retail 
jewelry stores; south and other terri- 
tories; state territory. Address “H., 
2737,” care J C-K. 





WANTED; salesman to carry our solid 
gold set rings as a side line in Texas, 
Oklahoma and surrounding territory; 
you will not carry our complete line, 
but special promotional numbers only: 
exclusive territory ; straight commission 
basis; write with references and pre- 
vious experience to the Bernard Co., 220 
Delaware Ave., Buffalo 2, N. Y. 





WANTED, qualified men and women 
store managers; must be settled and 
willing to take responsibility; have 
openings in both large and small 
units; applicants will be considered 
according to ability; furnish com- 
plete background in first letter to 
Mr. Oliver A. Jenkins, Duval Jewel- 


ry Company, Jacksonville, Fla. 





FOREMAN: for high school ring manu- 
facturing; should be either expert 
jeweler, stone setter, polisher, tool- 
maker or die cutter and experienced in 
other phases of manufacturing; perma- 
nent; excellent opportunity ; completely 
equipped, well established shop in large 
astern City; write fully. Address “T., 
3128,” care J C-K. 





SALESMAN wanted to carry gold and 
platinum ring mounting line; over 
350 numbers; 16 page catalog also 
furnished; excellent opportunity for 
man traveling middle west and 
south; no objection to non-conflict- 
ing lines; give experience and ref- 
erences; confidential. Address ‘“S., 


3081,” care J C-K. 





WATCH material man; we have an open- 
ing for an experienced man in our ma- 
terial department; one of the oldest and 
leading watch material firms in the 
Mid-West; position offers promising 
future, salary and bonus; give full de- 
tails in first letter; applications Kept 
confidential. Address “G., 3100,” care 
J C-K. 





LOOK ahead; now is the time to get 
set for the Fall; salesman for com- 
plete line of prong set, rhodium 
plated rhinestone and gold filled 
jewelry; established name; Chicago 
firm; full time or side line; refer- 
ences; answer in detail. Address 
“Circular 1307,” Room 1415, Hay- 
worth Bldg., Chicago 2. 





WATCHMAKER wanted; dependable and 
capable; experienced all types of Swiss 
and American made watches; knowledge 
of ring sizing; references required ; 
good opportunity; pleasant working 
conditions; permanent; 40,000 popula- 
tion, town in Mississippi; state qualifi- 
cations and send photograph. Address 
S., 3057,” care J C-K. 





TERRITORIES open for _ experienced 
salesmen, calling on wholesalers and 
watch material jobbers, to represent 
popular priced watch attachment manu- 
facturer; commission basis, with pros- 
pective drawing against commission ; 
give references and full details; replies 
treated in strict confidence. Address 
“D., 3028,” care J C-K. 





SALESMAN: we want a high calibre, 
resident salesman, to carry our line of 
watches as a side line in the Southwest 
Territory; our watches are of excep- 
tionally fine quality, competitively 
priced and suitable for the better jewel- 
ry establishments; our watch line can 
prove very profitable to the right man. 
Address, Normandie Watch Co., 71 
Nassau St., New York 7, N. Y. 





EXCELLENT opportunity ; salesmen call- 
ing on jewelry, specialty and department 
stores, to represent established manu- 
facturer fine costume jewelry, for mid- 
west, except Illinois, east-southern and 
west coast territories; state age, past 
association and references first letter; 
replies confidential; men residing near 
territory preferred ; drawing when qual- 
ified. Address “B., 3036,” care J C-K. 





(Continued on page 252) 
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(Continued from page 251) 





WANTED a real watchmaker; every job 
must be right before it goes out; must 
be able to repair clocks, do engraving 
and jewelry repairing; prefer middle 
aged man with years of experience; 
this is a small town of 1200; we are 
getting good prices but we must be pre- 
pared to reduce our prices as things get 
tough; strictly commission; reference 
— George V. Prest, Arapahoe, 
Nebr. 





EXPERIENCED; retail jewelry sales- 
man for large Pacific northwest city; 
prominent, high grade, popular 
price store has excellent position 
available for a very intelligent and 
capable young man; satisfactory ar- 
rangements to right party; wartime 
wizards please do not apply; write 
giving age, former positions, expe- 
rience, marital status; information 
held in strictest confidence. Address 


“N., 3054,.”’ care J C-K. 





SALESMEN; we will pay 15% commis- 
sion; old established high grade costume 
jewelry firm making gold-filled, sterling, 
rhinestone and metal jewelry, expand- 
ing sales force; if you travel regularly 
or have established following with 
jewelers, department stores, specialty 
shops, exchanges, ete., and live in your 
territory, write at once about our offer; 
state whether you own a car and give 
history of your experience; also exact 
territory: prompt response; all pro- 
tected territories; no objection to non- 
conflicting lines. Address, P. O. Box 365, 
Church St. 8, New York, N. Y. 





SALESMEN wanted; excellent oppor- 
tunity for California, Nevada, Ari- 
zona, Virginia, West Virginia, Ken- 
tucky, Pennsylvania, Ohio, Louisi- 
ana, Mississippi, Florida, Georgia, 
Alabama, Maryland, Delaware. Dis- 
trict of Columbia, North & South 
Dakotas, Montana; large established 
manufacturer can use good men 
selling to well rated retailers; dia- 
mond jewelry, wedding rings, stone 
rings, emblem rings, chains, ete.: 
have no objections to one or two 
non-conflicting lines; commissions 
and bonuses; mail applications at 
once; men living near territory pre- 
a Address “H., 3049,” care 

C-K. 


For Sale 


Stores, Stocks and Businesses 











FOR SALE; jewelry store, Florida; top 
lines; new fixtures; cash and credit: 
plenty of repairs; $7,500 cash. Address 
“L., 3077,” care J C-K. 





FOR SALE; jewelry and watch repair 
business; shopping center for large 
area; reason, health. Address, C. A, 
Bates, Damariscotta, Me. 





RETAIL jewelry store in Manhattan; 
owner retiring: excellent watch and 
jewelry repair income from local and 
suburban clientele. Address “P., 3162,” 
eare J C-K. 








JEWELRY store; small; excellent op- 
portunity for watchmaker; low rent; 
small town, Pennsylvania, 135 miles 
from New Ycecrk: Watchmaster: lease. 
Address “T., 2993,’ care J C-K. 











ESTABLISHED; jewelry store in mid- 
west town 15,000 population or over, 
with good lease; ten to fifteen thousand 
cash. Address, Circular 142, Room 1415, 
Heyworth Building, Chicago 2. 





JEWELRY business; good location; good 
reputation; established 27 years in a 
city in western New York; excellent 
repair prices, always plenty of work; 
inventory about $15,000; excellent op- 
portunity ; reason, health; retiring. Ad- 
dress “D., 3071,” care J C-K. 





CENTRAL Florida; retail credit jewel- 
ry store, heart of business district; 
very modern; air conditioned; sub- 
stantial number of active accounts; 
good lease; ideal for credit chain. 


Address “B., 3086,”’ care J C-K. 





JEWELRY store for sale; fast growing 
location, suburban to Denver, Colo.; 
well balanced stock; lease, low rent; 
reason for selling, upon inquiry; stock 
and fixtures all equipped; $7,500 cash. 
Cherrelyn Jewelers, 4304 S. Broadway, 
Englewood, Colo. 





STORE for sale; established business, 
small store in the southern part of 
Ohio; wonderful opportunity for a 
watchmaker who can also sell; good 
buy for the right party; selling on ac- 
count of poor health; 100% location. 
Address “V., 3165,” care J C-K. 


JEWELRY, watch repair, $2,500; in 
business center San Francisco; ex- 
cellent for watehmaker and wife; 
adaptable for sales and/or repairs; 
inventory reduced to suit or on 
memorandum. Address “H., 2738,” 


eare J C-K. 











SMALL jewelry store, $3,000; good loca- 
tion southwestern Virginia; population 
5000 or more; one other store in town 
industrial area; stock reduced; two new 
cases; also new up-to-date safe; good 
reason for selling. Address “V., 3083,” 
fare J C-K. 





BUSINESS opportunity ; you can buy this 
profitable business for inventory and 
fixtures; excellent opportunity for indi- 
vidual watchmaker or partnership of up 
to four repair men; $12,500. Harley’s 
Clock Shop, Altman Bldg., Kansas City 
6, Mo. 





SMALL store; industrial location Los 
Angeles, established ten years; low 
overhead; repairs for two men; Ameri- 
can watches, Sheaffer pens, etc.; $6,000, 
plus inventory to suit: prefer competent 
watchmaker; have vital connections for 
Same; no auctioneers; consider lease. 
Address “C., 3070,”’ care J C-K. 





JEWELRY store; established 30 years in 
New Jersey; population 60,000; five 
minutes from New York; good lease; 
all nationally advertised merchandise ; 
good repair business; inventory approx- 
imately $50,000; will sacrifice; reason 
for selling, other interests: no brokers. 
Address ‘‘K., 3087,’ care J C-K. 








RARE opportunity; no cash required; 
lower California town; going jewelry 
store may be acquired without a penny 
outlay; new front, jewelry show case 
fixtures, wall case fixtures, large safe, 
cash register, watchmaker’s bench, etc. ; 
we will remove our merchandise; you 
take over store at reasonable rent. Ad- 
dress “R., 3111,’ care J C-K. 





WILL sell beautiful, ultra modern 
jewelry store; established over 80 
years; clean stock, nice fixtures; 
modern repair department; long 
term lease; in live Pennsylvania in- 
dustrial town with good payroils; 
failing eyesight reason for oale; 
$25,000. Address “R., 3080,” care 
J C-K. 


ESTABLISHED, up-to-date jew 
newly remodeled; over $12,000 ere 
tures and displays; will Sacrifice ol 
$8,750, plus inventory ; inven wl 
amount optional; located by 
theater, in town of over 20,000 popul 
tion; agriculture and industria] sea 
munity. Contact, Don Harshman, Don's 


tory 
leading 





Jewelry, Connersvi 
— lle, Ind., or phone 
$e 


JEWELRY store in one of Souther 
California’s fastest growing cities of 
over 40,000 population; one owner 16 
years in same location near Los An- 
geles; Hamilton, Elgin, Gruen and 
-arker franchises; new fixtures and 
clean up-to-date stock: store has ex. 
cellent reputation with mostly cash 
business; good lease; about $35,000 
mostly cash; owner retiring. Address 
“T., 2940,” care J C-K. 








SOUTHERN California jewelry store; 
established 53 years; Honduras ma. 
hogany fixtures; inventory excellen, 
shape of better quality factory lines; 
eash, 30 days, and conservative time 
accounts, 100% good; 58 feet wall 
“ases; 70 feet floor cases; well 
equipped; good lease; top character 
and integrity in city and with fae. 
tories; population 450,009; factory 
references; owner in second gener- 
ation wishes to retire after 40 years; 
no successor to continue; 18 foot 
frontage, 25 foot width, 75 foot 
depth selling space; 25.x25 rear 
recom, side mezzanine; correspond- 
ence invited. Address “F., 3152,” 


‘are J C-K. 





WELL established California jewelry 
store for sale, largest city north cen- 
tral part of state; best business location 
in city; new blond wood fixtures and 
equipment; clean stock of nationally 
advertised watches, jewelry, diamonds, 
silver, etc.; only reason for selling, 
owner has other interests that require 
all of his attention; present sales vol- 
ume could be greatly increased with 
personal supervision; will sacrifice this 
business in its entirety for only $35,000 
if sold instantly; this store would make 
a very valuable addition to any group 
of stores now operated by a clever oper- 
ator: when our name is revealed, un- 
doubtedlv great interest will be shown 
by jewelers who are seeking a store 
with a past enviable reputation and one 
with a brilliant future. Telegraph or 
write, “‘N., 3078,’ care J C-K. 


For Sale 


Tools, Equipments 

















USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 











WATCHMASTER, nearly new, $550; new 
Moseley staking tool, $40; Marshall 
material systems, half price. John 
Brannan, Loveland, Colo. 








FOR SALE: used Leiman suction polish- 
ing machine; in good running order; 
cost new $325; price $100. A. _R. 
Brostrom, 713 S. Helen St., Sioux City, 
Towa. 








SAVE 50%; send for list: watchmakers’ 
and jewelers’ tools and materials, crys- 
tals, mainsprings, material in cabinets, 
optical books, tools, materials. Box 44, 
Boone, Iowa. 








TWO invisible glass store windows, one 
not mounted, in frame 45 inches wide, 
52 inches long: one mounted in woo! 
frame, 37 inches wide, 39 inches long. 
Address “F., 3073,” care J C-K. 
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ARCH CROWN celluloid and _ parch- 

ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 

















FOR SALE; a large, complete modern kit 
of horologist’s tools, in_ most excellent 
condition; the lot would easily be ap- 
praised at $1500; can be seen only by 
appointment. For further information 
address, “T., 3061,” care J C-K. 








FOR SALE; complete set, seven each, 
floor and wall cases, with two al- 
coves; built eight years ago of pri- 
mavera wood; 41 feet overall length; 
also some panelling; all cases with 
roomy storage bins; located in cen- 
iral Pennsylvania. Address “D., 
3037.” eare J C-K. 








JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit enve- 
lopes with call checks: printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manufactur- 
ers, Printing, Engravers, 31 East 22nd 
St. New York 10, N. Y. Algonquin 
4-2174. We ship open account, parcel 
post or express to any part of the 
United States. 








Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





JEWELRY store wanted; about $5,000: 
must be within 100 miles of New York 
City; complete details. Address as 
3124,” care J C-K. 


——— 

















AUCTIONS successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard Levy, 5200 
Blackstone Ave., Chicago 15. 











TOOL room department for rent: fully 
equipped; adjoining jewelry factory ; 
references required. Address “kt., 2006," 
care J C-K, 





eee = 





MANDELL E. Lewis, world’s famous dia- 
mond and jewelry auctioneer; wire or 
write for date and terms. 200 W. 90th 
St., New York City. 








AUCTION sales conducted in a digni- 
fied manner; references furnished. 
Call or write, Morris Fair, 902 Gulf 
States Bldg., Dallas, Texas. 








JEWELRY stores wanted by chain store 
organization seeking to expand its op- 
erations; will consider every store in 
any city; all replies confidential. Ad- 
dress “J., 2740,” care J C-K. 

















AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ references 
furnished ; stocks bought. Herman 
ree, 386 Fulton St., Brooklyn, 


eee 


HIGHEST cash buyers of jewelry stores, 


stocks, fixtures, good will, accounts re- 
ceivables; high type personnel; coast 
to coast ; all correspondence confidential. 
National Capital Co., 545 Fifth Ave., 
New York 17, N. Y. 





GORDON BROTHERS, oldest and 


largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





SAMUEL GANSBERG will buy your sur- 


plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 


character. Write, 15-17 Maiden Lane, 


New York. Telephone, Rector 2-5928. 





WE can make 1949 a successful year; 


our auction sales bring cash and 
new customers to you; stocks bought 
for cash or sold on commission. B. 
Schwadron, 89 S. 9th St., Brooklyn 
11, N. Y. 





PARTNER salesman wanted; established 


costume jewelry concern located in New 
York City, seeks active salesman part- 
ner to invest in going concern; owners 
expert modelmakers with excellent repu- 
tation in trade. Address “Q., 3079,” care 
J C-K. 





AUCTIONEER; eight successful sales 


conducted in 1948; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 





COLMES BROS., cash buyers of jewel- 


ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St., 
Boston, Mass. 





AUCTIONEERS with 30 years of leader- 


ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, 
Seattle; Noack-Hardger, Sacramento, 
Calif.; Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers; 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 


AUCTIONEERS: VY. C. Kelley and As- 


sociates; for over 20 years America’s 
most successful jewelry auctioneers ; 
rich in experience, outstanding in 
ability; capable of handling the big- 
ger stocks and the finer goods; and 
above all, we possess the skill to get 
the most for your stock; recently 
sold over $350,000 for the five fol- 
lowing stores; Brackins, Pensacola, 
Florida; Sterling, Cincinnati, Ohio; 
Dame & Wilson, Richmond, Indi- 
ana; Stewarts, Little Rock, Arkansas; 
Shaws, Lima, Ohio; best references. 
Write or wire V. C. Kelley, 6956 
No. Ashland Ave., Chicago, Il. 











MR. JEWELER, if you want to retire 


from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwatk, Atlantie City, N. J. 








WANT to sell out, raise cash, reduce 


stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 








ARE you going out of business; I can 


guarantee you the cost of your mer- 
chandise with my personally con- 
ducted auction sale; no sale too 
large or too small; I will also pay 
eash for your entire store with or 
without fixtures; write for my prop- 
osition; all correspondence confi- 
dential; best of references through- 
out past 30 years. Harry Weisz, suc- 
cessor to Herman Nathan, 59 E. 
Madison St., Chicago, Ill. Dearborn 
1684. 


WOULD you like to retire from busi- 


ness, if you were given a responsible 
guarantee that your stock, accounts 
and fixtures would be sold for more 
than the wholesale cost; our service 
will secure a cash buyer for your 
store as it stands today as a going 
concern; your good-will and lease 
will sell for cash the same as your 
stock; we are not stock buyers, but 
one of the oldest exclusive jewe'lry 
brokers in business; unquestioned 
bank references; also references 
from clients who have used our ser- 
vices recently; no store too large 
or small to use this service; write 
for competent appraisals and com- 
plete details without obligation. Mc- 
Rae & Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg., Chi- 
cago, Ill. 





Wanted to Purchase 

















CASH for used watchmakers’ and jewel- 


ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED to buy, for cash; surplus stock 


of watches, jewelry and diamonds at 
highest prices; bank references ; all 
correspondence confidential; call or 
wire collect. London Watch Co., Inc., 
2? EK. 45th St., New York 17, MU 7-7745. 





ESTABLISHED store, prefer midwestern 


city under 30,000 population ; must have 
good repair, good franchises, reputa- 
tion; responsible individual; will keep 
replies confidential. Address “L., 3122, 


eare J C-K. 





WANTED. used sterling flatware or hol- 


lowware: inactive Community plate, 
Holmes & Edwards and Rogers 1847; 
we pay for as merchandise not scrap. 
Vroman’s Silver Shop, 520 W. 7th, Los 
Angeles, Calif. 








(Continued on page 254) 
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WANTED TO PURCHASE—Cont. 








(Continued from page 253) 





HIGHEST prices for 12 and 16 size, 7 to 
21 jewel American movements; check 
mailed immediately ; estimate subject to 
your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, III. 





SURPLUS jewelry stock wanted; best 
cash prices paid for your surplus, 
dead stock of jewelry, diamonds, 
gold scrap, bracelets, cuff links, em- 
blems, watch cases, stones, broken 
jewelry, odds and ends; prompt re- 
mittances; all shipments held intact 
pending approval; satisfaction guar- 
anteed. Lewis’, Dept. CK., Inter- 
national Bldg., St. Louis, Mo. 





SPOT cash for your surplus stock 
watches, diamonds and_ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 





CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames, gold 
filled scrap, silver, gold and any 
other precious metals and jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; references; 
National Bank of Commerce, Mem- 
phis, Tenn.; Jewelers Board of 
Trade; Dun & Bradstreet. Wein- 
man’s, Dept. K, 108 Beale Ave., 
Memphis, Tenn. 


Watch Work, etc., for 
the Trade 











WE specialize in repairing chronographs 
and repeaters. Richard Flauto & Co., 
48 W. 48th St., New York 19, N. Y. 





WATCH repairing for the trade, jewel 
setting, plate and balance jewels; price 
list upon request. M. J. Gallo, 922 N. 
Plum St., Tancaster, Pa. 








L. M. MAYRHOFER;; fine watch repair- 
ing for the trade; mail orders; 30 years’ 
experience; prompt delivery. Room 324, 
215 W. Fifth St., Los Angeles 13, Calif. 
Mu 8566. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 


COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 


SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 











CAREFUL, honest watch repairing for 
the trade, moderate prices; out-of-town 
orders attended to promptly. I. Kunnel, 
2 W. 47th St., New York City. Phone 
Lu 2-3163. 





WATCH repairing for the trade; price 
list upon request; work guaranteed ; 
Watchmaster timed; mail orders in- 
vited. Joseph Bares, Jeweler, 4409-30th 
Ave., Astoria, L. I., N. Y. As 8-7072. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109B Summer St. 





ELECTRIC clock motors repaired like 
new; we specialize McClintock and 
Hammond motors; we also do electric 
clock repairing; send your motors or 
clocks to Ace Watchmakers, 35 S. Dear- 
born St., Chicago 3, III. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the latest 
Western Electric Watchmaster;:; time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 





PERFECT watch repair service, 323 W. 
Fifth St., Room 201, Los Angeles 13, 
California; 18 years’ experience; mem- 
ber Jewelers Board of Trade; chrono- 
graph and repeater specialists ; Watch- 
master tested for perfection; two to 
three days’ service; no better workman- 
ship at any price; send us your trial 
order now. 





FINEST watch repairing, with seven 
days or sooner service; all work 
guaranteed and protected to and 
from store against loss and damage; 
all watches timed with Watchmaster; 
located in the Midwest’s most con- 
venient watch repair center. Pollak’s 
Watch Service Co., 205 Colonial 
Areade, Cleveland 15, Ohio. 





FOR the discriminating jeweler; cus- 
tomer satisfaction guaranteed with 
our watch repairs; ethical prices and 
honest work; 10-day delivery in- 
cludes three day timing, plus Waich- 
master check; further regulation 
seldom necessary for customer; 
monthly billing. Certified Master 
Watchmakers, 1604-22nd St., N.E., 
Canton, Ohio. 





TWENTY-FIVE years’ of experience 
in fine watch repairing; services 
include repair on _ chronographs, 
vibrate hairsprings and all types of 
complicated watch repairing; Watch- 
master machine assures accurate 
timing; work guaranteed, prompt 
delivery in three to six days; price 
list upon request. H. Spielman Co., 
9 Maiden Lane, New York 7, N. Y. 
WOrth 4-3377. 





IMPORTANT; your watch repairs; 
any make, any size watch accurately 
repaired and at today’s most reason- 
able prices; we offer you the finest 
craftsmanship, fully guaranteed; 
prompt service and postage prepaid ; 
for nearly a third of a century, this 
has been our policy; send us a trial 
package today; prices quoted on re- 
“quest. National Watch Repair Co., 
727 Sansom St., Philadelphia 6, Pa. 


EIR A LARP EOIN EN ELLE ELE SILLS 


Special Order Work and 
Repairs for the Trade 











ASSEMBLY work for class rings expertly 
done: inquiries welcomed. Hart Jewelry 
Co., Inc., 85 Columbia St., Newark, N. J. 





PEARLS and beads restrung ; roSarie< 
repaired by experts for the trade: - ry 
prices; prompt service; monthly billing 

an’s, 55B Eddy § ; é: 
~—— s, 55B Eddy St., Providence. 





ee 


BEADS restrung; all style beads r 
strung, plain or knotted; prompt Ba 
vice ; can furnish references. Mrs. Helen 
EK. Stump, 202 State St., Shillington = 
near Reading. —_— 





aii 

FOUNTAIN pen and lighter repairing: 

experts on all makes; authorized - 

vice station Parker, Schaeffer, Water. 

man, Eversharp. Personal Pen’ Co,, 333 
Washington St., Boston 8, Mass.’ 





Sa 


MOUNTINGS for cameos, brooches, pen- 
dants, earrings, etc., made to your spe. 
cifications; free estimate; prompt ser- 
vice; satisfaction guaranteed. C. Merle 
Dubs, Manufacturing Jeweler, 231 North 
St., Harrisburg, Pa. 








JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and mivor 
repairs; mail orders accepted, 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





— 


JEWELRY repairing, diamond setting, 
engraving; new stones supplied; orig- 
inal designs in colors, when estimates 
are given on_- special order’ work. 
Charles F. M. Gibbs, 38 years in the 
jewelry industry; Gibbs Jewelry Repair 
& Art Shop, 1903 State St., Phone 
2-9058, Harrisburg, Pa. 














BENCH space for jeweler, or an engraver, 
in a very clean, modern shop and build- 
ing, midtown New York City; ideal for 
small business; small rent. 22 W. 48th 
St., Pl. 7-5420. 




















WILL Wallace T. Johnson, formerly of 
Pocatello, Idaho, or anyone knowing of 
his present location, or of the past year, 
please contact H. Traudt, 208 Olive 
Ave., Fresno, Calif. Personal reason. 





Miscellaneous 











_ 








JEWELRY, silverware and plastic en- 
graving taught. A. P. Hemersbach, 
Tutor, 303 Fifth Ave., New York. MI 
4-7572. 








WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students; send i15c, stamps, for 
sample copy. Dean Co., 116-A Nassau 
St., New York 7, N. Y. 








EARN more money ; up to $150 a_week In 
your spare time; learn diamond setting 
by taking up a home study course, ap- 
proximately 10 lessons: all necessary 
models and tools furnished and made 
ready for use; this course developed by 
an expert diamond setter with 35 years 
experience; write at once for particu- 
lars. Fred G. Dahlin, 108 N. State St. 
Chicago 2, Ill. 











254 


THE JEWELERS’ CIRCULAR-KEYSTONE 





r- 
r- 
33 





INDEX TO 
ADVERTISERS 


A 
, & A. Gold Refining Co.............. ae 
rere ee eee ee 
Abrahams, Raymond Mecih iid, ete e tees scees 
Air Express Division of Railway Express - 
san’ Peeeitten Tools & Experimental 243 
hangs a ‘ & ° Co £066 Be 6468 8 O6 466 644 OE 100 
en op & Pane OO6 6 és & oe 66:66 S w SS 8 2S 
ys = Ave & Baer, Inc be heb Od OS eee 182 
American Incabloc Co.................. 48 
American Magazine LAS SEER 171 
American Platinum Works............. 179 
American Safety Razor Co.............. 81 
American Time Products, Ine........... 235 
Ampemeee WOGMEY 36 ctcccci ces iscces 176-177 
Antin’s eceoereersees PARE EGET SOAS Oe 22 
Apex Watch Case Co...... eta ee eens 71 
Arch Crown Tag & Stamping Co....... 214 
ee E> BS ee 186-196 
Atias China Co........ Ete ee TT eee ee 233 
Amtememtse CRAIR COy. 2c ccs ccccccucas 64 
B 
ee ree eee eee 7 
Be, Te inn GE OC. ok eck cecccccccccce 88 
Re eee 186 
Baumgold Bros., Inc................... 127 
Bayer, Pretzfelder & Mills, Ine......... 97 
Bechtel, Joseph B., & Co., Inc........... 163 
eter pssst ME ag ig Pa 135 
Becker-Heckman Co. ................. 229 
POOMOUD WRLC COiescccccccccccccccecce 90 
Boote, BG@ward ........cccccccccccec.,. 232 
Borgfeldt, George, Corporation........ 233 
BOUTON, Bing CORP. onc ccciccccccccsece., 146 
Bowman Technical School.............. 224 
Mt Bde Ue CERT Ce ee eae 230 
Bradley University .................... 229 
Braunfeld & Mehlman ..............._. 214 
gay le oryne li a a 47 
Bristol Seamless Ring Co............... 11 
Brodegaard, R. F., & Co., Ine........... 233 
Brogan, Bayard F. ........ Ae oe 224 
Brown & Gravenson Co. ............... 89 
Bulova Watch Co. ................. <2 Se 
¢ 
Camera Specialty Co................... 216 
Campana, Frank R., Co... .........._/ 243 
Cardinal Diamond Syndicate....... |_|. 131 
Castleton China, Inc................... 233 
Central Watch nap UE TE ~— 
Central Watch Materials & Supply Co... 224 
Chicago Institute of Watchmaking..... 228 
Chinese Jade Corp....................7 160 
Church & Co........................... 155 
Cohen, A.. & Sons................. 777° 34 
Colmes, Louis ......................00' 225 
Colomby Watch Co.................07° 69 
Cooper, Jos. B., & Sons, Inc............ 183 
Copeland & Thompson, Ine...........__ 196 
Coreoran, D. Stanley, Inec............_. 232 
Coronet Silver Co.................00077 184 
D 
Davidson & Sons Jewelry Co............ 206 
Dean Watch Co.....................°2' 214 
De Beers Consolidated Mines, Ltd....... 12 
Dennison Mfg. Co...................°77 211 
De Vries, Paul, Inc...........)/ 77° 7°¢" 147 
Dimes, Richard, Co............1.° °°" 222 
PE Nk ih6b6e 46ers ererenccr 80 
Doulton & a Ts 5 hakn6 4644 ened nas 232 
E 
Eisenberg Jewelry, Inc.............. . 70 
Elgin National Watch _ eee 172-173 
Elite Watch Case RLS. 5-5 6:0 nw abi Ge sus 50 
Engel. J.. & Co., Inc.........). 71° 7707" 226 
Enright-Le Carboulee, Inc, ..........._ 233 
Erismann-Schinz ...............° 17°77 141 
Essig, Frederick 7 Sr 229 
Ethical Trade Repair Service........... 243 
Evans Case Co..... ............ 07° 77°! 87 
Everfine Jewelry BeBe Gs sc. ccccikecce 87 
Exacta Time WN 8 PASE Re oa de whe a wn., 93 
F 
Fabrikant Bros., Inc................... 20 
Fantasy of ws ede ee nee 215 
Farrington my ara 38 
Feature Ring ug EEE es 
Felsenfeld, SG. 6 hob ak bs cee vannne., 213 
Ferrante-Rivieccio _ ST Tere Trae aren 156 
Fifteenth Floor Merchandisers Club.... 208 
Fingerman, ens >. ae 213 
Fisher, A Edward M% CO... oc ccccc ncn, 17 
isher, Bruce, & Co.............° 107° °" 233 
cen, A. BE, Ge... ttt 184-222 
Flex-Let Corporation ................. 26-27 
EE  epetpap ena aaa mie aaa 205 
Fondeville & a CSR nn 232 
orstner Chain RES 60866065 ss eees oes 2 
Fostoria NY Ui sevtes 6 new sae onc cce 191 


FOR JULY, 1949 





G 
Gabbott, F. R., & pS 227 
SI iii ct eee de no 221 
Gemological Institute of America....... 144 
Gerwe Brown Co......................° 230 
Goldman, Jack T., & Co............... 231 
> pal snene apa Me, eee ee nan 40 
Goodman, Julius, & Son............... 185 
MN cack hasten céwkdeucu..l... 33 
a | a erinae 167 
ewe WPMD ic aces cccckcca., 31 
PT Se Ss oeidoasieodase lec fs 231 
NN SS eick ee aiinid Sie Joie oo 219 
Gratz, Louis, & I a re a Muka 41 
SN FO On. 6. cc tea davcicneccn.. 169 
Gregory, WO Mik hha bh os bao kc. 229 

H 
ser eee, da. ne Inside Back Cover 
Hairspring Vibrating Co................ 243 
SN Me Mle Os ks vce sdieeccc..... .. 
Hamilton Watch Co............)°.°.°°) 4 
Hammel, Riglander & A tad kw Secuuud. 94 
mamay & Marmam.................... 16 
Haskelite Mfg. Co.................°°°°) 143 
Haviland, = | Sees ene 233 
Heller, L., & a See ea 53 
Herschede Hall Clock NN Se eae ert 153 
Hertel, WEI, Oia ccc cece... 216 
Heyman, Oscar, & Bros................ 145 

I 
I. D. Watch Case Co................_. 61 
Imperial Glass EE er ee 193 
Imperial Pear] Syndicate, Inc. ...... .. 129 
International Nickel] SRP rare ee aa eee 21 
International Silver aaah aon 106 

J 
Jacoby-Bender, Inc., 

64a, 64b, 64c, 644, 64e, 64f 

Jenkins & catcon: a, Ne, Ce 72 
Jewelers-Circular POMOROMO 2. vn ccc ccs, 175 
John Street weOMmOM OR... . 6 ok cece. - 215 

K 
Kagan, J. J., & Co.................... 243 
mahn, L. M., & Co...................°°' 125 
Karlan & Bleicher, Inc. ......._)°) °° 7° 5 
Kastenhuber & MMOD sc 64. eho ek, 181 
Kingsley Stamping Co........... ea ale ee 
Kingston Watch Co.............°.°7 77) 57 
Mirk-Rich Dial Co..................°°' 15 
Kirschman, Lewis Co.. 

213, 215, 219, 227. 229, 231 

Kocher, Walter, & Co.............. °°. 207 
I ike eae or et 226 
Kushner & PO PN aS aks cekccunce. 29 

L 
L. & B. IN OOD 6 66 6 annie sade adecece. 54 
apenas Me > ane, A eRe Rae 28 
Landau, Max, & Co................ 777) 162 
SU WOM GIR. sss bese cn.nc.. 46 
Leichter, Emil, Watch Re Ka As we 73 
gg: os, AP I Pie re ahead ads 45 
Le Stage Mfg. Co....................°) 56 
Levin, Louis, & ce a re 218 
Levine, Frank, & i en 148 
avy Dem, Chie Os.................. 233 
poi , RP rerprrancenen ss. 228 
Leyendecker, Ewald ................°7' 219 
Leys, Christie, & Co.............°°. Mine 2 
Lipschutz, J., & Co.............. 272° 0) 75 
Little, George F., Management...... 187, 197 
Os hedaa kes chk ead .ca. 230 
Luria, L., & Sons................07 0°) 78 
Lussac Watch Co.................°° 07" 216 

M 
M. F. G. Watch Band | Ey aE ee 82 
Maddock & Miller, Inc............ 196, 232 
Makepeace, D. Mi etait reer eo. 82 
Manning Opal Ee Ure es 160 
TO ss ine ide sb dca. ce el, 79 
I WD 6 ica vdeiuauwne ccc... 215 
ans ay RSS eran. ic. 
Marshall, C. & E., Co.............///77° 220 
Marshall, Henry, Co..................°° 223 
OS i UR ook va vdceeincn cc... 229 
meeEwen SOMO OB.. .. oss. ccccss.... 24, 25 
Saas epee a 4c ddia') ooeeks ls 32 
Se MS Ns ie 6 6s ee eSSe bac awn 139 
Oe MN oni is Rea es bkandce... 162 
Meyer, Louis J., Inc..............)°/77" 22 
Michigan Dial Refinishing Co........ .. 228 
Midhurst Importing SS MM bine Sestak alnc a 232 
Mid-South Exhibitors ..............°°° 196 
BUND DOU OOD 6 5 os <n bcs ceccccens... 68 
Miller, Clifford A.. & ae Mths cede oan 217 
Morris, Norman ae Pera ee 42 

N 
Nathan, S., & Co., Inc.................. 204 
Newall Manufacturing Co.............. 228 
Newark Jewelry eee 151 
New Hermes, Inc........ -..161, 163, 209, 243 
Niash Refining Co..................... 157 





BWOTmme Pemeil Con... occ c ccc cccccccccccc 
Nye, William F., Inc................... 241 
Oo 
Ocean Photo Supply Co................. 221 
Ogush, Wm. B., Inc.................... 3 
Ollendorff Watch Co................... 31 
Oneida, Ltd. ...... 8, 9, Outside Back Cover 
Ornstein, D., & Sons Corp............... 55 
Oxford Silversmith Co.................. 220 
P 
WUOMNO BEMIM, BGie dc ccicccccéwdckicccce 65 
WO Ms SI, ns ss we eddawcence vecccan. 92 
oo, eo. eee eee ee 102 
Philadelphia College of Horology...... 224 
Philadelphia Watch Supply Co......... 224 
oe Sree pee 214 
es tie et GE Clic. sch eescccoeraccas 214 
ae . are 179 
Providence Stock Co................... 74 
R 
Reed & Barton Co..................... 35 
Reeves & Mitchell Co.................. 225 
WWE CUOUE Gia c o cack cccccccncccnca, 241 
Richheimer, Jerome, Inc............... 125 
Rodana Watch . oe 158 
ee eee rer Ceaaen anon 230 
Ronson Art Metal Weetem, BMG... . .ccccce 119 
Rosenthal & Kaplan................... 149 
SE 3 whb ch'eéo dda ds eee een dca wan 233 
Rulon Watch Co......... ee ee ee 49 
Ss 
Sacks, H., & Sons...................... 181 
Sarkin, David, Inc..................... 30 
Me Ming Gh OR. oon ccdnbansaneecenn.. 1 
Saunders, Alexander, & Co............_ 217 
ES Whe, GE Ma isc incédacesesadecica. 160 
epee OE ee 162 
MOMMUNOT TOPGR, GO... 5. occ cccicccecen... 230 
Schwab, Henry, Lapidary, Inc.......... 156 
I A Md 06 6 4 nebo he ocak cd deme 52 
Semca Clock SE rns 18, 19 
Sessions Clock Co....................... 237 
NY Ma. a so més sceen cess cca, 222 
Shiman Bros. & oS ee ee eee 22 
Sickles, M., & Sons.................... 39 
Silver City Glass Co.................... 194 
Simmons, B. F., Co........0..-00cn..., 6 
Simons Bros. & Co..................... 213 
We 80ahuni dean dbwen ee eboneénecc., 161 
Smyth, Albert S., & re Mes cc ecceecce 226 
EE (MS DAbb nbd seuilneakcheeeececcn.. . 213 
Standard Novelty & Box Co............ 84 
Stein & Ellbogen Co................... 133 
Stern, Henri, Watch Pd Ee 137 
Stern, Louis, & Co..................... 62 
NY Te Manas a cibdns a caskahceneens .., 214 
term, Mam, B Co... . occ ccccccccuc..., 212 
Stonewall Products Co..............._° 77 
Straub, Paul A., & = eee 232 
Surnamer, S. J., & hs I a ks 6 hts ée ck cs 83 
OO Ge oa ik sete nn 00c0dbecenas, 228 
T 
Tedman a 232 
Thacker Academy for Jewelers........ 243 
Thomae, Charles & Co................. 222 
Topflight Tape Co...................... 231 
Transparent Shade Co................_ 218 
‘Crophy-Craft Co. .........ccce cen, 154 
U 
Uncas Mfg. Co......................... 60 
United States Glass Co............_ 189 
U. S. Realty Building Vaults........... 150 
U. S. Time Corp....................... 50-51 
Vv 
Van Dell Corp. .......... Inside Front Cover 
w 
Wadsworth Watch Case as 58-59 
Wakmann Watch Co...... ....... 66-67-210 
Wallace Silversmiths............_.. 164-165 
Wallach Jewelry Mfg. Co.............. 223 
Waltham Watch Co............... aaa 5 
Want Advertisements.............. 248-254 


Watchmakers of Switzerland.. 


Wedgwood, Josiah & Sons, Inc. .. .... 232 
Wee Cherub Mfg. Co.......... ........ 227 
Wefferling-Berry & Co................_ 158 
Weisen-Hart Press..................... 85 
Weissman, Beth....................... 195 
Wells Manufacturing Co............... 222 
Welmaid Mfg. A 6b eherstedtode onus 226 
WEE | -S0ns Gabbe ide éhéadie %aaeucc cus 239 
Western Pennsylvania Horological In- 
EE © R:ttdehe enka ee bind es che os... 24) 
White Rose Jewelry Mfg. Co. .......... 91 
Wood, J. R., & Sons.................. 98-99 
Wyler Watch Agency.................. 44 
Z 
er errr 215 











Ahad Jn ZBaeelucion ss. 


TAX REMOVAL BOOMS BUSINESS 


Three months ago the Canadian government an- 
nounced the elimination of the 25 per cent (consumer ) 
purchase tax on jewelry and the substitution of a 10 per 
cent jewelry manufacturers’ tax. 

The immediate effect was the biggest volume of retail 
jewelry business (even including pre-Christmas weeks) 
which had ever been enjoyed by many Canadian jewelers. 
This two-week boom materialized in spite of the facts 
that the public had not anticipated removal of the tax 
and that the jewelry store volume in 1949 was generally 
ahead of the same months of 1948. What’s more, volume 
today, although receding from the post-tax peak, con- 
tinves on a level that is better than last year. 

This then, might seem to suggest that the Canadian 
jeweler is in the midst of peace and plenty, free from 
business worries and unhampered by government inter- 
ference, all because of the removal of the purchase tax. 

It is at this point we want to caution those jewelers in 
the U.S.A., who might too hastily settle for a compromise 
on our jewelry excise tax, that we must proceed with 
caution in accepting any “substitute” measure. For, 
though the jewelry trade in Canada was overjoyed when 
the repeal announcement came from Ottawa late in 
March, today the complexities of the substitute manufac- 
turers’ tax has, to say the least, tempered the enthusiasm 
of manufacturer and retailer alike. It has caused prob- 
lems of classification, pricing, bookkeeping, and mer- 
chandising which in turn have raised many entirely new 
and potentially serious questions within the trade. 

As a guide for those in the U.S. who crave action on 
our 20 per cent tax, and whose impatience might impel 
them to settle for anything—to those who feel “at least 
something would be a relief.” we have published on page 
107 a thoughtful and informed analysis of the effect of 
the repeal of the Canadian retail jewelry tax. 

This is a fascinating story, not only because of its busi- 
ness interest, but because of its insight on the workings 
of human nature and the demonstration it provides of 
the universality of legislative problems. 





The “actuarial tables” of life expectancy in retail stores, 
as recently released by Dun & Bradstreet, place Hard- 
ware and Jewelry stores practically on a par. Both are at 
the top of the list as the longest lived. The average life 
span of the jewelry store is 20 years! 





Following is a quotation from an editorial in a recent 
issue of Collier’s: 


“No convincing case has been made for an increase in 
federal tax rates. Indeed, there is room for some adjust- 
ment downward, particularly of many excise taxes that 
are inequitable and bear unevenly on business enterprise. 
These taxes are a harmful and unnecessary legacy of the 
war taxation of five years ago.” 

““Hear—hear!” say we. 
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AN ATTRACTIVE PATTERN 


A pointed paragraph from the NWJA convention, by 
R. Dix Edwards: | 

“The selling of the jewelry wholesaler divides naturally 
and inevitably into two seasons. On the average over the 
years the wholesale jeweler will do a little more thay 
one-third of his year’s business in the spring, and a little 
less than two-thirds in the fall. I certainly hope that 
1949 produces that pattern. I will settle right now for 
sales in the last half totaling double what we sold this 
spring.” 





Marriages, with the war created peak having past, are 
still at the rate of 1.8 million a year, almost one-third 
more per year than before the war. 





IT'S YOUR BUSINESS 

Two weeks ago, we experienced an interesting mani- 
festation of modesty at a reception preceding a jewelers’ 
convention in Pittsburgh. If this were the first time we 
had seen it we might not have recognized its significance. 
It was so typical, however, we know you too have at some 
time witnessed this phenomena. 

It concerns a retail jeweler who joined our little group 
and shortly got around to telling how bad his jewelry 
business was. He found in our group another forlorn 
fellow who contributed additional sequences to the sad 
opus. 

They in turn then pointedly asked the other retailer in 
our group how bad his business had been. Replying, he 
assumed a grim expression and soberly said, in essence, 
“It sure could be better.” 

When the two sad sacks had wandered off to spread 
their gospel of gloom elsewhere, the merchant who had 
expressed himself moved over to our side and whispered, 
“Confidentially, my business is swell. Every month this 
year is ahead of the same month last year, and my profits 
are higher, too.” 

And there you have it. The sad sacks are the noisy 
ones. Their cries of grief are broadcast every chance 
they get. The fellow who is doing well feels a bit quaint, 
is somewhat embarrassed; whispers the story of his cur- 
rent success. 

There are many morals to this story, but the one we 
like best is contained in a sequel provided through in 
quiries we made regarding this successful jewelers 
operation. As a result, and briefly. we recommend you 
do as he did—go to your store, run an honest business, 
be alert, and leave the misery mongers to their morbid 
pleasure of crying on each other’s shoulders; while you 
(quietly if you wish) take care of your business and 
count your profits. 
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When YOU can offer a customer . The “TRENT” 
Hadley Quality, in a popular design, 3 
at prices as low as this, you've got 
a double challenge against any competi- 


tive watch band in the market. 


tax inc. 


Both watch bands have eye-wear and 


buy-wear built into them—both are 
basket weave expansion 


bold in modern design—both rugged wae. CONN ‘i band, bold in design. 
} : iS il 1/10 12K Gold Filled 
Trim, stainless steel back. 





in wear, 


Each is displayed in its own 


appealing ivory-plastic box, with a lining 


$795 of genuine Crompton velvet in the 


tax inc. 


? 
» Oa 


eye-stopping Hadley Red. Display both 


of these bands prominently, for you will 


be just as proud of them as your 


An ultra- staunch Reser’ S 
basket weave, both ea customers are. NOTE: All Hadley Watch 
in fashi d a . 
oe realign Bands are Presented In The New Attractive 
workmanship 1/20 10K a oe 
Gold Filled Trim, Ree ;: Hadley Plastic Box. 
stainless steel back. Sota 


HADLEY COMPANY, PROVIDENCE, RHODE ISLAND 
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an original new silverware chest— 


and a record-breaking advertising campaign—are Community extras that will send more sales to you! 





